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D'Arcy Names 
Robert Ganger 
Board Chairman 


Orthwein Now Heads 
Executive Committee; 
Oberwinder Still Prexy 


Str. Louis, Nov. 25—Robert M. 
Ganger, who rose from office boy 


Outlook for 1954 


What’s ahead for ’54 in 
business and advertising? AA 
asked six outstanding econo- 
mists for their opinions and 
forecasts at a tape-recorded 
luncheon at which principal 
factors governing next year’s 
business and advertising vol- 
ume were reviewed. For 
what they had to say, see the 
question-and-answer report 
beginning on Page 59. 


in an advertising agency to part- 
ner in that agency, who left the portant step in a continuing ex- 
agency business pansion program of the agency, 
to be president of and they also disclosed _ that 
P. Lorillard Co.,| D’Arcy’s New York office is being 
is back in the expanded to accommodate a num- 
agency business ber of the agency’s people who are 
again. | being shifted to New York from 
He’s the new St. Louis. 
chairman of the) These include V.P.s Frank Web- 
board of D’Arcy er, Wilbur Smart (also art direc- 
Advertising Co.,| tor), James K. Payne, Frederic A. 
an agency that Schneller (also merchandising di- 
has more than rector), and the following account 
doubled its bill-| men: Robert N. Chrane, James Mc- 


R. M. Ganger 


ings in the last’! Phail, James J. O’Neal, Arnold H.' 


nine years (from $16,000,000 in Rohlfing Jr. and Ernest G. Sunkel. 
1944 to $35,000,000 in 1952). |Most of the men involved have 
Mr. Ganger’s appointment was) worked on the Coca-Cola or Olin 
announced by J. F. Oberwinder | Industries accounts. 
and Percy J. Orthwein, who had} 
been respectively president and | a Mr. Orthwein said the move 
chairman of the board. Under the! would have been made earlier, but 
new setup, Mr. Orthwein becomes had been delayed because of re- 
chairman of the executive commit- stricted office accommodations. 
tee, and Mr. Oberwinder continues The agency is 47 years old, now op- 
as president. erates offices in St. Louis, New 
York, Cleveland, Los Angeles, At- 
lanta, Houston, Toronto, Mexico 
(Continued on Page 4) 


e Their announcement said Mr. 
Ganger’s appointment is an im- 


FCC Puts New Limits on Number of 
Stations Owned by Single Company 


WASHINGTON, Nov. 27—The Fed- 
eral Communications Commission 
today announced a new ceiling on 
radio and tv station ownership de- 
signed to prevent broadcasters 
from acquiring a minority stake 
in a large number of enterprises. 

In the past decade, FCC operated 
on the principle that no broadcast- 
er should control more than seven 
am, six fm stations or five com- 
mercial tv stations. Recently, how- 
ever, a number of interests—CBS 
is the most prominent example— 
have hit the ceiling on control and 
supplemented their holdings by ac- 
quiring substantial minority inter- 
ests in additional properties. 

The new rule states flatly that 


Toni Tries Out New 
Lipstick Formulas; 


Tests in Two Cities 
Cuicaco, Nov. 27—Toni Co. di- 


no broadcaster can have an inter- 
est in more than seven am stations, 
seven fm stations or five commer- 
cial tv stations. The sole exception 
is a situation where there are 
more than 50 stockholders and the 
holding is less than 1%. 

Meanwhile, FCC sources said the 
commission is preparing to issue 
show-cause orders against CBS 
and at least one other broadcast 
group believed to be in violation 
of the new rule. In the event FCC 
follows 
broadcasters in violation, they 
would be given three years in 
which to divest themselves of ex- 
cessive holdings. 


a small interest in many cases 
may exert a considerable influence 
on the station’s operations, and be- 
cause of the difficulty of deter- 
/mining from the face of the appli- 


through and finds the, 


| 


} 
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DELTA POWER TOOL WINDOW 
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: DELTA 20 me wn 
aa Peat trawer oA 
$ ECONOMY BAW oo Bockwell 


PRODUCT OMNIBUS—This window-display 
ad is being used by Delta power tool 
division, Rockwell Mfg. Co., Pittsburgh, to 
sell eight related items at once in its 
Christmas promotion. Marsteller, Gebhardt 
& Reed is the agency. (Story on Page 81.) 


FTC to Relax 
Push Money Rule 


Clerks Who Are Paid 
to Push Special Brands 
Won't Have to Be Tagged 


WASHINGTON, Nov. 25—The Fed-| 


eral Trade Commission told the 
cosmetic and toilet goods industry 
today that it is ready to abandon 
a trade practice rule requiring re- 


tailers to “tag” sales clerks who) 
‘receive “push money” for recom-_ 


mending a special brand. 

The push money rule is one of 
several controversial provisions of 
a trade practice code issued for the 
toilet goods and cosmetic industry | 
by the “old” commission in 1951. 
On the basis of the industry’s com- 
pliance with the rules, FTC subse- | 
quently dropped complaints against | 
11 leading cosmetic firms accused | 
of discriminating in the allotment. 
of promotion benefits to retailers. | 


UHF Group to Open 
a Publicity Drive; 
Has 6-Point Plan 


New York, Nov. 25—The Ultra 
High Frequency TV Assn. this 
week formulated plans for an “in- 


Ludgin Lashes Out at 
Advertising Excesses 


Admen Make Youngsters 
Satirical, He Reminds 

Four A’s Conference 

NEw York, Nov. 24—The eastern 


annual conference of the Ameri- 
_can Assn. of Advertising Agencies, 


/which attracted a record total at- 
dustry-wide program to bring | tendance of more than 2,000 at 
about development and general |S°Mme 15 different sessions, wound 
distribution of efficient all-channel | UP here this afternoon with speak- 
tv receivers and the production of ©S urging the agency field to 
high power u.h.f. transmitters.” mend some fences. 

Objectives for the newly formed, Earle Ludgin, Four A’s board 
association were outlined here at Chairman and president of Earle 
a meeting of high channel station, Ludgin & Co., Chicago, told 480 
operators and construction permit | 


‘holders. 

As a part of its effort to solve 
u.h.f.’s problems, the group decided 
to launch a public relations pro- 
gram to “center public attention on 
the positive superiority of u.h-f. 
reception over v.h.f. and the 
greater promise of u.h.f. for the 
future.” 


| 


_@ Other objectives set for 1954 
| include: 

| 1. “Legal action within the Fed- 
eral Communications Commission 
to restore the balance between 
u.h.f. and v.h.f. facilities and to 
prevent new allocations or regula- 
tory actions harmful to the public 
and the u.h.f. industry.” 


2. “Negotiations with the com- 
mission and networks to achieve 
|better and more stable affiliation 
|agreements for u.h.f. stations.” 


3. Research to stimulate the use 
of u.h.f. by advertisers. 


4. Liaison with other associa- 
tions in the tv industry to provide 
better programming. 

5. “Factual presentation to the 
internal revenue service of special 
problems of equipment obsoles- 


‘cence faced by the u.h.f. industry 


ws The push money rule was an 
unusual feature of the cosmetic 
and toilet goods code. It specified 
that the employer should be aware 
of the fact that a manufacturer was 
paying the retail sales clerk to rec- | 
ommend his product. But in addi-. 
(Continued on Page 75) 


in order to obtain more realistic 
treatment of depreciation bases.” 

6. “Cooperation with all govern- 
ment agencies to establish u.h.f. 


as a fully competitive, independ-| 


ent television service integrated 
with the national defense of our 
country.” 


Last Minute News Flashes 
Swift & Co. Names Gardner and Russell Gray 


Cuicaco, Nov. 27—Swift & Co. has appointed Gardner Advertising vertising deaf.” 


'cation what the extent of influence | pointed Dancer-Fitzgerald-Sample 


| will be, it was determined, in view 


Jan. 1. Major products are Mounds and Almond Joy. Maxon Inc., the 


Co., St. Louis, to handle advertising for Jewel shortening and oil, and | reveniad 4 1 “th 
# In announcing the new rule, | Russell T. Gray Inc., Chicago, as agency for its industrial products (ad-_ o young people as ‘the 
FCC said, “Because the holder of | hesives, industrial soaps and oils). Needham, Louis & Brorby formerly 


handled the Jewel products and J. Walter Thompson Co. handled the | 
| industrial account. 


| Peter Paul Appoints Dancer-Fitzgerald-Sample 


New York, Nov. 27—Peter Paul Inc., Naugatuck, Conn., has ap- 


to handle its advertising, effective 


vision of Gillette Co. is testing! of the diversification policy, that | present agency, resigned the account last week (AA, Nov. 23). 


Lever Revises Public Relations Department 


Viv, a lipstick. Three formulas are 
marketed in two cities in Toni’s 


first departure from beauty prod-_| 


ucts for the hair. 

Two types of lipstick, one regu- 
lar and one indelible, are being 
tested in Erie, Pa. A two-way for- 
mula—it won't rub off if it is ap- 
plied a certain way—has been in- 
troduced in Lansing, Mich. 


|no distinction is to be made be- 
tween minority (non-controlling) 


‘trolling interests.” 


interests and majority or con-! 
| have left the public relations department of Lever Bros. Co., includ- 


New York, Nov. 27—As part of a 


“budget revision” move, six people 


The figure seven for am and ing Luther Conant, product publicity manager; Allan H. Kalmus, news 
five for tv were adopted, FCC said, bureau manager, and Margaret Anderson, in charge of women’s club 
because they cause the least dis- | activities for Lever House. According to Lever’s public relations di- 
rector, J. E. Drew, certain “fringe activities’ of Lever will now be 
eliminated and others will be consolidated in the department. 

(Additional News Flashes on Page 79) 


ruption to present holdings. The 
figure seven was adopted for fm to 
(Continued on Page 79) 


ire go Ries stl Mag SS 


For other news and pictures of 
the eastern conference of the Four 
| A’s see Pages 2, 8 and 75. 
| 
| people at the closing session that 
| too many young Americans “are 
| satirical about advertising” and the 
fault lies with admen who “handle 
them carelessly.” 

He alluded to “unfavorable atti- 
tudes” toward advertising, which 
he said stemmed in large part from 
the inclination to make excessive 
claims in copy. Another part of the 
|problem, he added, is “the very 
weight of advertising itself.” 

Excessive claims were made in 
dentifrice advertising, said Mr. 
Ludgin, first for ammoniated den- 
tifrices, then for chlorophyll and 
now for anti-enzyme toothpastes. 

“Consider the confusion in the 
minds of men, women and children 
who can’t possibly be expected to 
accept advertising as gospel if it 
changes the text every year,” he 
said. 


s As for the “weight of advertis- 
ing,” he said: 

“Before one program that I 
watch with regularity, there is a 
closing commercial, then a hitch- 
hike on a different product for the 
same sponsor, then a 20-second 
commercial sold locally, an I.D. 
commercial of eight seconds which 
is also the station’s billboard, an- 
‘other eight second quickie, and 
_then the opening commercial for 
'the show I am waiting for. It’s 
, quite a lot to digest.” 
| He warned that this “bewilder- 
‘ing profusion” of advertising is 
_making part of the audience “ad- 


Urging that advertising must be 


powerful, useful, needed instru- 
ment it actually is,” Mr. Ludgin 
said that “ingenious, and let me 
|Say worried, men among us” will 
find the way to do it. “For this 
is too strong, too vital, too for- 
ward-looking an industry to neg- 
lect its very roots.” 


# Charles L. Whittier, retired v.p. 
and plans board chairman of 
Young & Rubicam, confined to a 
wheel chair because of a back ail- 
ment, said too much national ad- 
vertising isn’t as good as it should 
be. 

He cited a Starch report on 116 
ads in one issue of The Saturday 


(Continued on Page 32) 
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‘How Dry 1 Was’... 


The Liquor Business: How It Has 
Grown in 20 Years Since Repeal 


‘AA’ Reviews Developments in the Liquor Industry 
Since Prohibition Was Repealed on Dec. 5, 1933 


By John Crichton 
New York, Nov. 27—On Dec. 5, liquor will have been legal in the Them, Jacobs Says 


U. S. for 20 years. 


The public disposed of the “Noble Experiment” for many reasons 
—the rise of bootlegging and gang warfare; evidence that illicit drink- 
ing was more costly and more dangerous than legal imbibing had 
been; the hope that a new industry would assist in recovery from the 
depression, and the ultimate realistic view that legislating morals is 


impossible. 


Stamp Plan Users 
Aren’t Critical of 


ple who know the least about the 
subject are the most critical of 
trading stamps. 

“They claim the cost is 2% of 


How well this reasoning was justified by subsequent events is a told a group of supermarket op- 


matter of argument. Bootlegging is still a subject of considerable €rators here last week. “But critics | 
concern to the government and to the liquor industry; gang warfare | 
has certainly diminished, but one of the unhappy revelations of the | 


of trading stamps,” he declared, 
“neglect to face the fact that be- 
cause of higher volume, labor and 


Kefauver committee was that the liquor industry still harbors some | other costs drop drastically. 


distinctly unsavory characters, and the industry isn’t disposed to do | 


anything abou it. 

Liquor can certainly now be 
bought without wondering if it’s 
lethal or crippling, but the cost of 
liquor is still an object of worry 
to the industry and of irritation to 
the consumer, although the indus- 
try has indeed provided money 
and employment to the economy, 


and its role as a taxpayer is too | practic 


seldom noted. 


“Most retailers who are using 


| Stamps to stimulate sales would 


level of government; it has become | not think of giving them up,” Mr. 


adept at legislative infighting, and Jacobs said. 


because so much of its welfare is 
tied up with the government’s tax- 
the 
history of the liquor business and 


ation and licensing powers, 


politics is not a pretty one. 


If governments had learned that 
legislating morals was either im- 
al or impossible after the 
‘failure of Prohibition, the present 
face of the liquor business might be | 
s The question of legislating mor- quite different. But governments, 


He mentioned such chain opera- 
tors as Bruce Smith, president of 
Thorofare Markets, Pittsburgh; 
Ben Kramlich, president of Pig- 
gly-Wiggly Midwest Corp., and 
Moe Miller, head of Miller Super- 
markets, Denver, as being “out- 
‘spoken in their praise of stamps. 
| Kut others,” he added, “just as en- 
thusiastic have refused to praise 
|stamps in public because they do 


als is still unsolved. The liquor in-| recalling that Drys have votes, |not want to tip their hands to 
dustry has had to contend with a/ were insistent on controlling liquor | competition. 


cross fire of regulation at every | 


(Contmued on Page 44) 


King-Size and Filter-Tips Will Hold 70% 
of Cigaret Market by 1955, ‘Fortune’ Says 


New York, Nov. 24—By 1955, 
60% of the cigaret market will 
belong to king-size brands and 
10% to filter-tips, if present trends 
continue. 

This prediction is made in a 
study of the “cigaret uproar,” pub- 
lished today by Fortune. 

In the last six years, the mag- 
azine says, king-size cigarets have 
quintupled their share of the mar- 
ket from 5.5% in 1948 to an esti- 
mated 27% or 28% this year. Fil- 
ter-tips, insignificant three years 
ago and still under 3% of the mar- 
ket, are advancing even faster 
than the kings. 

Meanwhile, brand loyalty ap- 
pears to be crumbling. Using fig- 
ures supplied by Joseph Kolodny, 
founder and head of the National 
Assn. of Tobaceo Distributors, For- 
tune reports that today’s average 
cigaret order is for 15 to 25 differ- 
ent brands and sizes, compared 
with only eight a few years ago. 


# Growth in “switch smokers” is 
seen as a possible consequence of 
the industry’s own promotion. 


Some campaigns, stressing remov- 
al of tars and irritants by filtering, 


etc., may throw suspicion on cig- | 


‘a “It is my observation,” Mr. Ja- 
' cobs said, “that the most vocal op- 
‘ponents of stamps are those who 
have felt the sting of competition. 
'At the supermarket convention in 
‘Florida early this month, both 
‘sides of the stamp question were 
discussed. 


NEw York, Nov. 24—“The peo- | 


sales,” Richard A. Jacobs, presi-| 
dent of United States Stamp Corp., | 


| 


| 


Flyer and Erector iticlude Metro comics, 


SIX PAGES—This is the first of six two-color pages for A. C. Gilbert Co. American 
Flyer trains which will run in the Dec. 15 issue of Look, the biggest ad in the maga- 
zine’s history. The same six pages, plus three additional pages on Erector sets 
| and Gilbert toys, appear in the December’ Boys’ Life. Other media for American 


railroad model and science publications 


and “Today,” (NBC-TV). Erwin, Wasey & Co., New York, is the agency. 


dominated the trade and industria] 
meeting of the American Assn. oi 
Advertising Agencies annual east- 
ern conference here yesterday. 
Television, used as a sales train- 
ing aid, came in for its share of 
attention from George R. Lyon, ac- 


Eastern Four A's 


count executive, Fuller & Smith & 
Ross. Describing how Universa: 
C.I.T. Credit Corp. used a half- 
hour closed tv circuit to show a 
proposed film to a top manage- 
ment group, Mr. Lyon said: 

“To illustrate the flexibility of 
the medium, several changes were 
| suggested at the first showing. We 


| 
| 


Merchandising Techniques for Industrial 
Advertisers Aired at Eastern 4 A’s Meet 


New York, Nov. 24—Discussion | made script changes and incorpo- 
of new merchandising techniques | rated them right on the spot. Then, 
the actors ran through the story a 


second time. Each of these shows 
was kinescoped and the best parts 
of the two were edited together in 
the cuttimg room later on.” 


® The sales training story, he 
pointed out, fits easily into tv’s 
“particular dramatic style. We felt 
that use of this medium for this 
purpose would lend the illusion of 
immediacy, news value and ex- 
citement to the entire program far 
beyond that of an ordinary film.” 

How an automatic chuck and a 
drill-press vise were sold to in- 
dustrial users following a nation- 
wide television commercial was 
described by Gen. R. L. Maxwell, 


(Continued on Page 80) 


arets in general, the magazine ob- 
serves. If non-smoking should be- 


“The fact that some successtul| Consultant Lists Ad Rules for Airlines 


operators have stated their sales | 


come popular as a health step, the 


industry might encounter the first | 


setback in its 40-year record of ex- 
pansion, Fortune says. 

“Although 1952-53 has seen the 
greatest number of major cigaret 
changes in decades, the changes 
did not arise from doldrums in the 
industry,” the report says. Output 
in the last seven years has jumped 
nearly one-quarter (350 billion to 
435 billion), and last February’s 
wholesale price increase helped 
boost 1953 estimated earnings be- 
fore taxes to more than $300,000,- 
000—highest in the industry’s his- 
tory. 

“Last year saw the arrival of P. 
Lorillard’s Kents and_ king-size 
Chesterfield; this year produced 
king-size Philip Morris, Raleigh 


‘and Old Gold, Brown & William- 


| 


son’s king-size, filter-tip Viceroy, 
and Liggett & Myers’ filter-tip 
(Continued on Page 6) 


1948 1949 
January ..... 27.28 28.01 
February 23.35 25.36 
ee 29.15 31.18 
Ee 32.04 27.32 
a 28.50 30.89 
AS 4 36 4.4% 31.70 32.74 
Se 27.52 25.85 
rn 34.07 35.45 
September 29.86 31.73 
October ..... 31.34 29.51 
November 29.26 29.63 
December 24.68 24.66 


Cigaret Sales hy Months, 1948-53" 


Source: Barbour’s Investment Service 
(Figures in billions) 


*These figures represent “tax paid cigarets withdrawn 
manufacturers each month,” not actual retail sales. 


1956 1951 1952 1953 
29.29 33.89 33.38 32.61 
25.60 28.67 29.41 31.88 
32.11 30.30 29.55 34.50 
26.16 29.62 32.26 31.72 
32.35 32.69 32.16 30.79 
32.77 32.04 35.60 33.30 
27.93 30.25 33.70 29.91 
39.42 36.88 35.86 29.96 
30.70 30.63 35.27 ed 
29.92 37.55 37.35 so 
29.68 34.23 30.41 os 
24.84 23.53 29.95 

from 


are up 45% and 99% since taking Based on Airline Passengers’ Complaints 


on trading stamps did not deter the 
opponents of the plan from claim- 
ing that stamps are bad largely be- 
| cause they didn’t use them. 

| “Strangely enough,” Mr. Jacobs 
said, “my company does not sell 
| stamps. We don’t even try to con- 
|vince operators that they should 
use stamps. Our position is that if 
|an operator of a retail business 


‘needs sales stimulation (and who 


'doesn’t?), then we are in a posi- 
tion to help him organize his own 
stamp company with the resultant 
saving. We sell a complete package 
plan and furnish the know-how 
and management.” 


8 to Langeler Advertising 


Langeler Advertising Agency, 
New Haven, has been named to 
handle advertising tor eight com- 
panies. They are Microtrue Co., 


chine tools; Concrete Grinding 
Corp., Paterson, N.J., maker of 
Giraffe ceiling grinders; HR En- 
gineering Laboratories, East Had- 
dam, Conn., producer of centrifu- | 
gally cast aluminum; Internation- 
al Machinery @o., New Haven im- 
porter of heavy machinery; Na- 
tional Consumer Services, New 
Haven mail order house; New 
England Oven & Furnace Co., 
Orange, Conn., maker of indue- 
trial ovens; Tey Mfg. Co., Mil- 
ford, Conn., maker of Sky-Work- | 
er aerial booms, and United Mfg. | 
Co., Hamden, Conn., maker of 
electrical test equipment. 


To Produce Spot-Lite Inks 


Canadian Radium & Uranium | 
Corp., New York, and Oak Lumi- 
nous Products Inc. will market a 
|}new line of fluorescent printing 
inks under the trade name of Spot- 
| Lite Daylight. The inks, activated 
|by natural ultra-violet light and 
|artificial light, can produce vivid | 
fluorescent effects with a_ single 
printing impression, according to 
the company. 


New York importer of small ma- ences of air travel, 44% of the 


| New York, Nov. 24—Ten ad- 
|vertising recommendations based 


om a survey of airline passenger | 
‘attitudes are being distributed to, 
airlines and advertising agencies | 


missed connections were not given 
adequate information about alter- 
native plans, and were often bitter. 

Recommendations made by the 
consultant for improved airline ad- 


by Richardson, Bellows, Henry &|vertising included the following: 


|Co., personnel consultant. 


| The survey included both air, 
‘and rail passengers. It reveals that | 
the former are more critical than | 
|the latter. When given an oppor-|and ways of getting to the airport 
“inconveniences,’ | are inconveniences pointed out by 


jtunity to list 
‘only 27% of air passengers re- 
‘ported none, whereas 54% of rail 
passengers had no fault to find. 

| The report shows that 84% of 
‘air passengers said they used 
planes for one reason only—speed. 
No single factor dominated the | 
‘decision to travel by rail. 


|}@ When asked to list inconveni- 


travelers interviewed complained | 
about delays and failure to make| 
connections. Passengers whc) 


“1. Advertising should include 
more information on _ pre-travel 
procedures. How to make reser- 
vations, when to pick up tickets, 


airline passengers. Advertising 
should make it clear that these 
procedures are not difficult if the 
passenger is aware of what must 
be done. 

“2. Conveniences aboard the 
plane should be emphasized, such 
as stewardesses, magazines, lounge 
facilities, food service. 

“3. Airlines should’ consider 
more endorsements by well-known 
people. 

“4. Airlines advertising at ter- 


(Continued on Page 86) 


NOT DRIPS—Evidently pleased with their new “dripless” wine bottle are Paul Neder- 
man (left), president, and Firman Bradway, advertising manager of Roma Wine 
Co., San Francisco. The dripless bottle has a special polyethylene neck casing 
to prevent dripping efter the wine is poured. Advertising plans will be announced 
soon and the bottle will be in national distribution by the first of the year. 
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Hartog Sport Shirts Go Over Big 
After 6 Months of Cheesecake Ads 


Los ANGELES, Nov. 25—In Los 
Angeles, manufacturers of sport 
shirt lines number in the hun- 
dreds, and widespread trade rec 
ognition and acceptance for a spe- 
cific brand name is just about 
impossible to achieve without a 
large advertising budget, — 
most are not big enough to afford. | 
Thus most manufacturers plug the, 
“California-made” idea. 

In the face of this, it is a truly 
remarkable achievement that one | 
manufacturer, Hartog of Califor- | 
nia, gained the desired trade ac- 
ceptance in just a few months, 
with a minimum ad budget. The 
job was accomplished strictly on 
the strength of full-page ads once 
a month in Men’s Wear maga- 
zine. In these few short months 
Hartog was able to get a brand 
recognition and acceptance it had 
not been able to attain in all its 
six years of operation. 


s The advertising started in Feb- 
ruary this year. It was the first 
advertising in the company’s his- 
tory. When the campaign was de- 


cided upon, Hank Daniels, presi- 
dent of Hartog, gave the agency, 


Carson Roberts Inc., just a few 


general ideas about what he had in 
mind. 
He didn’t 


want to show his 


'shirts or his prices. He did want 


“class” ads with appeal to men. 
He did want major emphasis on 
the Hartog name. Mr. Daniels’ 


‘objective was to get trade accept- 
-ance that would help the company 
expand distribution. 


Out of that came the current 
campaign, which has been helped 
more than a little by the wide- 
spread publicity it has engendered. 
The central idea settled upon to 
gain attention was cheesecake— 
but with a difference. 


s No one seeing a Hartog ad will 
miss the cheesecake. But a subtle 
difference can be felt. The “dif- 


ference” can be understood when | 
it is realized the conception is ex- 


pressed in an art treatment. The 

treatment is a high fashion tech- 

nique. Other than the illustration 
(Continued on Page 76) 


Auto Makers Raising 


Ad Budgets 


Feel Buyer Resistance 
Requires It; Ford Will 
Up Per-Car Budget 20% | 


Detroit, Nov. 25—Automotive 
company executives are planning 
larger advertising and promotion 
budgets for 1954 although they ad-| 
mit prospects for a sales slump are 
strong. 

The increase in promotion is be- 
ing mapped to offset sales resist- 
ance and to maintain distribution 
on a higher level than now appears 
possible. 

While only a few of the execu- 
tives will speak for publication, Lis 
W. Smead, general sales manager 
for the Ford Division of Ford Mo- 
tor Co., probably sounded the key- 


| 


Jersey Court Says | 


Cities Can'tImpose | 


Publisher's License | 


_. |would not say. But there can be| year-old president of Around-the- 
TRENTON, N. J., Nov. 24—Munici- | 15 doubt that the old practice of | World Shoppers Club, which has 
palities cannot impose license fees | jimiting the fund to the number of | headquarters in Newark. 


for “the privilege of publishing | 
newspapers,” the New Jersey su-| 


preme court ruled here yesterday. | In the days ahead when a full| other Newark mail order enter- 


By unanimous opinion, the court | 
reversed the conviction of Benja- | 
min A. Vettese for violating a 
municipal ordinance of Abeoom, | 
N. J.. by publishing a weekly | 
newspaper, the Absecon Weekly | 
News, without a license. | 

The ordinance was adopted in | 
1931 making it necessary to obtain 
a license to carry on various kinds | 


for 1954 


note when he said Ford plans to 
spend “about 20% more per car” 
in pushing 1954 sales. 


= Mr. Smead declined to mention 
a dollar figure, but his appraisal of 
the coming sales fight was very 
close to some figures that have 
been mentioned. 


One company, it was learned, | 


plans to increase promotion costs 
per car by $6. 

L. L. Colbert, president of Chrys- 
ler Corp., said all divisions of his 
company plan to expand per unit 


|sales costs in 1954. However, he 
' would not give a figure, but it was 


learned that the Chrysler Division 
had stepped up its advertising to 
$12,000,000, which on the basis of 
1953 sales would place the per 
car cost around $60, possibly the 
highest in the industry. 

What effect, if any, the expand- 
ed promotion fund will have on the 
operations of the cooperative funds 
into which dealers pay a certain 
amount for each car purchased by 
them from the factory, the officials 


cars sold must be revised. 


competitive market is indicated, 
both the companies and dealers 
can hardly afford to shackle their 
advertising and sales promotion 
activities by limiting funds. 

One sales executive said the 
dealers will necessarily have to 
revise their promotional ideas to 


}include more activity at the local 


level. 


| 
| 


| 


| 
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THERE’S THAT PIPE—In all its cheesecake ads in Men’s Wear, Hartog of California 
makes sure there’s a pipe lying around somewhere. Its men’s shirts are never 
shown. There’s always a girl, however, and one clever line of copy. 


Around-the-World Shoppers Absorbs 
Breck’s Ill-fated Shop the World Club 


New York, Nov. 24—Business | tional magazines. Maxwell Sack- 
gets more complicated every day, heim & Co. is the agency. 
especially the gift trade. 

For example, Shop the World|® Until recently, Sackheim was 
Club Inc., six-month old subsidi-|also the agency for Joseph Breck 
-ary of Joseph Breck & Sons Corp., & Sons. But the agency resigned 
Boston mail order and seed house, the account about six weeks ago, 
is being dissolved because of dif-|and Breck appointed Schwab & 
ficulties in setting up an overseas | Beatty. Ruder & Finn has been 
organization. handling publicity for both gift 

In October it ran page ads in| clubs. 
several publications, including} Mr. Margulies told AA that he 
Cosmopolitan, Esquire, Holiday,|has no business connection with 
House Beautiful and House & Gar-| Breck, and that no financial con- 
den. Advertising was placed by sideration is involved between 
Schwab & Beatty. - him and Breck in transfer of Shop 

Arrangements have been made|the World Club orders to Shop 
by Breck for a new corporation to|the World Co., whose orders will 
fulfill all orders resulting from] be executed by Around-the-World 
these ads. What these will amount| Shoppers Club. 
to is unknown but reportedly will| No further advertising will be 
run into several thousand dollars.|Undertaken by Shop the World 
|The new corporation will be|Club, nor will Shop the World Co. 
‘known as Shop the World Co. It|d40 any, AA was told. Around-the- 
lis headed by David Margulies, 30-| World Shoppers Club, however, is 
| considering stepping up its current 
schedule in about a dozen national 
magazines. 


le Mr. Margulies also heads three| Appleton Promotes Wehrheim 


New Liquor Gift 


Service to Duck 
Interstate Bans 


New York, Nov. 24—Beverage- 
By-Wire Inc., a new company, will 
start a nationwide campaign 
through Abner J. Gelula & Associ- 
ates, Philadelphia, to acquaint the 
public with its new service. 

The company will make it pos~- 
sible to send gifts of bottled liquor 
between states. Of course, this 
service is limited only to states 
where the sale of liquor is per- 
mitted. 

Because of the restrictions on 
the physical transportation of al- 
coholic beverages between states, 
retail liquor dealers have been un- 
able to aid customers in sending 
gifts of liquor across state lines. 
Beverage-by-wire now makes this 
possible through an ordering sys- 
tem using a network of dealers. 


® Starting date of the service is 
Jan. 1, 1954. About 40,000 dealers 
have been notified of the plan and 
offered the chance to join in. 

A full-color seal for display on 
store windows will identify parti- 
cipating stores, and complete pro- 
motional material will be supplied. 
All sales and deliveries will be 
made in strict compliance with the 
applicable State liquor laws and a 
rigid system of assuring delivery 
of packaged goods exactly as or- 
dered has been set up. 

According to the company, the 
new system has the potential of 
increasing liquor sales by many 
millions of dollars a year. 

Charles Atlas is president of the 
new corporation which has tempo- 
rary offices at 595 Fifth Ave. here. 


Formula No. 9 Hit 
for Several Claims 


WASHINGTON, Nov. 23—Federal 
Trade Commission Hearing Exam- 
iner John Lewis has issued an 
initial decision which would pre- 
vent Charles Ante}l Inc. from us- 
ing several of its claims for hair 
shampoos involving lanolin. 

His decision denies that Charles 
Antell’s Formula No. 9 will pre- 
vent baldness or loss of hair. It 
would ban the representation that 
‘anolin is the main ingredient of 
Formula No. 9, that lanolin is the 
only natural oil or grease absorbed 
by the scalp and that the lanolin 
in the product cleanses the hair. 
The order also covers many other 
Antell claims. 


Horton-Noyes to Get Nashua 
Nashua Corp., Nashua, N. H., has 
appointed Horton-Noyes Co., Prov- 
idence, to handle advertising for 
all of its eight divisions, effective 


F. W. Wehrheim, with th - 
| prises which specialize in kitchen- e com 


ware and related items. These 
| companies are Damar Distributing 
|Co., Mrs. Dorothy Damar and Da- 
| mar Products Inc. 
| Facilities of Around-the-World 


V.p. in charge of sales of Appleton 
Electric Co., Chicago maker of 
driving lights and electrical con- 
duit fittings. He succeeds E. A. 
Murray, who has joined the Amer- 


Jan. 1. Nashua makes a wide vari- 


pany for 32 years, has been elected | ety of packaging specialties. Suth- 


erland-Abbott, Boston, and George 
N. Kahn Co., New York, are the 
current agencies for Nashua. 


ican Steel and Wire division of 


Shoppers Club will be made avail-| § Stee] Corp. I. W. Strong, Den- 


‘able to customers of Shop the 


\f 


of businesses. In 1946 the ordi- 
nance was amended to include 
publishers. The license fee was 
$50. 


“They must do some constructive 
thinking along promotional lines 
| themselves,” the executive said. 
“They no longer can wait for us 
_to do all their thinking for them.” 
s Mr. Vettese paid the fee overs | Every major company has step- 
year—under protest—until 1951. ped up the tempo of its sales and 
He was convicted in 1953 of carry-|marketing training programs in 
ing on a business without having | the last few months. 
applied for or received a license. | 
He was fined $50 and costs. |@ One official bemoaned the au- 

“The legislature has not author-|tomobile sales situation which 
ized municipalities to impose li-| finds less than 15% of the sales 


cense fees on newspaper publishers 
for the privilege of doing business 
within the municipal confines,” 
the supreme court ruled. 


force with experience in “selling” 
automobiles. 
Since 1942 the so-called sales- 
(Continued on Page 81) 


World 
| World Co., it is emphasized. 

Mr. Margulies’ Around-the- 
World Shoppers Club was started 
about a year and a half ago. It of- 
fers subscribers a mystery gift 
monthly from a foreign country on 
a quarterly, semi-annual or annual 
basis. Subscriptions are $6.50 for 
three months’ membership; $11.50 
for six months, and $22 for a year’s 
subscription. Individual shipments 
are made from foreign countries 
by shoppers employed by the club. 
An advantage of this, it is claimed, 
is that it cuts down import duties. 

Around-the-World Shoppers 
Club carries on an extensive ad- 
vertising program in about 30 na- 


$e 
cass 


Club through Shop the) 


ver sales representative for Apple- | 
ton, has been named assistant to 
the v.p. in charge of sales. 


Appoints Waldie & Briggs 


Brook Motor Corp., Chicago, a 
newly formed subsidiary of Brook 
Motors Ltd., Huddersfield, Eng- 
land, has named Waldie & Briggs, 
Chicago, to handle its advertising. 
News weeklies, trade publications 
and direct mail will be used to in- 
troduce the company’s Brook AC 
electric motor line in the U. S. and 
Central America. 


MERVYN CHRISTIE, general manager of 
| National Business Publications Ltd., Garden- 
vale, Canada, who has been named gen- 
eral manager of the ‘54 National Indus 
trial Advertisers Assn. meeting to be held 
in Montreal June 14-17. 


Adams Heads ‘Mobile Homes’ 

Eugene C. Adams, advertising 
manager of Mobile Homes, Chi- 
cago, has been promoted to editor 
and publisher. 
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D’Arcy Names 
Robert Ganger 
Board Chairman 


(Continued from Page 1) 
City and Havana. 

Mr. Ganger will make his head- 
quarters in the New York office. 
He had been president of Loril- 
lard for about a year, until he re- 
signed in April of this year, giv- 
ing ill health as his reason. He 
joined the tobacco company in 
1950 as executive v.p., the hand- 
picked successor to Herbert A. 
Kent, who became chairman of 
the board at the time of Mr. Gan- 
ger’s election to president. 


® Previously, Mr. Ganger had 
been a partner of Geyer, Newell 
& Ganger, an agency he joined in 


J. F. Oberwinder J. P. Orthwein 


1927, the year of his graduation 
from Ohio State University. Two 
years later he was branch man- 
ager of its office in Rochester, and 
in 1935, when the agency moved 
its headquarters from Dayton to 
New York, he was brought to New 
York. Eventually he was a v.p. 
and group head, handling (in 1946) 
a group composed of Lord Calvert, 
Continental Oil, Simmons blankets, 
Berkshire Knitting, Matrix shoes, 
U.S. Industrial Chemicals, Knox 
division of Hat Corp. and Superba 
ties. Shortly afterward he became 
a partner, and the agency name 
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Meena ged te inde sever Mighlights of the Week’s News 


Co.; after Mr. Ganger left, H. Ww. , = 
Newell departed to join Philip Admen should mend fences. Earle Ludgin tells Four A’s that young 


Lennen in the agency now called sters “are satirical about advertising.” He lays the blame to wild 
Lennen & Newell. claims of toothpaste and other ads ...............000000> Page 1 
Push money rule to be eased. FTC decides retailers won’t have to 

label clerks receiving money for recommending a given brand of 

Ce Ce ai ao astro krwk BO% 6508 aL ae ewe Page 1 
It’s 20 years since prohibition. AA reviews the growth of the liquor 
‘cago public relations consultant, to. industry, lists current statistics. Taxes, politics and unique business 
‘direct a p.r. program. The com-| practices are characteristic of liquor operations .......... Page 2 
pany’s advertising program will be King-size to seize cigaret market. Fortune predicts that by 1955 the 


climaxed Dec. 7 when _ Bogoff. : : : : 
| jewels are displayed in a full page| rs Coa” grabbed off 60% of cigaret sales and pe oe 
‘ad in Life. In addition to Life, Will take 10% ........... ese e eee e cece cece ence teen eee e es age 2 


\page ads have appeared in Auto ad budgets to rise. Prospects for a sales slump are strong, but 
_Harper’s Bazaar and Vogue. Other _car makers hope to offset resistance through promotion. Ford plans 
pee = ™ oe Lage em a 20% per car hike in ad spending ...................00 Page 3 
aoa & Kutiner “Chi bene : "ie Now it’s liquor by wire. A New York firm is set up to get around bans 
“agency. 7 ‘ | prohibiting interstate transportation of liquor through an order-by- 
Gis Pairs ved bie hak bse we nh awk Khanh ead wk biden eel Page 3 
Sarson to Research Institute Urge Commerce Department to speed data. National Distribution Coun- 
one, gy arg Pinvnce- +A F oa cil tells Secretary Weeks that most indexes compiled by the depart- 
partment of McCann-Erickson,, ™ent are published too late ........... cc eee e eee e eee eee Page 16 
New York, has been appointed art| TV cuts newspaper sales. Advertest Research confirms this old com- 
director of the Research Institute| plaint, but points out that the number of homes reached by dailies 
of America, New York. ERE ORE Page 30 


Bogoff Sets Jewel Promotion _ 

Jewels by Bogoff, Chicago cos-| 
,tume jewelry house, has named 
ithe Public Relations Board, Chi- 


4 


afd ei. 
5 ae eA Bess eae me rece, 
| 


Between th 
~ of This 


Newspapers can get facsimile photos. ANPA says satisfactory engrav- 
_ ings can be made, photo costs reduced. TV stations use it now and 
HMITOVEIRONIS: BEE OR THE WES oc ck cicc cs ccciccicscedeccs Page 39 
Business off slightly, advertising up. This is what AA’s panel of econo- 
mists sees for 1954, The transcript of their discussion tells upon what 


a MM | Sa ee ere ee ere er Page 59 
REGULAR FEATURES 
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“This is the size we use in the 
Growing Greensboro Market!" 


BUCKEYE COVER 


Made by The Beckett Paper Co., Hamilton, Ohio 


You'll have the greatest freedom of choice when you 
specify Buckeye Cover—the oldest, most famous 
and most complete cover paper line in the world. 
Four weights, 14 colors, 9 finishes to choose from! 


Regardless of the weight or color or finish you 
choose, you'll get the strength, the toughness and 
the folding quality which are inherent in this rag 
content cover stock. 


So, if you want your catalogue or brochure or 
booklet to be read from cover to cover, be sure it 
has a cover. To make assurance doubly sure, 
specify Buckeye Cover. 


FREE—ON REQUEST 
a copy of the complete sample 
book illustrated above. 


He 


FROM TEA-BAGS TO AUTOS there’s plenty of sales brewing 
in the Growing Greensboro ABC Market in the South’s No. 1 
State! ... Total retail sales, for example, showed a $43-million 
gain 1952 over ’51... And in the period from 1948 through 
52, retail sales increased from $425-million to $570-million— 
a gain of over 88%!... If you’re looking for a sales-packed 
major market where your ad-dollars go further—better sched- 
ule the Growing Greensboro ABC Market—where 1/6 of North 
Carolina’s population make 1/5 of the state’s retail sales .. . 
Biggest and most reliable sales-maker in this busy, buy-wise 
market is the 100,000 daily copies of the GREENSBORO 
NEWS and RECORD... 


medium with dominant coverage in the Greensboro 12-County 
Market end selling influence in over half of North Carolina! 


Sales Management Figures 


Greensboro (== 


a 


News and Record 


GREENSBORO, NORTH CAROLINA Cr 
Represented by Jann & Kelley, Inc. 
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95th in a series 


FOR THE FIRST 10 MONTHS OF 1953 THE HERALD TRIBUNE 


HAS THE LARGEST GAIN IN 
LIQUOR LINAGE AMONG ALL 


NEW YORK NEWSPAPERS* 


Linage gains can only mean one thing— 
that the advertising is paying off! So this 
gain is still more evidence that the best 
way to sell the most in New York is to con- 
centrate your selling in the Herald Tribune 
Quality Market. It’s an audience of families 
with higher incomes, exceptional savings 
and security holdings. They are the people 
who can well afford to buy! They buy 
more often because they have more wants 
and needs. And they buy at all price levels! 


Right now, this Herald Tribune Quality 
Market is at a new peak in purchasing 
power—Five and A Half Billion Dollars BIG! 


Learn the whole story today! It means more 
resultful advertising, lower selling costs 
and increased profits! 


NEW YORK 


Herald Tribune 


QUALITY BUYS QUANTITY 
.. AT ALL PRICE LEVELS! 


ca 


More than 350,000 More than 450,000 9 out of 10 working 


Herald Tribune fami- adults in Herald Trib- members of Herald 

lies have one or more une families have’ Tribune families are 

memberswhoactively completed education § in managerial, profes- 

participate in sports. throughcollege orbe- sional or related ac- 
- yond. ~ tivities. = 
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Black Diamond Names Agency 


Black Diamond Saw & Machine 
Works, Natick, Mass., has appoint- 
ed Fuehrer-Williams Co., Provi- 
dence, to direct its advertising. 
Promotion will be centered on the 


Black Diamond drill. Trade pub-.| 


lications and integrated sales liter- 
ature wil] be emphasized. 


Portis Industries to Katz 


Portis Style Industries Inc., Chi- 
cago maker of Portis men’s hats, 
| Hugger Caps and gloves for boys, 
| has appointed the New York office 
(|Of Joseph Katz Co. to handle its 
advertising. Previously, Madison 
Advertising Co., New York, had 
the account. 


FORT WAYNE 


Merchandisers to Grocery, Drug 
and special services. 


get quick results for retailers. 


work with advertisers in getting action! 


100% merchandising cooperation is rendered general advertisers 
in Indiana’s “GOLDEN ZONE” market. Advance mailings—Monthly 


cery Inventory—-Tie-In Ads—Route Lists—Weekly Grocery Bulletins 


FORT WAYNE NEWSPAPERS can and do help general advertisers 


Write for new “GOLDEN ZONE" Market Book. 
Fort Wayne Newspapers, Inc., Agent for 
* The News-Sentinel «The Journal Gazette + 


FORT WAYNE, INDIANA 
Nationally represented by Allen-Kiapp Co. New York, Chicago, Detroit 


NEWSPAPERS 


and Liquor outlets—Monthly Gro- 
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King-Size and Filter-Tips Will Hold 70% 
of Cigaret Market by 1955, ‘Fortune’ Says 


(Continued from Page 2) 


L&M, while king-size Kools and) 


Parliaments are being market- 
tested. 


s “The king-and-filter impact is 
mainly a phenomenon of the last 
two years,” the report continues. 
Considering that American Tobac- 
'co’s Pall Mall and Herbert Tarey- 


|ton were on the market when the, 


'U. S. entered World War II, the |224 dealers.” 


‘most baffling aspect of the king- 


‘size story is the length of time. 
/meant that a company must swap 


‘these two brands were left unchal- 
lenged by other companies. 


“Explanation appears to be: (1) _ 
nor Herbert. 


Neither Pall Mall 
|Tareyton seemed real threats in 
‘the early 1940s; (2) after the war, 


companies stuck to their own plans | 


‘of strategy and avoided encourag- 
ing the king-size trend by bringing 
out similar brands of their own. 

“One of the original king-size 


Three of the Outstanding Values from 


ADVERTISING IN THOMAS REGISTER 


Advertising in T. R. continually produces “top quality” inquiries re- 


sulting in sales. 


In terms of purchasing power and volume of purchasing, 


T. R. far exceeds any other such publication. It is an established fact that when 


advertising expenditures are curtailed T. R. advertising is usually retained. Such 


is the faith in T. R.’s power to produce “Inquiries that result in Sales”. 


2. 


Advertising in T. R. cooperates with and enhances the value of all other 


advertising. A. In addition to originating buying inquiries directly, it presents 


product descriptive advertising at time and place of sales opportunity when no 


other advertising is in immediate evidence. B. It revives impressions created by 


other advertising, when the complete source-of-supply for a particular product 


is desired. 


3 


Advertising in T. R. will establish your name in industry. The buyers 
who represent better than 60% of the total industrial purchasing power of the 


United States are continually aware of T. R. advertisers and the products they 


make thru their continued referenceto T. R. product descriptive advertising, 


product listings, index to manufacturers and trade name index. 


It will pay you now to find out why 
10,384 advertisers use space in the 1953 edition 


96% 


461 Eighth 


THOMAS @ 
REGISTER 


PAID CIRCULATION 


Thomas Publishing Company 


Avenue, New York 1 


_ leader) 


selling points was more smoke for 
the same money,” the report says. 


“But a king-size cigaret demands 


roughly 20% more material and 
manufacturing time. Therefore, to 
retail it at the regular-size price 
called for one or more of these 
economies: 
costs; (2) lower advertising and 
promotion costs; (3) lower margins 
for manufacturers, distributors, 


® To introduce a king-size cigaret 


here-and-now profit for prob- 
lematical future market position. 

“In the case of the filter-tips,” 
the report says, “the smaller com- 
panies got the jump on the big 
three. The favorable profit margin 
on filter-tips (owing to the price 
policy initiated by Benson & Hedg- 
es’ President Joseph Cullman Jr. 
and followed by later entries), 
plus growth prospects, could not 
have made the filter-tip cigaret a 
volume product had it not been for 
a major advance in manufacturing 
technique...a machine attach- 
ment developed by Molins Ma- 
chine Co. of London with which a 
filter cigaret could be made com- 
plete in one operation. 

“In early 1951, after finding lit- 
tle interest among other U. S. 
manufacturers, Molins entered in- 
to negotiations with P. Lorillard 
and Brown & Williamson.” Today, 
Fortune reports, “Molins is said 
to have orders for 400 to 500 fil- 
ter-tip machines. 

“The future position of Viceroy 
(now the undisputed filter-tip 
is seen as depending in 


| part on the new entries. All pres- 


ent filters are physical rather than 

chemical in action; companies en- 
tering the field will want filters 
that contrast with those now in 
(use, and therefore, according to 
industry rumors, new filters will 
aim at chemical filtration,’ For- 
tune says. 


“WSJ’ CITES CIGARET 
SALES DECLINE OF 1% 


NEw York, Nov. 24—Cigaret 
sales so far this year are running 
behind 1952, according to the Wall 
Street Journal. 

A feature story in today’s issue 
attributes the sales drop in large 


part to smokers being scared away baa 


from cigarets by health fears de- 
veloped by current cigaret adver- 
tising. 

Cigaret sales for the first eight 
months of 1953, the Journal says, 


‘dipped 1.1% below the like period 


of 1952. It reports officials of the 


‘four top cigaret brands—Camels, 


_Lucky Strike, Pall Mall and Ches- 
_terfield—expect the full year to 
run about 2% behind ’52. 


(1) Lower material | 


| 
} 
| 


“Never has there been such a 
flood of health-appeal cigaret ads 
as at present,” the Journal says. 


a “Just what the doctor ordered,” 
say the ads of L&M Filters. 

Chesterfield reassures smokers: 
“No adverse effects to nose, throat 
and sinuses.” And the Philip Mor- 
ris ad claiming to “take the fear 
out of smoking” goes on to declare 
Philip Morris “does not produce 
irritating vapors present in every 
other leading cigaret...” 

“The decline in cigaret sales has 
become apparent only in recent 
months,” the newspaper notes. 
“During July and August, sales de- 
clined from year-ago levels by five 
billion cigarets. That more than 
offset the two billion smokes in 
the first eight months of the year. 
Total cigaret sales at the end of 
eight months, therefore, were 259 
billion, down 1.1% from the 162 
billion sold in the like period of 
i a 


Edwards Heads Merchandising 


Richard G. Edwards, who has 
served as sales promotion manager 
of the hardware division and man- 
|ager of the Magic door division, 
Stanley Works, New Britain, Conn., 
maker of hardware, electric tools 
and allied products, has been pro- 
moted to director of merchandis- 
ing, a new post. Mr. Edwards will 
be concerned with merchandising 
and promotion activities of all the 
company’s divisions. 


Lippman Joins Monarch Mfg. 


Felix Lippman, formerly with 
Moyer Co., Youngstown, O., 
slacks maker, has been appointed 
|v.p. for sales and sales promotion 
| of Monarch Mfg. Co., Milwaukee 
manufacturer of outerwear. 


thee f a 
1 €GP Foreign Language Division!” 
. ~ *: 

sua) Typesetting in English |> * 

|~ and over 600 On 

Languages and Dialects | * 

" WORLD'S FOREMOST FOREIGN-|S4 9 
LANGUAGE bibctenincarig SERVICE a] 


The quality 
of your printed 
advertising 
depends, 
fundamentally, 
on the quality 
of your 


oe 


engravings. 


America’s Finest Photoengraving Plant 


COLLINS, MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGAN AVENUE ¢ CHICAGO 1 
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MORE “MOMS” READ THE STAR WEEKLY 


You reach more women readers, too, 
when you advertise in The Star Weekly 
.. 1,380,000 of them! And don’t forget 
this vital sales factor: over a million 
housewives read The Star Weekly 
every week, week in and week out. 
That’s because they get more recipes 
and cookery news in The Star Weekly 
thaninany other Canadian publication. 


Published at 80 King St. West, Toronto, Canada 
Montreal Advertising Offices: University Tower 
U.S. Representatives: Ward-Griffith Co. Inc, 


MORE “DADS” READ THE STAR WEEKLY 


You reach nearly 3,000,000 Canadian 
readers when you advertise in The 
Star Weekly.* And if you sell to the 
men of Canada, remember you reach 
over 1,500,000 of them in this one 
medium — hundreds of thousands 
more than you can reach with any 
other Canadian publication at such 
low cost! 


| MORE CHANCES TO SELL 
| WHEN YOU REACH 
| THE WHOLE FAMILY 


MORE FOR EVERYBODY TO READ 
That’s why The Star Weekly is read 
by more home-owners, more people in 
wired homes, more people in car- 
owning homes, than any other 
Canadian publication can deliver for 
your advertising money. It’s good 
sales sense to spend more of your 
advertising budget on people like this 
because this is the kind of people 
who do most of Canada’s buying! 


*Total number of adults reading The Stor Weekly. Information 
available as to readership of each individual section. 


Carries the most advertising 
im Canada because it 
mterests more people 
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Meldrum & Fewsmith 
Gets Durkee Again 


CLEVELAND, Nov. 25—Meldrum 
& Fewsmith has been appointed 
by Durkee Famous Foods division 
of Glidden Co. to handle its ad- 
vertising. The Cleveland agency 
succeeds Leo Burnett Co., Chica- 
g0, which recently resigned—re- 
portedly over policy differences— 
after taking the account from 


Meldrum & Fewsmith three years 
ago. 

The appointment makes Mel- 
drum & Fewsmith the sole agency 


for Glidden. It has handled adver-- 


tising for all other Glidden divi- 
sions in recent years. 
Announcing the change, Harvey 
L. Slaughter, Glidden v.p. and 
Durkee general manager, said the 
1954 Durkee advertising program 
will be the biggest in history. Mag- 
azines, newspapers, television, ra- 


TOP MEN IN THE FIELD. 


Each with volume buying 
power for an average of 


22 motel units 


SELL YOUR PRODUCT OR SERVICE THROUGH 


il), merican Motel Magazine 


5 $. Wabash Ave. 
Chicago 3, Illinois 


WALTER A. GRAEBNER, formerly top man 

for Time Inc. in Europe, has been named 

managing director of Erwin, Wasey & Co. 
Ltd., London (AA, Nov. 23). 


dio and trade publications will be 
used in an integrated merchandis- 
ing campaign. 


Bradley Joins Bastord 

John L. Bradley, formerly ad- 
vertising manager of Sperry Prod- 
ducts Inc., Danbury, Conn., has 
joined G. M. Basford Co., New 
York, as a copywriter. 


the Ferocity." 


The New Yorker. 


were many others, 


“It’s not the size, 
it’s the FEROCITY!” * 


Copyright 1937, The New Yorker Magazine, Inc. 


% Executive response is instantaneous when you advertise in 
Gray Audograph Co. advertised in The New 
Yorker: a billion dollar corporation's vice-president phoned 
Gray and a sale resulted for 16 machines at $375 per. 
Write us for other examples of The New 
Yorker's vitality in our new brochure "It's not the Size, it's 


THE 


NEW YORKER 


No. 25 WEST 43n0 STREET 
NEW YORK CITY 


There 


Advertising Age, November 30, 1953 


Buying Package 
TV Show Takes 
‘48 Major Steps’ 


New York, Nov. 24—Buying a 
package show isn’t a simple thing. 
Rodney Erickson, manager of ac- 
count planning for radio and tele- 
vision, Young & Rubicam, ex- 
plained to the eastern conference 


Eastern Four A’s 


of the American Assn. of Adver- 


tising Agencies today why agencies | 


deserve their commissions when 
they buy shows from networks or 
,independent producers. 

Mr. Erickson cataloged 48 ma- 
jor steps which most agencies go 
through in the process of buying 
and servicing package _ shows. 
About seven of his major steps 
were various types of negotiations, 
a half dozen or so were meetings 
of one kind or another and four 
were research assignments. Also 
‘mentioned were: daily handling 
|of star temperaments, illness and 
‘emergencies, writing commercials, 
‘producing commercials, processing 
i/commercials, integrating commer- 
cials in show, and integrating com- 
mercials in prints or kinescope. 


a L. T. Steele, Benton & Bowles 
|V.p., characterized daytime televi- 
|sion as the next great media fron- 
| tier. 
| “We think a good five-day-a- 


Gottlieb of Columbia Broadcasting 
System. 

To hold its own in a television 
world, radio must come up with 
more shows that are strong enough 
“to get radio eirculation even in 
tv homes,” Mr. Treyz said. He re- 
ported certain types of broadcasts 
such as “Double or Nothing” and 
“Welcome Travelers” are doing 
“very poorly” in tv homes; on the 
other hand, shows like the daytime 
dramas and Arthur’ Godfrey’s 
morning program still keep a big 
radio following even in tv areas. 


ws “In a business in which talk is 
important we’re not getting enough 
people to talk about us because 
we're not giving them enough to 
talk about,” Mr. Cott asserted in 
sizing up the radio situation. 

Mr. Gottlieb appealed to the 


|agencies to show more interest in 


| week strip with a reasonably good | : 
| Campbell-Ewald, Detroit, to han- 
‘dle its advertising, effective Jan. 


|rating will reach close to half of 
the total number of tv households 
during any given four-week peri- 
od. And in the same four-week 
span, we think conservatively tha 
a good five-day strip will delive: 
in average frequency of about dive 
episodes per home reached,” he 
said. 

Radio’s production story was told 
by Oliver Treyz of American 
Broadcasting Co., Ted Cott of Na- 
tional Broadcasting Co. and Lester 


radio. He said: “There’s one part 
of this programming job in radio 
that is most difficult and it’s one 
that concerns most of you. We are 
getting attention for new radio 
shows on Main St. (our ratings will 
attest to that) but we’re doing 
lousy on Madison Ave. Most of 
you are not listening.” 

Trends in color television were 
discussed by Barry Wood, NBC’s 
top color producer, and by three 
color consultants representing the 
same network. 


Appoints Charles Palm & Co. 


American Paper Goods Co., Ken- 
sington, Conn., has appointed 
Charles Palm & Co., Hartford, to 
handle its advertising and sales 
promotion. 


WJR Names Campbell-Ewald 
WJR, Detroit, has appointed 


1. A new schedule of advertising 


‘and promotion is being planned. 


We wouldn’t even try 
again, again and again 


if we wouldn't think that you, too, 
couldn't benefit by our persistance. 
JAY P. Why not send for a free pamphlet? 
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DEPENDED ON MOST by lowe farmers 

when they need information on “Weed 

and Insect Pest Control” to help them 
in their farming operations. 


b 


inFARMAT 
Pete€, 
The 


QN 
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The best media value in Iowa is the one 
farmers themselves name as their best 
source of information. “InFARMation 
Please No. 2’’,a study by the Statistical 
Laboratory of Iowa State College, pro- 
vides the answer to this all-important 
question. As a guide to more sales in the 
$2 billion Iowa farm market, write for 
your copy now. 


WALLACES’ FARMER and IOWA HOMESTEAD 


DES MOINES, IOWA 
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CORONET...BIGGEST GAIN OF ANY MAGAZINE 


(88% up over 1952—PIB report on advertising pages, Jan.-Sept.1953) 


Coronet ... your best bet is better yet : 
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It’s the only magazine to show gains in both 
revenue and linage every year since 1946° 


Holiday magazine enjoyed an advertising triumph its very first year, 
averaging 200 columns of advertising per issue. 

And since that auspicious first year (1946), Holiday is the only 
magazine—weekly, monthly or what have you—to reach new heights 
in advertising linage and revenue every single year. 


In 1953, Holiday’s record-breaking ad revenue exceeds 54 


million dollars. Furthermore, December’s Holiday is the biggest 


issue of all time in advertising linage and revenue. 


There is an excellent reason why Holiday stands alone today. For 
Holiday is the authoritative voice of the big change in our way of life 
... the change from long work weeks to short ones, from immobility 
to miraculous mobility... from tedium to “everyday holiday living.” 
Hence Holiday appeals to the most active, most responsive people in 
every community. Its readers, more than 875,000 families, are the 
leaders of the big change. They’re people who try new products, 
accept new ideas, enjoy new pleasures... more often. 


Small wonder Holiday is the most successful new magazine of our 
time. Small wonder, too, that Holiday ranks so high with so many 
successful advertisers. 


P.S. And here’s another record. The January issue, just 


closed, shows a 21-page advertising increase over last January. 


It’s the biggest January Holiday of all time! 


*Source— Publishers Information Bureau. 


HOLIDAY MAGAZINE 


A CURTIG PUBLICATION 


...lts readers are leaders of the big change in American living! 
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A United Economic Nation 

One of the most interesting sidelights of the luncheon of economists 
which ADVERTISING AGE sponsored recently (a verbatim report of what 
they had to say about the outlook for 1954 starts on Page 59 of this 
issue) was the unanimity of agreement on the direction which the 
American economy must take. 

At one stage of the proceedings, for example, Dexter Keezer, Mc- 
Graw-Hill economist, made the point that the economy this year had 
reached so high a peak that there seemed no place for it to go but 
down, at least temporarily. But Stanley Ruttenberg, who scans the 
economic skies for the CIO, disagreed vehemently. None of us can 
afford to think of the present as an unassailable peak from which we 
are bound to retreat, however slightly, he indicated; to maintain full 
employment in the face of a rapidly expanding labor force and year- 
by-year impovements in the rate of productivity, the economy must 
expand. 

Of course, Mr. Ruttenberg and Mr. Keezer were not really in dis- 
agreement at all. And that is exactly what struck this observer as the 
most significant aspect of the meeting. Not everyone—including the 
economists who participated in the AA session—believes that the 
economy can continue to move onward and upward in an unbroken 
curve; but practically everyone agrees that our path lies in the direc- 
tion of expansion, that the long-term curve will be upward, and that 
there is no practical limit to‘the amount of goods and services we can 
produce and the level to which we can raise the American standard 
of living. 

This is indeed a far cry from 20 years ago, when we were almost 
unanimously bemoaning the disappearance of the “American fron- 
tier” and the consequent loss of expansionist propensities in our 
economy. There were not too many voices raised in favor of dyna- 
mism and expansion at a time when the majority were discussing 
new and allegedly more equitable ways of splitting up the existing 
pie—on the assumption that there was no possible chance of making 
the pie any bigger. 

Now government, labor, industry—-even economists—seem to have 
revised their opinions. The temper of the times is expansionist and 
essentially optimistic. We may have our minor ups and downs in 
business, but we see a constant succession of higher and higher peaks 
in the distance, tempting us ever onward and upward. 


Who Is This Guy Smith? 


If AA quoted him correctly, R. Robert Smith, v.p. of Continental 
Distilling Corp., is an extremely dangerous man. He is quoted as tell- 
ing tavern owners that it isn’t tv that’s hurting taverns—that it’s the 
taverns themselves, and the methods (or lack of methods) they use in 
operating their businesses. 

This is obviously dangerous doctrine, and probably un-American. 
If it is carried along without interference, it could result in cattle 
raisers being told that the problems they are encountering are their 
own fault, and not the fault of Secretary Benson. It might mean that 
the golf player or bowler would be expected to admit his own error 
when the ball went in the wrong direction, instead of being able to 
place the blame squarely on his equipment. 

And certainly Mr. Smith's notion that any segment of the popula- 
tion is to accept responsibility for its own deficiencies will throw the 
psychiatric fraternity into a highly neurotic state. Some patient on 
a psychiatric couch might some day be told his difficulties are his 
own, and have nothing to do with the inability of his mother to 
understand him, or the social stigma he suffered from having a bank- 
er father who voted once (by mistake in a dark voting booth) for 
Roosevelt. 

Along with all the other inalienable rights in this country goes 
the right to blame the other fellow for whatever is unpleasant, dis- 
tressing or annoying. And nobody’s going to take that right away 
from us. No, sir! 

Who is this guy Smith, anyhow? 


| tural science, some of the branches | 
of philosophy, 


“Isn't it thrilling, Lois, I’ve been promoted to client contact . . 


. Well, no, just for 


this evening.” 


What They're Saying 


Thought on Selling 

The most sober thought that we 
can hold for the future is that for 
the first time in history the sta- 
bility of our economy will be based 
primarily on our ability to sell. 
Probably what we need to sell is 
enough goods to provide a 30% 
better standard of living than at 
present. We must therefore find 
a perfection and efficiency in dis- 
tribution that can only come out 
of a deeper and clearer knowledge 
of what moves people to buy— 
easier, faster, and more. 

Without more basic research on 
people and their ways of thinking, | 
we cannot cope with the problems | 
that lie ahead in retailing, whole- | 


must be packed with 
Every usable “assist” must be giv- 


en the salesman to make the min-| 


utes count. Demonstrators, sam- 
ples, literature, all have their prop- 


‘er place in the well-trained sales- 


man’s presentation. This is a vital 
part of competitive selling and a 
broad subject [but] there is one 
point I want to make... Selling 
aids must be produced and fi- 
nanced by Headquarters, of course, 
but the best results are always 
from ideas which began with the 


| salesman. 


—J. H. Jewell, v.p. Westinghouse 
Electric Corp., speaking at the 10th 
annual Conference of Sales Managers, 
Ohio State University, Columbus. 


saling, advertising, displays, trans-| Pyblic Relations Defined 


portation, and salesmanship. 
sales managers could make very 
good use of what we already know 
about the psychological aspects of 
selling. 
—Ray C. Brewster, president of Diop- 
tric Instrument Corp., Cape May, 
N. J., on More Psychology in Sell- 


“ing, Harvard Business Review, July- 
August, 1953. 


Grist for the Mill 


Back about 85 years ago, when 


I studied journalism at the Uni-| 


versity of Wisconsin, a graduate 
in the course had to have good 
solid work in many other fields: 
history, psychology, economics, na- 


The 


and so on. 


In| 
the meantime, however, thoughtful | 


There are dozens of definitions 


are employed in this vast new 
‘field of human relationships tend 
_to circumscribe their duties as 
those which encompass the term. 
There is no legally approved def- 
|inition, and may never be. Any 


|description of activity within the | 


| broad area of dealing with human 
relations must have consideration. 

The simplest definition of public 
relations is probably, “Doing good 
| and getting credit for it.” Another 
widely quoted definition is, “Find- 
ing out what people dislike and 
doing less of it.” 


Roy J. Leffingwell, p.r. director, 
Hawaiian Sugar Planters’ Assn 
speaking before a Phi Delta Kappa 
meeting, University of Hawaii. 


catalog explained it with beauti-| 


ful concision: “Everything goes in- | 


to the hopper of a journalist.” True 
enough; and it’s just as true that 
everything goes into the hopper of 
an industrial editor. 


John Earl Davis, editor of ‘Shell 
Progress" and president, International 
Council of Industrial Editors, speak- 
ing before the Industrial Editors Assn. 
of Detroit. 


Develop Salesmen’‘s Ideas 
Surveys shown that the 
average industrial salesman spends 
no more than 25% to 35% of his 
time face to face with his customer 
and this is the only time a sale 
can be made. The rest of his time 
is occupied in going to and from 
the customer’s office, necessary 
paper work and the many details 
which are unavoidable. This small 


have 


_amount of time with the customer 


‘Look Sharp...’ 

Britain is full of blunt knives. 
Our grandparents always sharpen- 
ed knives. Sharp knives would 
save many a marriage. For the 
country is full of husbands who 
blame their wives for bad cooking 
and tough meat. 


—Robert Walsh, new Master Cutler 
of Sheffield, England, speaking at a 
dinner in Glasgow, Scotland. 


After a Good ‘Buy’ 

A reporter sparring with a pub- 
licity person has about as much 
chance as a consumer wrangling 
with a testy sales person behind a 
counter. Each knows what he 
wants, each knows what he needs 
and can use and each is after a 
good “buy,” so to speak. 

—Harry Martin, in Retailing Daily. 
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“selling.” | 


of public relations. Individuals who | 


Rough Proofs 


After hearing about the hassle 
over comics books among Dell, 
Ladies’ Home Journal and MPA, 
the reader may be justified in be- 
lieving that they are not neces- 
sarily funny. 

* 

The recent magazine article 
which reported that Notre Dame’s 
Johnny Lattner regarded “Super- 
man” as his boyhood idol is con- 


sidered by defenders of comics ° 


books as adequate rebuttal. 
* 

Organized baseball, the Supreme 
Court decided, may still use the 
reserve clause, and maybe John 
Fitzgerald thinks it ought to work 
in the newspaper field, too. 

7. 

Two Chicago admen who have 
recently retired are heading for 
Florida and California, respective- 
ly, apparently disregarding the 
balmy weather the Windy City 


has enjoyed in the past few 
months. 

s 
“Does your circulation taste 


different lately?” ask Bert Gar- 
mise Associates, who may suspect 
that the brewer of editorial broth 
may occasionally add some new 
ingredients without telling any- 
| body. 

e 

Fedders-Quigan Corp. is running 
a talking advertisement in Elec- 
trical Merchandising, and the only 
question is whether the readers 
will be encouraged to talk back. 

* 

Time staffers are reported to 
have suggested some rather impo- 
lite names for a proposed new 
magazine for men. Rough Proofs 
doesn’t approve of Armpit or Mus- 
cles, but Putt-Putt might appeal 
to both golfers and boatmen. 
| * 

John de Bevec was interested in 
|the various ways in which maga- 
| zines reported Kinsey on sex. The 
extent of coverage seemed to de- 


| pend on how much the editors 
thought their readers already 
knew. 
© 


Sheep raisers, debating a plan 
for advertising to increase con- 
/Sumption of their products, are no 
|doubt troubled by the fact that 
lamb chops are only a small part 
of the available supply. 

* 

With a dental specialist ap- 
|pointed to review dentifrice ads, 
|and its legal department standing 
by for a final okay, Bristol-Myers 
| Seems to have adequate and incon- 
trovertible proof that advertising 


Zz . 
|/is now a profession. 


. 

| “Fifi,” who is signing love let- 
ters to appliance dealers promot- 
ing a Paris trip sponsored by man- 
ufacturers, may be responsible fer 
a lot of unforeseen domestic com- 
plications. 


* 

Gladys the beautiful receptionist 
says she sees a New York firm 
is looking for a clipping service di- 
rector, and she supposes football 
must be getting rougher and 
rougher. 

e 

Controlled Circulation Audit is 
to give way to Business Publica- 
tions Audit of Circulation, which 
you may be sure is just enough 
more complicated to throw editors 
and copy readers for a loss. 

Copy Cus. 
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oan Advertising Manager 


A new economic frontier welcomes you ! 


Delaware Valley, U.S.A. 


WORLDS GREATEST INDUSTRIAL AREA 


Whoever wailed ‘There are no more fron- 
tiers’’ hasn’t heard the news about Delaware 
| pe Valley, U.S.A. 


For this booming, busy, bustling area is 
really alive—and clicking! A vital New 
economic frontier. 

Billions of dollars in new industry are pour- 
a ' ing in—including Bic Steel. Satellite indus- 
tries, thousands of new workers, homes to 
shelter them, stores to sell them ... this is 
Delaware Valley, U.S.A.— with Philadelphia 
at the heart of it. 

And sparking the tremendous growth is 
THE INQUIRER... reaching out to cover 


wee seater 
4 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
scot Bldg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 


Penob 


Aon The Philadelphia Inquirer 


The Voice of Delaware Valley, U.S.A. 


completely America’s 3rd market... ring- 
ing up new sales records for advertisers . . . 
bringing you the greatest marketing oppor- 
tunity in the world today. 


USE THE FIRST NEWSPAPER 
THE INQUIRER is clearly the First news- 
paper in this vital trading area. First in 
influence — First in linage— with a leadership 
that continues to grow every year. 


Take advantage of the great economic 
opportunity Delaware Valley, U.S.A. 
offers you. Do it efficiently —economically, 
in the Valley’s First Newspaper: THE 
PHILADELPHIA INQUIRER. 
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MAGAZINE GROUP COVERAGE OF FEMALES® 


MAGAZINES na fi PN Adee GI - 100% ‘Sunday Tribune Readers ISEsteiheaRacRnON PaetessP 


98.5% Do Not Read 


@ Before you decide, 

look at national magazine 
coverage among 
metropolitan Chicago readers 
of the dynamic new 


Chicago Tribune Magazine... 


YOU CAN get a greater share of the spending in the multi-billion 
dollar Chicago and midwest market next year by keeping the 
charts at the left in mind when you plan your media schedules. 


As this study of magazine coverage indicates, national media 


---AND 7.4% DO NOT READ ANY MAGAZINES cannot give your advertising the market-wide impact it must 


have to meet the all-out competition for sales in this key market. 


But one medium can—the great new Chicago Tribune Mag- 
100% (Sunday Tribune Readers) ne azine. As part of the midwest’s most widely-read newspaper, 
the Chicago Tribune Magazine places your advertising before 
48% of all the families in 840 midwest cities and towns of 
1,000 or more population. It delivers 64% coverage of the 


families in Chicago alone. 
"We ee ae Readers of the Chicago Tribune Magazine are the best pros- 
, | pects for practically everything sold in this rich and important 
| 2 eerie eae ee market. They are the people whose buying power and respon- 
siveness to advertising attract to the Tribune the largest adver- 


tising investment placed in any newspaper in the world. 


Thru the Chicago Tribune Magazine, you reach this audience 
in a setting of universal appeal. Editorial content designed 
specifically for today’s Sunday reading tastes in the midwest 


gives your advertising greater penetration of all income and 

social levels. 
Here is a selling force no national advertiser can afford to 

ignore in 1954. It is the one medium best able to help you 

strengthen your position with retailers and build a strong con- 

sumer franchise in Chicago and the midwest. Ask a Tribune 


representative for full details. 


*Readers of the Chicago Sunday Tribune in metropolitan Chicago — Tribune 
Consumer Panel. 
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1 deliver the sales you 


Chicago Market? 


on 
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est 


In tune 

with social 
and economic 
changes! 


Midwest 
in appeal 
and 
character! 


Keyed to 
the pattern 
of Sunday 
living ! 


Edited for 
participation 
by 

teaders! 


+ + + + 


andes 


THE CHICAGO TRIBUNE MAGAZINE 
GIVES YOU GREATER COVERAGE 
PLUS GREATER PENETRATION 


As the average family’s economic status has advanced, changes have 
taken place in family activities, desires and reading interests. The 
Chicago Tribune Magazine delivers a more responsive audience 
because it reflects and satisfies these new interests. 


Today's Sunday living is relaxed. Today's Sunday readers want 
easy-to-read, entertaining and helpful material keyed to the Sunday 
mood. And they get it on every page of the thoughtfully-edited new 
Chicago Tribune Magazine. 


Of greatest interest to everyone is his or her own corner of the world, 
The Chicago Tribune Magazine's emphasis on midwest stories and 
pictures and midwest editorial interpretation results in exceptional 
reader interest that pays off for advertisers. 


Reader participation—the dynamic editorial approach that enables 
readers to identify themselves with each situation presented —makes 
the Chicago Tribune Magazine a ‘‘give and take’’ medium of intense 
emotional appeal among all types of readers. 


Tig djoaittiont te one Gita magazine, 


PICTURE SECTION 
The world in pictures . . . news- 
worthy, dramatic, curious and 
amusing photos presented singly 


and in sequence. 


52 full 


pa ges 
» Mag 


FEATURE SECTION 
Absorbing real-life stories and fic- 
tion of high local appeal produce 
exceptional reader traffic which re- 
sults in higher sales for advertisers. 


Chicago Tribune 


FAMILY LIVING SECTION 
Helpful new ideas for better family 
living . . . edited for the day on 
which family buying decisions are 
made. 


THE 


ADVERTISING SALES REPRESENTATIVES 


New York City 
E. P. Struhsacker 
220 E. 42nd St. 
MUrray Hill 2-3033 


Chicago 

A. W. Dreier 

1333 Tribune Tower 
SUperior 7-0100 


WORLD'S 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


GREATEST NEWSPAPER 


Detroit 

W. E. Bates 
Penobscot Bidg. 
WOodward 2-8422 


San Francisco 
Fitzpotrick & Chamberlin 
155 Montgomery St. 
GArfield 1-7946 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Blvd, 
Michigan 0259 
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BUY MORE 
TO LIVE BETTER 


because 

THEIR INCOMES 
ARE FAR ABOVE 
AVERAGE! 


Weven out of ten Elks own their 
homes. 51.9% are business owners. 
11.60 are professional men. All own, 
read and believe in the only magazine 
edited to their special interests. You'll 
find The Elks a special buy at $2.25 


per page per thousand. 


MAGAZINE 


Distribution Council 


Asks Faster Reports 
of Marketing Data 


WASHINGTON, Nov. 24—The Na- 
tional Distribution Council, which 
met with Commerce Secretary 
Sinclair Weeks last week, has 
urged the Department of Com- 
merce to push ahead with the 
development of more rapid sys- 
tems of accumulating current in- 
formation on sales and inventories 
of consumer and industrial prod- 
ucts. 

Council 
that most 


pointed out 
indexes are 


members 
available 


| so late in reporting that their value 


to business men is greatly dimin- 
ished. 

It was the first meeting of the 
council since the change in na- 
tional administration. Secretary 


| Weeks and officials of the depart- 


ment outlined changes that have 
taken place in the organization of 
the department and asked advice 
on a number of questions dealing 
with the assembly and dissemina- 
tion of market information. 

Media groups and marketing as- 
sociations as well as individual 
companies are represented on the 
50-man committee. 


Werner to Kastor, Farrell 

Gilbert W. Werner, formerly 
with H. B. LeQuatte Inc. and Van 
Sant, Dugdale & Co., has joined the 
account management staif of Kas- 
tor, Farrell, Chesley & Clifford, 
New York. 


Kesselman Appointed A.E. 

Gene Kesselman, formerly with 
United Advertising Agency, has 
joined Adolf F. Gottesmann Ad- 
vertising, Newark, as an account 
executive. 


LISTENERS PER DOLLAR LISTENERS 
(1-time, /4-hour 


daytime rates) 


SHREVEPORT LOUISIANA 


There’s no doubt about the Number One | 
station in the important Louisiana-Arkan- 
sas-Texas area. It’s KWKH, by a tremen- 
dous margin! 

KWKEKH delivers 22.3% mere Average Daily 
Listeners than Shreveport’s four other sta- 
tions combined — actually delivers 89.4% 
more listeners-per-dollar than the next-best 
station! 

The audience figures above are from the 
new Standard Station Audience Report — 
the more conservative of the two recent 
audience surveys made in this area. 

Write direct or ask your Branham man for 
all the proof of KWKH’s overwhelming 
superiority. 


30,000 Watts ¢ CBS Radio 


KW KH 


A Shreveport Times Station 


te. 
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The Branham Company, Representatives 
Henry Clay, General Manager 
Fred Watkins, Commercial Manager 


Advertising Age, November 30, 1953 


Getting Personal 


George Percy, ad manager of Bauer & Black, was scheduled to 
participate in the National Business Publications meeting in Chica- 
go Nov. 18, but didn’t make it. On the way to the meeting, his 
car and another got into a hassle. Fortunately, George wasn’t 
Hurt... 

Bob o’ Link Golf Club, Highland Park, IIl., where for the past 
27 years the Western Advertisers’ Golf Assn. has held its annual 
tournaments, has voted Lloyd Maxwell, executive v.p. of Roche, 
Williams & Cleary, Chicago, an honorary life membership. Mr. 
Maxwell has served as president, secretary and treasurer of Bob 
o’ Link during his many years as a member there, is the third life 
member in the 42-year history of the club... 

Lt. Comdr. Leon Seelig, USNR, of Seelig & Co., St. Louis agency, 
has been elected v.p. of the St. Louis Navy chapter, Reserve Officers 
Assn. of the U. S...Dudley A. White, publisher of the Register- 
Star-News, Sandusky, and the Reflector-Herald, Norwalk, O., 
has been appointed executive director of the Commission on In- 
tergovernmental Relations, Washington. Mr. White is a former Re- 
publican congressman... 


William Reydel, v.p. and director of Cunningham & Walsh, has 
been elected to the board of directors of the New York Tuberculosis 
& Health Assn .. 


. Guest of honor at the annual dinner of the 
graphic arts and fine paper 
division of the Federation of 
Jewish Philanthropies, Dec. 
9, will be Harry Bengelsdorf 
of Dependable Printing Co. . . 

When the first snowfall of 
the season unexpectedly hit 
New York, George Hecht 
of Parents’ Magazine was 
ready: He distributed plastic 
snowboots to all female em- 
ployes... 

Frank D. Schroth Jr., v.p. 
of the Brooklyn Eagle, has 
been appointed chairman of 
the employes gifts division 
for the 1954 Brooklyn Red 
Cross campaign... W. Frank 
Jones, president of the Bor- 
den Co. Ltd. of Canada, and 
Charles A. Eckburg, a v.p. of 
the parent Borden Co., are 


among 26 new members of 
HONOR—The Cruzeiro do Sul, Brazil's the Borden Quarter Century 
highest decoration to citizens of other club. which now totals more 


countries, is placed around the neck of 

Thomas L. Kerney, general manager of the 

Times, Trenton, N. J., by Brazilian Consul 

General J. B. de Berenguer Cesar. A di- 

rector of the Inter-American Press Asésn., 

Mr. Kerney received the honor for promot- 
ing close U. S.-Brazilian relations. 


than 6,100 people—about one 
out of every five employes. .. 

Robert E. Harris, director 
of publicity for Broadcast 
Advertising Bureau, has put 
a ring around the finger of 


Sheila Joanne Friedman of 
Headley-Reed Co. The wed- 
ding is set for January... 

Time Inc.’s president, Roy E. Larsen, is chairman of the magazine 
publishers division of the Committee of American Industry, a di- 
vision of the National Fund for Medical Education. .. 

Powell Glass Jr., co-publisher of the Advance and News, Lynch- 
burg, Va., has announced his candidacy for the Sixth District seat 
in the House of Representatives, subject to next July’s Democratic 
primary. . .Colin Selph, manager of KEYT, has been elected presi- 
dent of the new Santa Barbara Golf Assn... 

Leroy E. Paltrowitz, ad director of the News-Times, Danbury, 
Conn., who recently completed seven years’ service as president of 
the United Jewish Center of Danbury, was honored at a testimonial 
dinner attended by some 150 people. Speakers included Frank S. 
Stevens, general manager of the News-Times... 

Leonard M. Sive, president of Leonard M. Sive & Associates, 
Cincinnati agency, has been receiving congratulations from friends 
on his successful handling of the election campaign for the Charter- 
Democratic party in Cincinnati. Sive’s candidates won five of the 
nine seats in the Proportional plan of electing councilmen to the 
Republican party’s four. The victory was especially sweet, due to 
the fact that Ted Brown, president of the Perry-Brown Advertis- 
ing Agency, a very friendly competitor of Sive’s, was campaign 
manager for the Republicans. .. 

Eliot L. Wight, advertising and sales promotion manager of 
United States Envelope Co., Springfield, Mass., has been elected a 
director of the American Cancer Society’s Massachusetts divi- 
sion...And the same society’s Cincinnati and Hamilton County 
unit has elected William McCluskey, sales service manager of 
WLW-T, as Ist v.p... 

Ben Duffy, president of Batten, Barton, Durstine & Osborn, has 
taken the chairmanship of the advertising and publishing division 
for the ’54 finance campaign of the Greater New York Councils of 
the Boy Scouts... 

Harold Tillson, media director of Grant Advertising, Chicago, and 
his wife, Mary Lee, used the agency’s publication estimate forms 
for announcements of the arrival, Nov. 9, of a son named Thomas 
Paget Tillson. “Edition, male; circulation, normal; space, 21 inches; 
cost, exorbitant,” etc. And, of course, non cancellable... 

When Walter Averill, editor of the Pacific Builder & Engineer, 
began an indefinite leave of absence a few weeks ago, employes— 
printers and editorial assistants—honored him with a dinner. Mr. 
Averill has been editor of the construction publication since 1925 
and is also v.p. and publisher of Pacific Builder & Engineer Inc., 
and president of Pacific Printing Co., Seattle... 

Clyde Spitzner, Station WIP’s local sales manager, is a new direc- 
tor of the Haverford Township, Pa., school district, winning out 
against stiff competition... 
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uN STARRING AS 


ANET DEAN 


REGISTERED NURSE" 


A suspenseful, unusual TV film show based on a nurse’s exciting adventures among the 


rich and poor...in big cities and small towns...in peace and war ...at home and abroad! 


JANET DEAN available for local, regional, and national spot sponsorship is ready for 
March 1, air date with 39 half-hour custom-made films! 


AUTHENTIC — each dramatic show is based on an actual case history! 


HIGHLY ACCLAIMED — personnel of the Air Force Nursing Corps have called the 
Janet Dean show a tribute to the nursing profession ! 


PRODUCED BY EXPERTS — filmed by Cornwall Productions — William Dozier, 
executive producer; Joan Harrison, producer; Peter Godfrey, director ! 


For auditions, HERB JAFFE FRANK O'DRISCOLL 

655 Madison Ave. 2211 Woodward Ave. 
prices, and sales plan New York 21, N. Y. Detroit, Michigan 
write, wire, or phone: | — TEmpleton 8-2000 


Woodward 1-2560 


MOTION PICTURES 
655 Madison Avenue, N, Y. 21, N. Y. 


en {eed 
ee ™ 
et Dip sr aseice Pe 


JACK McGUIRE MAURIE GRESHAM 
830 N. Wabash Ave. 9100 Sunset Bivd. 
Chicago, Ill. Los Angeles, Calif. 
Whitehall 3-1341 CRestview 1-6101 


on 
> 


FOR TELEVISION, INC. 
Film Syndication Division 


Here are the MPTV 
properties available 
to you now: 


@ DUFFY’S TAVERN 


@ DREW PEARSON'S 
WASHINGTON 
MERRY-GO-ROUND 


@ FLASH GORDON 


@ JANET DEAN, 
REGISTERED NURSE 


@ more to come 
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\ eo My 
MAYOR Charles Farnsley: “LIFE is 
the most powerful medium of adult edu- 
cation in the U.S.... one of the biggest 
forces for education in Louisville.” 3 


out of 5 U.S. households read LIFE.* 


SPORTS WRITER Bil! Corum, Pres. of 
Churchill Downs: “During Kentucky 
Derby Week, the whole world comes to 
Louisville. The other 51 weeks of the 
year, it arrives in the pages of LIFE.” 


WHISKEY. President J. A. Engelhard (left) of Glenmore: 
“LIFE’s impact has been evident to us from its inception 
in 1936—and we've been LIFE advertisers ever since.” 
President Julian P. Van Winkle (center) of Stitzel-Weller: 


IT AFFECTS THE WAY GOODS ARE BOUGHT AND SOLD 


“People respond to LIFE as they do to no other magazine.” 
Board Chairman W. L. Lyons Brown of Brown-Forman: 
“All three of our largest-selling brands are in LIFE, with 
larger schedules than in any other advertising medium.” 


CARS. James C. Norman, Exec. VP of Downtown-Mercury, 
Inc.: “The ‘Advertised-in-LIFE’ promotion we held this year 
helped give us our biggest month since entering the business 
in Louisville.” LIFE is read in 64°% of car-owning homes.* 
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hits LOU. 


O LONGER can Louisville be considered as just the city LIFE’s part in quickening Louisville’s progress is recognized 
N of bluegrass, bourbon, and beautiful women. by both the city’s cultural and commercial leaders . . . and 
Led by a group of energetic and enterprising citizens, it is their appreciation is recorded on these pages. And here also, 
the forerunner of a “Kentucky on the march.” Appalled by in the story of a young fireman, is a specific example of how 
statistics which revealed that their state was plodding in just one individual in the 330,080 LIFE-reading households 
. business and social progress, the citizens have used some in Louisville and Kentucky felt LIFE’s nationwide impact.* 
Kentucky “horse sense” to attract new industry and to re- What happens when LIFE hits any city, town or village 
vamp old educational methods. The result is that Louisville in America? It has the same kind of personal appeal, powerful 
is fast becoming a center of both culture and commerce. impact as you see illustrated here. 


RABBI Joseph Rauch of Temple Adath 
Israel: “LIFE’s ‘The World We Live In’ 
is a unique educational contribution.” 


: ~ e E : ; oF " <= é 2 ‘ i 
FIREMAN Robert Grayson’s dramatic dog rescue was pic- GOLF PRO Eddie Williams:**National 


tured in LIFE. Asa result, he got “three marriage proposals, — Golf Day, originated by LIFE to help 


a trip to Minnesota, free dog tags from all over the country.” — the USO, isan outstandingeventhere.”’ 


IT INFLUENCES THE WAY PEOPLE LIVE AND LEARN 


& 


*Source: A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 
A LIFE-reading household is one in which any member aged 20 and over has read one or more of 13 issues, 


EDUCATOR Maurice D. Bement: MONSIGNOR Felix Newton Pitt of 
“LIFE devotes ample space to challeng- Catholic School Board: “LIFE’s picture 
ing articles in the field of education.” — series contribute greatly toU.S.culture.” 


us 
7 E. 
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ee ye Mi, Z ‘4 
LAWYER Wilson W. Wyatt: “LIFE has always fulfilled the great expectations 


which all of us charter subscribers held for it from its first launching.” LIFE is read 
in 95% of all households headed by professional or semi-professional people.* 


APPLIANCES. |. F. VeBride. Marketing FURNITURE. A. A. Voit, Pres. of The FOOD AND DRUGS. Merchants of South. ALUMINUM. David P. Reynolds, VP of 


Manager G.E.s Major Appliances Div.: Mengel Company: “We make use of LIFE’s land Park Shopping Center: “Sales went up — Reynolds Metals Go.:** We chose LIFE to kick 
- PI J pping I : 
“LIFE’s coverage in all fields contributes process impact when introducing a line an average of 10% during our LIFE promo- — off our Reynolds Do-It-Yourself Aluminum.” 


much to opinions formed by millions.” of furniture because LIFE is important.” tion last year. We plan another one soon.” — LIFE is read in 58% of all owned homes.* 
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Preway Inc. Appoints Shaw 

Leslie W. Shaw, formerly v.p. 
and sales director of Markstone 
Mfg. Co., Chicago, has been named 
sales director of Preway Inc., Wis- 
consin Rapids, Wis., manufacturer 
of home appliances. 


Flanagan Joins Typographer 
Fred A. Flanagan, formerly head 
of his own typographic company, 
has been named a type consultant 
on the staff of Runkle-Thompson- 
Kovats Inc., Chicago advertising 
typographer and printer. 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D. C. 

Jan. 8-10, 1954. Advertising Assn. of the 
West, midwinter conference, El Conquis- 
tador, Tucson, Ariz. 

Jan. 17-20, 1954. Newspaper Advertising 
Executives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 


School kids—30,000,000 of ’em—take 
what “my teacher says” as fact, and 
habitually deliver the opinions of 
teacher into 10,000,000 homes. 


Continuously repeated mention of 

your product, service, or business 

philosophy by these millions of 

pomnertors can be of incalculable 
nefit to you. 


Character 
is i. 
habit 
long 

continued 


~ Greek 


: ° Feb. 15-16, 1954. Inland Daily Press 
There are 44 different state edited Assn., midwinter meeting, Drake Hotel, 
publications—over 900,000 subscribers. Chicago. 
Complete flexibility enables you to ~ pep 18-20, 1954. Southwestern Assn. 


reach any group of states, or cover 
the entire country. Get all the de- 
tails from Miss Georgia C. Rawson, 
Executive Vice-President, State 
Teachers Magazines, Inc., 307 N. | 
Michigan Ave., Chicago 1, Ill. 


State TEACHERS 
Magazines 


of Advertising Agencies, Houston. 

*March 10-12, 1954. American Assn. of 
Industrial Editors, 17th annual convention, 
Hotel Roanoke, Roanoke, Va. 

April 4-6, 1954. American Public Re- 
lations Assn., 10th anniversary conven- 
| tion, Shelton Hotel, New York. 
| April 12-18, 1954. National Advertising 
| Agency Network, management confer- 
enee, Boca Raton, Fla. 

May 24-25, 1954. Inland Daily Press 
Assn., spring meeting, Congress Hotel, 
Chicago. 


so are the words... 


"my teacher says--* 


Advertising Age, November 30, 1953 


May 24-30, 1954. National Business Pub- 
lications, annual spring meeting, White 
Face Inn, Lake Placid, N. Y. 

June 14-17, 1954. National Industrial 
Advertisers Assn., 32nd annual conven- 
tion, Hotel Sheraton-Mt. Royal, Montreal, 
Can. 

June 20-23, 1954. Advertising Federa- 
tion of America, 50th annual convention, 
Boston. 

June 27-30, 
the West, 
Lake City. 

Oct. 4-5, 1954. Inland Daily Press 
Assn., annual meeting, Drake Hotel, Chi- 
cago. 


1954. Advertising Assn. of 
5ist annuai convention, Salt 


NBC to Carry Oscar Awards 


The National Broadcasting Sys- 
tem has signed with the Academy 
of Motion Picture Arts and 
ences to carry the 26th Academy 
Awards presentation next March, 
on the full radio and tv network. 
No sponsor has yet been an- 
nounced. This will be the second 
year NBC has carried the event. 


Peuler to Mortimer Lowell 

H. Peuler Co., New York dealer 
in imported specialties, has named 
Mortimer Lowell Co., New York, 
to handle its advertising. 


Sara MacDuff Austin, our bewitching and beloved editor of 


the women’s page, late this past summer wrote a story about 
a new cosmetic. In the days that followed its appearance, 1,073 
Greater Cincinnati women phoned the Times-Star with two 


questions: what’s the name of the product? where can I buy it? 


Was it an intriguing product? Of course it was. Even so, it 


takes a powerful newspaper to pull 1,073 happy returns—-on 
any subject. Like to know more about how this power can be 


made to work for you? Then contact our 


National Representatives: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 


in Cincinnati...it’s the TIMES-STAR 


ae 
Scl- | 


As You'd Expect, 
UHF-VHF Families 
Are TV Enthusiasts 


New York, Nov. 24—Find a fam- 
ily with its tv set equipped for 
u.h.f. and v.h.f. reception and you'll 
find enthusiastic television fans. 

This is the impression one gets 
from the special American Re- 
search Bureau study comparing 
the viewing habits of people who 
do and don’t convert their receiv- 
ers in areas with high and low- 
channe] stations. 

The survey, made in October 
| for the American Broadcasting Co., 
covered Pittsburgh, Buffalo, St. 
Louis, Milwaukee, Kansas City 
and Norfolk. These cities were 
selected because they were the 
only ones sampled by ARB in 
| which both types of stations were 
in operation when the field work 
was done. 


® Principal finding was that fam- 
ilies with sets equipped for the 
upstairs stations as well as the 
old-style (v.h.f.) ones spend 25% 
more time watching television 
than families with receivers equip- 
ped only for v.h.f. telecasts. Homes 
with u.h.f.-v.h.f. sets spent 34.96 
hours a week with tv, compared 
with 27.83 hours a week of view- 
ing by v.h.f.-only homes. 


‘Pacific Printer’ Switches 
to Controlled Circulation 


Effective with its January, 1954, 
issue, Pacific Printer, Publisher & 
Lithographer, San Francisco, an 
ABC publication, will switch to 
a controlled circulation with a 
minimum of 9,000 copies. 

Rates in January will be in- 
creased also. A b&w page, one 
time, will go from $140 to $250. 


Two Join Olmsted & Foley 
Mrs. Melba Sands Morel, for- 
merly with George Knox & Asso- 
ciates, Oklahoma City, has been 
named to direct the consumer 
panel of homemakers for testing 
new products and making market 
surveys for Olmsted & Foley, Min- 
neapolis. Bess Rowe, formerly 
home editor of The Farmer, St. 
Paul, has been named home eco- 
nomics consultant for the agency. 


Electrotypers Make Movie 

The International Assn. of Elec- 
trotypers and Stereotypers is pro- 
ducing a 20-minute sound-and- 
color movie depicting the role of 
the electrotyping industry in 
graphic arts. Farrell & Gage Films 
Inc., New York, is making the 
film for the association. It is ex- 
pected to be ready for release by 


March, 1954. 
& C [) 
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CONSOLIDATED 


SERVES EVERYBODY who 
wants facts--men, women, Busi- 
ness firms, Banks, Factories, 
Air and Steamship lines, Rail- 
roads, Hotels, Advertising 
Agencies, Fashion Centers, 
Foundations, City. State and 
Federal Governments, Colleges, 
Universities, Trade Associations, 
Labor Unions, Civic Groups. 
Clubs, and many others... 
quickly, thoroughly. confi 
dentially -at little cost 


CB 


CONSOLIDATED tii: 


CLIPPING BUREAUS 
431 SOUTH DEARBORN STREET, DEPT. 12 
CHICAGO 5, ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, WN. Y. 
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: WHEN INDEPENDENT 
7 SUPERMARKET OPERATORS 
| ARE SOLD ON YOu! 


BECAUSE independent and voluntary group supermarkets 
. are steadily growing in numbers and importance. The size 


of the individual store, not the type of ownership, has 
, become the key to volume grocery sales. Independent and 
voluntary supermarkets are taking an ever increasing 
, percentage of total grocery sales. You’ll need to influence 
this dynamic group to sell more of your products, and, 


chances are, each of them reads SUPERMARET NEWS because 


oe Ceo NRT OWS aw FC 8 


MOFre independent supermarket 
operators pay to read..... 


than any other publication. It’s the industry’ s only . 
weekly newspaper — geared to the weekly buying, - 
advertising, and promoting of the supermarkets. i 
Supermaket News also has the largest paid executive 
circulation among all supermarkets, and the largest 
paid coverage of wholesale grocers. Selling 
supermarkets is a weekly business. There are 52 
selling weeks in 1954 and 52 issues of 


Supermarket News. A Fairchild Publication — 7 East 12th Street — New York, New York 
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Skilled Workers 


are a New Rich}! 


N THE early days of America, and until well past the 

Civil War, America’s predominant economy was Agri- 
cultural. Then an emerging Industrial economy saw the 
rise of Big Business, of Capital and the creation of many 
great fortunes. 

Now the cycle has turned...we are in another major 
revolution. Wage earners, and especially today the skilled 
worker wage earner, is In the ascendancy. 

Since the middle ’30’s — aided by expanding business 
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TOTAL DOLLARS OF "SURPLUS MONEY” 
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Even More So in “1940 Dollars” 


If you translate this New Rich phenomenon into “par’— into the 
1940 dollar —you get the picture above. By dividing the “50¢ dollar 
of today into the 1952 figures in the first chart, you find that the New 
Rich skilled worker is nineteen and a half billion dollars better off 
than he was in 1940. On the other hand, his less fortunate neighbor 
in 1952 is six and half billions poorer in disposable income than he 


c re a 
\ 9 i, 


‘ was in 1940. 
s\ 9 


and hastened by amazing technological advances — the 
technician, the engineer, the skilled worker in all the 
basic trades has become the economic elite in America. 

Consider! In 1940, the combined hourly base rate for 
six skilled trades in the building field was $8.77. Today, 
it’s $17.94. 

Or, take another trade. In 1940, the stereotyper who 
made the matrix of the very page you’re now reading, had 
a base weekly pay of $52.60. Today, his base pay is $105! 


It’s Disposable Income That Counts 


Government figures show that from 1940 to 1952, weekly gross earnings of white 
collar workers rose 108%, while those of wage earners rose 156%. BUT, that’s only 
part of the amazing story of how much better off the skilled worker is. The chart 
above shows that in terms of “surplus” money or disposable income, the wage earner 
is vastly better off. Because his fixed expenses and commitments are fewer and less, 
his money available for buying nationally advertised products shows a 533% increase, 
while that of the white collar worker is only 41%. 


TOTAL DOLLARS OF “SURPLUS MONEY” 
1940 vs 1952 in terms of 1940 dollars 
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Popular Science Publishing Co., New York, New York — Publishers of Popular Scien 
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6 VER THE YEARS, a fundamental shift has taken place. in the 
O distribution of income and buying power in the United 
States. The people who work for salaries and wages are receiving 
a greater proportion of total personal income than ever before. 

“The skilled and semi-skilled workers, because of the large in- 


crease in their rates of pay, are in an especially favorable position. 
Their incomes have increased faster than the cost of the basic 
necessities of life. Consequently, in spite of heavy tax burdens, 
they have more dollars to spend on better housing and household 
equipment, on automobiles, and on the great variety of other goods 
and services that we have come to associate with the American 


way of life.” 


An excerpt froma speech by Dr. Roy L. Reierson, Vice-President 


and head of the Economics and Business Research Dept. of 
Bankers Trust Company, New York, N. Y. 


‘Market for You! 


Popular Science Monthly, the Skilled Worker’s 
Manual and Buying Guide, is now at an all-time 


High in Circulation and Advertising 


Just as the physician turns to his medical magazines, the lawyer 
to his legal journals, so this group of specialists, these skilled 
workers, engineers and technicians turn to Popular Science 
Monthly. 

For 81 years it has been the new-idea magazine of crafts- 
men, amateur or professional. Today, it is the magazine of 
the New Rich skilled worker. 

A million-and-a-quarter copies every month! Break down 
the readership and you find that the bulk of Popular Science 
readers are wage earners in the crafts and trades—technicians, 
engineers, plant managers and owners of manufacturing busi- 
nesses. They are the New Rich skilled workers whose weekly 
earnings have soared far above the average. 


POPULAR SCIENCE MONTHLY 
ADVERTISING LINEAGE 


~ 1940 vs 1952 
400,000 |- 337,000 
300,000 +- 


118.8% INCREASE 


0 1940 1952 - Source: Printer's ink 


SCIENCE 


LOS ANGELES - SAN FRANCISCO +- SARASOTA, FLA. 


Science Monthly, Outdoor Life, Semi-Technical Books and Audio-Visual Material. 


By the very nature of the magazine, other Popular Science 
readers are the men who know the difference between a Stillson 
and a monkey wrench, a cross-cut and a rip saw. They are the 
professional men, the business men, the advertising men who 
never lost their interest in mechanical things, and who are to- 
day the very cream of the new “Do-It-Yourself” market. 

Industrial crafts, plus the “Do-It-Yourself” movement, has 
made America a nation of skilled workers on two fronts — in 


industry and the home. 


Paralleling the growth of this twin market, Popular Science 
keeps pace ... with one of the largest circulation gains among 


magazines with more than a million circulation. 


POPULAR SCIENCE MONTHLY , 
TOTAL ABC AVERAGE CIRCULATION. 
1940 to 1953 


4 
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Advertising Age, November 30, 1953 


Hitch Your Sales to a Pony Coca-Cola 9-Month Sales Rise’ Pulse Network Radio Ratings 
a Coca-Cola Co. reports the largest 
And Watch Him Pull for You / nine months’ gallon sales in its In 19 Markets, September-October, 1953 
What are you promoting . . foods, drugs, tooth- aged After ene ge ars a . 
paste, dai oducts, dy? Wh it Ss, if it’ e company and its consolida 
resigamer Mem ahachildren ase"Wt too you SS nee 28 ee EVENING MONDAY-FRIDAY, DAY 
i w , ’ ’ " 
fe “Give-e-Peny" promotion. Pree Ponies always pared with $22,180,744 for the first | Program — Rating Ma Perkins (Oxydol, CBS) «0.0.0... 6.9 
parade. . with ge woth ene hase tn nine months of 1952. Earnings per  j,.y Benny (Lucky Strike, CBS) ............ 7.2 Arthur Godfrey (Several sponsors, 
por gray in store-traffic stimulation. common share were $5.39, COM- {yy Theater OR es Me) MAME» srescksctaniassessocesoosssiesesvessaszeseceesooreed 6.8 
oo "TT lela eon ee pared to $5.19 last year. | Richord Diamond, Amos ‘n’Andy | Helen Trent (American Home 
prize = pee 6.6| _ Products, CBS) ......s-eessssereessssnsssnnsne OT 
One or a thousand available immediately. Miss Furman Directs Ads Jr. Miss, Bing Crosby (General Electric, Our Gal Sunday (American Home 
Get the full story today .. . write or phone CBS) 6.2 NE IIIED  cincadcncsvsackcccsacssadagconsonsd 6.7 
f Bond Diamond Co., Newark, has | G r POPP PICS ICI r rrr tt tet ee eee eee eee eee eee eee . Road of Life (P&G, CBS) es Mei cn 6.6 
Fashion Club Shetland Pony Sales Co. appointed ; Gocaisine F area, 4 poy Marx (DeSoto-Plymouth, 5.9 Wendy Warren (General Foods, CBS) ....6.6 
; 4 : ; mem er o e Jew or as ion : sae eeeccesecs — COO teen eeeeeeereeteeeeeses ° A t J L B * CBS ae see 6.5 
oe ae XR, am. TsOnee Group, director of advertising. — Margie (Philip Morris, i Ouiding tight (P&G, CBS) wi : idilcantalel 6.5 
Tec eeSI ITI ere tet eee eee eee 25 not * Young Dr. Malone (P&G, CBS) ee 
coe mpsecaese: age aan (Consolidated 5.7 Perry Mason (P&G, CBS) oornrnninnn 6.4 
Eide . ; a ae a ocanhenendonetetens ‘ Second Mrs. Burton (General Foods, 
a alent Scouts (Lipton, 56 CBS) cenenneenmteneertnnnennneenne 6.4 
onan, Mr, and Mrs. North (Colgate, CBS) ........ 5.6 SATURDAY-SUNDAY, DAY 
nthe, | Dragnet (Chesterfield, NBC) eoccccceocrccecs 5.4 Stars Over Hollywood (Carnation, 
| Or. Christian (Chesebrough, CBS) ........ _ i eee 4.3 
Suspense (Auto-Lite, CBS) .......cccccccee 5.4 The Shadow (Co-op, Mutual) ................ 4.3 
| *Truth or Consequences (Pet Milk) and Theater of Today (Cream of Wheat, 
| Big Story (Pall Mall, NBC) ............ 5.4 Rs Siete ria psespoaceniasay viswnotusesataseniel 4.1 
| Walk a Mile, Vaughn Monroe True Detective (Mutual) ...........ccccceeeeee 4.1 
PMS SNE candeiasasacennescsaadtardecesececs | Fi Fie BA ris GOOG onecessacicccsceconceasicons 3.8 


*When two shows are listed for a single rating, one was on in September, the other 
in October during the rating weeks. 


| 


Trendex TV Ratings 
Ten Multi-Station 


TV Cities, 
Nov. 1-7, 1953 


Pulse Network 
TV Ratings 


| In 32 Markets, Oct. 7-13, 1953 
EVENING, ONCE A WEEK 


Program Rating Rank Program Rating 
1 Love Lucy (Philip Morris, CBS) ........ 46.0 
|Cragnet (Chesterfield, NBC) ............ 38.4 1 | Love Lucy (Philip Morris, 
| Groucho Marx (DeSoto-Plymouth, Ee LEP ames 52.3 
SRE SE een er nen Ce 37.0 2 Talent Scouts (Linton, CBS) ..csccecscs 50.7 
| Milton Berle (Buick, __ nee 36.8 3 Dragnet (Chesterfield, PG) aissoces 43.5 
Godfrey’s Talent Scouts (Lipton, 4 Godfrey & His Friends (Chesterfield, 
| UND duce schsheuaenecadgegtiadctacioladanperssitcnviisvs 33.9 Toni, Pillsbury, CBS) ..............000-+. 41.7 
Godfrey & His Friends (Chesterfield, 5 Jackie Gleason (Nescafe, Schick, 
Pillsbury, Toni, CBS) ...........c.cceseeees 33.8 IEE, SD Seki cies rcsoiriseerdicivina 39.2 
Jackie Gleason (Schick, Nescafe, 6 Groucho Marx (DeSoto-Plymouth, 
BUFO GOO) ciscesessisccscevecesesesecivecceess 32.3 RUE cchipbasabssaibouacacectaiees susuaseaitbiaisd 38.1 
Show of Shows (Several sponsors, 7 Toast of the Town (Lincoln-Mercury, 
EIEN. Kaxauatuaceisreishasaeeksateusdbnissaviasnivedined 30.0 SEES ee aye ae 37.4 
- Red Buttons (General Foods, CBS) ....29.9 8 Milton Berle (Buick, NBC) ............ 33.6 
Colgate Comedy Hour (NBC) wevovesosces 29.8 9 Red Buttons (General Foods, 
e Burns & Allen (Carnation, MED ike Wii ccoteibetcaninnn 33.2 
T Li ep M4 0 U sto oS C iy r i ey j C | e Goodrich, eee 29.3 10 Our Miss Brooks (Generai Foods, 
TV Playhouse (Philco, Goodyear, NBC) 28.5 PEER a ERAS eB 
Fireside Theater (P&G, NBC) ............. 28.4 
e FORE TUNE GH) seaiisenateniiceescsnsiene 28.0 
T-Men in Action (Borden, NBC) ........ 27.6 ’ 
is the ONE paper that has proved WHAT'S GOING ON? 
MULTI-WEEKLY | 
+ h | 6 . ° meee. Doody (Several sponsors, Le Fangs ed b pple reso — 
it can 0 f e sé ing jo in t e Perry Como (Chesterfield, CBS) ........... 13.6| zines can keep you posted on what's 
Camel News Caravan (NBC) ............ 12.9; going on. The 2,272 publications we 
Dinah Shore (Chevrolet, NBC) ........ 12.4 read ace listed in the 192 - page 
f H f k t Eddie Fisher (Coca-Cola, NBC) .......... 11.5, Bacon's Publicity Checker in 99 
grea ous on mar e @eee Arthur Godfrey Time (Several market groups. 
e I. GUD -piciieitectarsiienvnsnne 10.6 Ask for free copy of Booklet No. 50 
Strike It Rich (Colgate, CBS) ............ 10.1. “Magazine Clippings Aid Business” 


Douglas Edwards & News (Pall Mall, 
es GUD Sects ccisvinsasintenssiesens 9.6 
Search for Tomorow (P&G, CBS) ........ 9.4 
Jane Froman (General Electric, CBS) .... 9.1 
Love of Life (American Home 
MII: CEE. cui dscccancatedcassasennckekentvaens 9.1 


Order Bacon's Publicity Checker on Approval 
Price $6.00— it will soon save its cost. 


More Effectively, 
More Economically 


BACON’S CLIPPING BUREAU 


- 343 So. Dearborn St., Chicago 4 


This is the Chronicle’s 
40th consecutive year of dominant | 
leadership in both advertising 
and circulation. 


Opportunity 
to co-sponsor the 
lowest cost-per-thousand 
“Kiddie Show” on TV in New York 


One of the highest-rated, lowest-budgeted 
children’s shows on TV —currently doing a sen- 
sational sales job for one of our clients in prime time 
slots in 7 key markets—will soon be available for 
co-sponsorship on one of New York City’s major 
stations. 

If you are an advertiser whose product 
is sold to or through children, here is a 
ready-made, proven vehicle for reaching huge, loyal 
audiences (with integrated commercials delivered by 
one of TV’s best loved personalities) at the lowest cost 
per thousand on TV today. 

We'll be happy to give you complete details. 


EMIL MOGUL CO... INC. 
250 WEST 57th ST., NEW YORK, N. Y. 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


THE 


BRANHAM COMPANY — National Representatives 
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The Harrisburg Patriot-News 


announces that effective 


January |, 1954 


it will be nationally represented by 


MOLONEY, REGAN & SCHMITT 


Newspaper Representatives Since 1900 


* 
The HARRISBURG MARKET 


has long been recognized as one of the far 
above-average markets in the United States 


Here are some interesting facts: 


—- 


. Harrisburg’s Metropolitan area effective buying income is $458,640,000 


2. Harrisburg’s Retail Drug Sales in 1952 were $6,465,000 
(Harrisburg’s per capita Drug Sales were $70) 
(U.S. per capita Drug Sales were $30) 


3. Harrisburg’s per capita retail sales in 1952 were $1,933 
The highest of any major market in Pennsylvania 
(U.S. per capita retail sales were $1,041) 


4. The Patriot-News carries more General Advertising than any Newspaper in 
Penna.: Except Philadelphia and Pittsburgh. 


5. Harrisburg is both a Neilson and a Burgoyne Test City 


The Patriot-News 


Published in 
Pennsylvania’s THIRD LARGEST Market 
Daily Circulation ... 116,069 Sunday... 100,219 
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Serving the men and women of 
agriculture as nothing else does... 


FARM JOURNAL will serve you 
as nothing else can. 


Why settle for LESS? 


Eighteen years ago FARM JOURNAL began the development 


of a new kind of farm magazine designed to meet the needs 


and interests of a new kind of agriculture. 


Today, still basically different in concept and physically 
different to carry out that concept, FARM JOURNAL has 


become the largest, most powerful farm magazine published. 


FARM JOURNAL is first by a wide, wide margin in 


circulation on the farm—first by a wide and growing 


margin among advertisers who want to reach and 
sell the big U.S. farm market. 


Why Settle for Less? 


Farm Journal 


America’s largest, most successful farm magazine 
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This Week in Washington... 


Summerfield Is Claiming Too Much 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Nov. 25—On the 
basis of his efforts to modernize 
and improve the postal service, Ar- 
thur Summerfield will probably 
rank as one of the best Postmas- 
ters General in history, so it’s a' 
shame to find him engaged in a 
cheap effort to add to his own 
laurels by misrepresenting the rec- 
ord of his predecessor. 

In recent speeches, he’s been 
talking about the fact that a deficit 
of $3.8 billion was piled up by the 
Post Office Department between 
1945 and the day he took office. 
Then he goes on to report the steps 
he has taken to improve the serv- 
ice while trimming the deficit 
from $746,000,000 to $440,000,000. | 

Anyone who followed the career | 
of former Postmaster General Jes- | 
se Donaldson—as this reporter did | 
—knows that the following two 
sentences by our present Post- 
master General are utter nonsense: 

“So far as I could determine, | 
everyone complacently accepted | 
the idea that we should pass on 
to succeeding generations our un-| 
paid postal bill. So I found no one) 
working on the job of making our | 
postal establishments as nearly | 
self-supporting as possible by ef-_| 
ficient management and by pay-) 
ing realistic and equitable postage | 
rates.” 

Mr. Donaldson might not have) 
been the most imaginative person | 
in the world, so far as modernizing | 
the service was concerned, but he | 
was dedicated to the idea that the 
users of postal service should pay 
higher rates, commensurate with 
inflated costs. He was repeatedly 
before Congress and the Interstate 
Commerce Commission with pro- 
posals for higher rates. 

In fact, about $153,000,000 of that 
“saving” which Mr. Summerfield 
has made for the taxpayers consists 
of higher parcel post rates, sub- 
mitted to the ICC by Mr. Donald- 
son before Mr. Summerfield took | 
office. And another $135,000,000 
was achieved through bookkeeping 
magic. 

. * * 


By now, the tariff commission 
must be smarting under the rebuffs 
that are coming its way from the 
White House. Early this month, its 


NATION'S LARGEST TRADE TERRITORY 


BANK CLEARINGS 
IN EL PASO 
UP 578% 


Year 1952 .$1,831,617,798. 
Yeor 1940 270,160,127. 


recommendation for a higher tariff 
on briar pipes was set aside by 
President Eisenhower. This week 
the President picked to pieces a 
tariff commission report on hand- 
blown glassware. 

The President said he was not 
sure, from the tariff commission 
report, whether the decline in the 
market for domestic glassware was 
caused by foreign competition or 
technological developments. He 
said he needed more data on the 
effect of a higher tariff on con- 
sumer preference and retail prices. 
He wanted to know the significance 
of figures which indicate that an 
increasing percentage of the im- 
ported glassware is in the high- 
quality items. 

“As you know,” he reminded the 
tariff commission, “I am anxious 


that any modifications of existing 
concessions be made only on the 
basis of a clear-cut demonstration 
of serious injury to a domestic 
industry resulting from increased 
imports reflecting the tariff treat- 
ment under a trade agreement.” 
~ - ry 

Of the 20 or so special commis- 
sions that have been set up to help 
the Eisenhower administration 
study various policy matters, none 
faces a more difficult job than the 
special commission in state-federal 
relationships under Dr. Clarence 
Manion. 

This group—with former Con- 
gressman Dudley White serving as 
its fulltime staff director—is sup- 
posed to sort out overlapping func- 
tions and try to get federal, state 
and local authorities out of each 
other’s hair. 

Above all else, of course, the 


‘sponsors of this idea fondly hope 


that the commission will eliminate 
duplication in the field of taxation. 
But that’s an end more easily cher- 
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ished than achieved. 

For example, the states would 
like to get the $800,000,000 a year 
that pours into the federal treasury 
from the 2¢-a-gallon federal gas- 
oline tax. But the federal govern- 
ment—which contributes $575,000,- 
000 annually for highway con- 
struction—isn’t a bit eager to give 
up this source of revenue. 

To understand the conflicting in- 
terests involved, it’s important to 
remember, too, that a good many 
industries—including the gasoline 
industry—are grateful for the 
leadership that has been exerted 
by the federal government toward 
improving and planning our high- 
way system. These business men 
are often against “big government” 
but they are likely to remain 100% 
committed to the federal gasoline 
tax, if that’s the price that has to 
be paid for a federal highway pro- 
gram. 

a e . 

The success of non-fattening 

foods and drinks which are getting 


increasing space in supermarkets 
and drug stores has come under 
the critical eye of the Food and 
Drug Administration and may 
force a tough policy decision on 
Oveta Culp Hobby, the Secretary 
of Health, Education and Welfare. 

FDA people admit artificial 
sweeteners used in most of these 
products are harmless in them- 
selves and that the products are 
fine—when they are consumed by 
individuals who are acting on 
sound medical advice. They feel, 
however, that we ought to know 
more about the effect of these 
foods on normal people. FDA wants 
to know whether it’s dangerous, 
from the nutritional standpoint, 
for normal people to cut their sug- 
ar consumption; it also wants to 
know whether non-consumption of 
sugar is a factor in helping normal 
people avoid obesity. 

The sugar industry is insisting 
that sugar substitutes may actual- 
ly encourage normal people to eat 
more. Appetite, the industry says, 


This dramatically lighted display, 
only 11 by 9 inches, shows two 
Speidel watchbands in plastic cases, | 
and an enlarged replica gives product 
prominence, and stimulates sales. 


WIEDEMANNS 
FINE yy BEER 


GAIN 1,561 ,457,671. 


"You'll Sell More in a Market Which 
Earns More and Spends More’ 


The #1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30° Line BUYS BOTH! 


The frost topped, raised block 
letters in white against the dark panel 
gives Wiedemann Beer an effective 
lasting display used on bar back 
mirrors or refrigerator doors. 


The plastic head of the girl, attached 
to the upright back of a carton of swim 
caps, head demonstrates the decorative 
quality of the swim cap in use and 
increased sales substantially. 


- 


This magnificent medallion, dull gold in color and 
thirty-three inches in diameter, was ordered for the Ford 
Fiftieth Anniversary. It has elicited so much appreciative 
comment that it remains as a permanent fixture in the 


showrooms of Ford dealers. The 


heads of three generations 


of Fords were modeled in bas-relief. Produced in plastic by 
the Einson-Freeman vacuum forming process, it costs 
a fraction of a similar reproduction in other materials, 


An oversize plastic Maxwell House 
can leans out of an orange-red board 
background. The backlighted can 
flashes off and on . . . effective 
product reminder at point of purchase. 


‘_ - 
"s BEST 


WHISKEY ar 


This Hill & Hill display is 36 by 
25 inches, on a 3 inch deep panel, 


with illuminated white and red globes. 
A spectacular promotion piece, much 


favored in package stores, 
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is governed by the sugar level of 
the blood. When sugar substitutes 
are consumed, the sugar level stays 
low and the individual remains 
hungry. 

By the time this argument reach- 
es Mrs. Hobby for a decision, FDA 
hopes to have a clear-cut report 
from the National Research Coun- 
cil, an organization that has ac- 
cess to the best scientific knowl- 
edge in this field. On the basis of 
this report, she would have to de- 
termine whether the non-fattening 
foods are to be available for popu- 
lar consumption, or whether they 
are to be labeled as specially pre- 
pared for persons who are required 
to abide by non-sugar diets. 


NBC Radio Boosts Percival 


Martin H. Percival, formerly an 
account executive in the New 
York office for National Broad- 
casting Co. spot radio sales, has 
been promoted to manager of spot 
radio sales in San Francisco. He 
succeeds Heber H. Smith. 
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LITTLE BLACK BOOK?—Paul Hartman (second from left), star of ABC-TV’s “Pride 

of the Family,” thumbs through an address book during a backstage visit with his 

sponsor, E. Lloyd Benegger (left), executive v.p. of Bristol-Myers Co. With them are 

Dan Seymour, v.p. in charge of radio and tv, and Jomes Benham, contact man, 
both of Young & Rubicam, which handles the show for Bristol-Myers. 


Hicks & Greist Boost Two Elgin Watch Names Johnson 


Hicks & Greist, New York, has Thomas A. Johnson has been 
named Herman Ludin group art appointed supervisor of sales of 
director and Richard Sala assist- the abrasives division of Elgin Na- 
ant to the executive art director. tional Watch Co., Elgin, Il. 


MYRON R. HUTCHISON 


SALEM, Mass., Nov. 24—Myron 
R. Hutchison, 61, president and 
publisher of the Salem Evening 
News, died Sunday at Salem Hos- 
pital after a long illness. He had 
been with the News for 34 years 
and became president and publish- 
er in 1947. 

Mr. Hutchison was born here 
and attended Boston University. 
Before joining the News he headec 
the commercial department of the 
Salem High School for a numbe- 
of years. He was a former presi- 
dent of the local chamber of com- 
merce and served on the city’: 
planning and other boards. 


HARRY C. KEANE 


PHILADELPHIA, Nov. 24—Harry 
C. Keane, 57, advertising manager 
of S. S. White Dental Mfg. Co., 
died yesterday in Cocoa, Fla. 

Mr. Keane lived in Maple Shade, 
N. J. He became associated with 
the White company in 1916 and 


By Permission, Copyright 1953. 
The New Yorker Magazine, Inc. 


“And what if the Coca-Cola people don’t want it?” 


Which may be a problem for the longhair, fine 


arts type sculptor without business background. 
We always ask the prospects first! 

We’ve been in the sculpture business in a small 
way for more than a year .. . no heroic marbles 
or abstract brass eggs, though. 

We merely combine art, science, and quantity 
production at low cost—and the customers like 
it fine! By some strange coincidence, our sculpture 
always turns out to be a display. 


We start with a genuine Beaux Arts sculptor 
who wears a smock and everything. He carves a 
relief model, makes a mould out of a stone-like 
composition. Lithographed sheets of plastic are 
laid over the mould and heated. The air is sucked 
out of the mould, and the hot plastic clings to the 


EINSON-FREEMAN COMPANY, Inc. 


Persistent Pioneers in Display Development 
Starr & Borden Avenues, Long Island City 1, N. Y. 


relief surface. Cool—and out comes a plastic 
sculpture! And we make as many as you want. 

The process is called “vacuum forming” .. . 
and will reproduce in plastic anything that can be 
lithographed, from a beer barrel to faithful bas- 
relief likenesses of three generations of Fords! 

The three dimensional plastic facsimile is even 
more accurate than reproductions in wood, metal, 
plastic, wax—and costs only a fraction as much. 
It is light weight, practically unbreakable, and 
highly resistant to heat, cold, moisture. The color 
is fast. It can be used indoors or out, and lighted 
from within. It can even be washed! 

We offer these beautiful, permanent, vacuum- 
formed plastics to any advertiser who wants a 
novel and distinctive permanent display. Always 
pleased to show samples. Phone, wire, or write... 
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served as copy chief and assistant 
advertising manager before be- 
coming advertising manager in 
September, 1952. He was a member 
of the Eastern Industrial Advertis- 
ers Assn. 


WALTER C. MORDECAI 


New York, Nov. 25—Walter C. 
Mordecai, 69, retired president of 
Equity Press, a specialist in direct 
mail advertising, died yesterday at 
his home here after a long illness. 

A native of New Orleans, Mr. 
Mordecai came here as a young 
man and established his own print- 


ing and advertising business at the 


age of 18. Later he founded Equity 

_ Press. In 1939 he sold the business 
‘to his employes and retired, but 
still took an active interest in di- 
|'rect mail developments. 


WILLIAM MILLER 

Newark, Nov. 24—William Mil- 
\ler, 63, in charge of advertising 
'production for the Newark Eve- 
ning News, died Nov. 22 after a 
long illness. He had been with the 
News for 48 years, starting as a 
mail boy, and had held various 
positions in the advertising depart- 
/ment before taking over advertis- 
ing production about 15 years ago. 


OLE A. OLSON 


MILWAUKEE, Nov. 24—Ole A. Ol- 
son, 76, president of Artco Print- 
ing Ink Corp., died Nov. 18 after a 
‘long illness. He had been associ- 
ated with the graphic arts indus- 
try here for 56 years. 


Disband Hormel! Girls’ Show 


The Hormel Girls’ caravan, 
which has made hundreds of 
radio and personal appearances 
for Geo. A. Hormel & Co., Austin, 
|Minn., meat packer, will be dis- 
banded Dec. 10. In addition to a 
weekly radio program, the 65-gir] 
troupe has toured the U. S. three 
times in five years. Other promo- 
tion methods, not yet announced, 
will replace the troupe. Batten, 
Barton, Durstine & Osborn, Minne- 
apolis, is the agency. 


Sanders Joins WIP Sales 


Robert E. J. Sanders, formerly 
sales promotion manager of Credak 
Inc., national credit card company 
in Philadelphia, has joined the 
sales staff of WIP, Philadelphia. 


Jarvis Joins Goldblatt 


Harry Jarvis, formerly with 
Martin & Tuttle, has been named 
an account executive with Alfred 
L. Goldblatt Advertising, Seattle. 


New York New Orleans 


Chicago St. Lovis 
Philadelphia Cleveland 
Detroit Memphis 


Washington, 0.C. Birmingham 
Baltimore Houston 
Los Angeles Atlanta 


Ebony gives maximum 
coverage at lowest cost 
per dollar! 
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TV Has Cut Down 
Newspaper Homes, 
Advertest Reports 


|maker of oil furnaces and space 
heaters, both of Grafton, Wis., have 
appointed Maercklein-Nelson, Mil- 
waukee, to handle their advertis- 
ing. 


St. Onge Joins Torrington 


Walter J. St. Onge, formerly on 
the editorial staff of the Register, 
Torrington, Conn., has joined the 
public relations and advertising 
staff of Torrington Co., Torring- 


New Brunswick. N.J.. Nov. 24 ton maker of industrial machine Names Stromberger, LaVene 


—A study of tv’s effect on reading needles, cycle parts and needle | 


habits shows that the percentage | 
of homes reached by newspapers | 
has decreased slightly and the per- 
centage of homes reached by mag- 
azines has increased. But time de- | 
voted to newspaper reading is) 
about the same, while time given 
to magazines is up. 

These findings were made by | 


'Names Maercklein-Nelson 


Advertest Research, based on 760) 
personal interviews in tv homes in 


the New York metropolitan area. 
The study reports that 92% read | 
a daily paper as compared to 96% 
last year. Sunday newspapers are 
read by 94%, also a decrease. How- 


ever, reading time for Sunday pa-_ 


pers is up eight minutes per per- 
son, while reading time for dailies 
at home is about the same, and 
away from home the reading is up 
slightly. 


® The average number of news- 
papers purchased per family is 
down slightly, while magazine 
purchases are up, with the average 
family buying better than three. 
All sections of magazines were 
said to show increased reading 
over last year. 

One-fifth of the respondents said 
tv had decreased their interest in 
reading newspapers and maga- 
zines. Three-fourths reported no 
change in interest. 


Heads Pacific Newspapers 


Hugh McGilvra, publisher of 
the Washington County News- 
Times, Forest Grove, Ore., and co- 
publisher of the Valley News, 
Beaverton, has been elected presi- 
dent of Pacific Slope Newspapers 
Inc. The organization is the ad- 
vertising sales representative for 
the advertising service depart- 
ments of the newspaper associa- 
tions in Oregon, Washington, Ida- 
ho and Montana. 


King Joins U. S. Government 


Eugene H. King, program direc- 
tor for WEEI, CBS-owned radio 
outlet in Boston, has taken a year’s 
leave of absence to accept an as- 
signment with the U.S. Informa- 
tion Agency in Europe. He will 
head all broadcast activities of the 
U. S. government in Europe, in- 
cluding the Voice of America sta- 
tions. 


the 


country for 


, | Firestone Tire & Rubber Co. 


the science| of Aselling with signs 


NEON PRODUCTS, inc. 


America’s largest and most experienced 
manufecturers of illuminated signs. 


600 Neon Avenue, Lima, Ohio 


' 


Stromberger-LaVene - McKenzie, 
|Los Angeles, has been named to 
/handle public relations for General 
Petroleum Corp., Los Angeles. The 

American Thermo Appliance Co., agency was recently named to han- 
maker of Featherway steam irons, | dle the company’s advertising, ef- 
and Jungers Stove & Range Co.,| fective Dec. 1. 


bearings. 
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Martha Maid to Grossteld 


Martha Maid Mfg. Co., Chicago 
maker of lingerie, has appointed 
Grossfeld & Staff, Chicago, to di- 
rect its advertising. Promotion 
plans call for an intensive cam- 
paign in national publications and 
trade publications, as well as an 
expanded direct mail drive and 
point of sale retail helps. 


DuMont Appoints Thayer 
John A. Thayer Jr., formerly a 
space representative for Esquire 


Inc. and Reuben H. Donnelley 
Corp., has been named an account 
executive in the sales department 


'of the DuMont television network. 


Joins Advertising Producers 


Richard S. Smith, formerly 
manager of the Chicago office of 
O. B. Motter & Associates, pub- 
lic relations consultant, has been 
appointed to the new post of di- 
rector of the p.r. department of 
Advertising Producers Associated, 
Chicago agency. 


12 reasons why Progressive 


every building product and 


SJRFRINVAR Y 


PREVIEW«<OF 1954 


This issue will $et the theme for 
the year and Will present P/A's 
annual PREVIEW of design 
trends, busines$ prospects, and 
engineering. advarices. It will an- 
nounce the winners of the P/A 
DESIGN AWARDS. 


Effect on Seandches of improv- 
ing health cares Health care is 


improving, buthospital construc- membershifgg #WERE ie turn to 
tion lags. HOw important are the arts pulture iam le want 
other health facilities, insurance good pe How w is affect 
plans, clinics? the design OF BUNIGINGs, rend busi- 


Here's the best book to build your schedule 


In 1954, Progressive Architecture will present the 
building types holding the greatest potential for sales 
of building products and equipment. This way, we 
hope to be of the greatest service to our subscribers 


. and to our advertisers! 


P/A's overall editorial theme for the year will be 
**ARCHITECTURE FOR THESE CHANGING TIMES''— 
based on the social, economic and technical factors 
which will influence architecture in 1954. P/A plans, 
month by month, to focus on these factors, 
study the buildings and building types which they 


have produced. 


ing living abits. 4 
houses, 
living struct adi influenced 


ness prospects? 
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‘Rurchesiare. growing in 
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RECREATION BUJLDINGS 


& ‘ 
Effect on architecture) of more 
leisure hours,.kow many build- 
ings—familiat building types and 
new types have been influenced 
by tod BOssibilities 


ARCHITECTURE 
OF THE HIGHWAY 


Effect on architecture of greater 
mobility, Withwi@tets replace 
hotels? How important to archi- 
tects is the highway program— 
how abolf gd@sesttitions, restau- 
rants, drive4ns, BRopping cen- 
ters, parking facilities? 


All regular P/A features—covering every phase of ar- 
chitectural practice—will be continued in 1954. These 
include the Newsletter, Gutheim's new Washington 
Perspective, Progress Preview, Interior Design Data, 
It's The Law, Out of School, Spec Small Talk, Selected 


Details, and the expanded Office Practice series. 


and to 


sentative today. 


P/A's understanding of the needs of the profession, 
coupled with action to satisfy these needs, have made 
it the most widely read architectural magazine in 
the world. Over 300 advertisers now profit by this 
proved leadership. To find out how your company 
or client can benefit, write or phone your P/A repre- 
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Advertising Age, November 30, 1953 


Fairmont Promotes Turkeys 
for the Holiday Season 


Fairmont Foods Co., Omaha, has 
launched a campaign to promote 
turkeys during the holiday season. 
Newspapers, radio and television 
will be used in all its marketing 
areas. 


Sales promotion and display Joins ‘LHJ]' Chicago Sales 
Elwin F. Rosendahl, 


pieces will be used to back up the, 


‘Arizona Days’ Accepts Ads (2 Buy KVAS, Astoria, Ore. 
Arizona Days & Ways, Sunday | KVAS, Astoria, Ore., has been 

magazine supplement of the Ari-|sold to T. R. Williams, Astoria, 

zona Republic, Phoenix, is now ac- and A. L. Capstaff, Portland, sub- 

cepting four-color process e1,000 | Con to Federal Communications 

tising. Minimum unit will be 1,000 

lines (5 columns by 200 lines). 


Commission approval. The station 
| has not operated since August, 
| 1953, when it went into the hands 
of receivers. 


formerly 


drive. Dealers will receive tie-in Chicago sales supervisor of Proc-|Rominger Advertising Moves 
mats with a sales kit. Allen &|ter & Gamble Co., has been ap-| Rominger Advertising Agency, 
Reynolds, Omaha, is Fairmont’s pointed to the Chicago sales staff| Dallas, has moved to the Kirby 


agency. 


Fawcett Finds Housewives Want Facts; 
‘Today’s Woman’ to Eliminate Fiction 


New York, Nov. 24—Today’s 
Woman will drop all fiction be- 
ginning with the July, 1954, issue, 
according to Ralph Daigh, editor- 
ial director. The eight-year-old 
Fawcett monthly will use pages 
formerly given to fiction (about 
25% of the editorial content) for 


features. 

Back of the change, according 
to Mr. Daigh, is a study that 
showed that the young housewife 
is more interested in non-fiction 
about food, her home, her husband, 
her children and her furnishings 
than in outstanding fiction. 


of Ladies’ Home Journal. | Bldg. 


non-fiction articles and service 


Architecture belongs on 


equipment schedule in 1954 


APRIL 


SCHOOLS AMD» COLLEGES 


Effect on architecture of higher 
educationgivevels, How does the 
increasiig” ratio “of educational 
levels to slation figures affect 
the design “Of Various building 
types—for childfen and for 
adults? 


OCTOBER 


NEW.BUILDING MATERIALS 


Effect onorchitecture of improved 
materiels, What should or chiteet s 
do to direct, Gid, vtilize devel- 
opments in building products? 


“agen are Useable from 
rese = government, Uhiver- 


sity, private? 


MAY 


REMODELING 

Effect on architecture of growing 
obsolescenéewofs buildings. Our 
physical plant ‘in many building 
types is obsolete. Should we re- 
model, op? What are the 
business prospects — ‘the design 
possibilities? 


og 


2 CC 
Sc 


AI 7a \s EC AA 
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ro 


COMMERCE AND INDUSTRY 


Effecton ar chitectureof @xpand- 
ing commerce and industey. What 
results im design an@ Business 
prospeeis have com@ fram ” 
business Boom? What is ha 
ing in commercial work, in 


trial construction? 


Architecture’s most 


widely read magazine... 


STRUCTURAL (ENGINEERING 


Effect of @ethiteeture of new 
structure@l Concepts. Will our 
building forms really change with 
new structural knowledge? What 
changes are. q\ready taking 
place? a sci ye 


NEW, BUILDING EQUIPMENT 
Effect on architecture of envirot 


mental €ontrol. How is the de 
of buildings being changed” a 
new methods of heating, Cooling, 
nditioning of air; by a 
ntrol; by advanced © 


Pm vie 


F) Teall Decca Pendens 


Progressive Architecture 


Reinhold Publishing Corporation 
330 West 42nd Street 
New York 36, New York 


World’s largest publisher of architectural books 


ie aS 


® He said a test non-fiction issue, 
published early in 1952, brought 
such a reaction that Fawcett de- 
cided to slash the fiction content 
and increase the non-fiction in 
following issues of Today’s Wo- 
man. 

Julian Bach, editor, said all 
successful magazines today have 
changed their proportion “so that 
the balance is better than two-to- 
one in favor of facts.” He added 
that a magazine “totally concerned 
with the realistic self-interests of 
young wives will be an even more. 
productive advertising medium.” 


Ad Training Booklet Out 


City College’s Bernard M. Bar- 
uch school of business and public 
administration, 17 Lexington Ave., 
New York 10, has issued “A Man- 
power Pool for Advertising—1953- 
1954.” The booklet, which de- 
scribes the school’s advertising co- 
operative training program, may 
be obtained by addressing Claude 
M. Bolser, coordinator, coopera- 
tive advertising training, at the 
school. 


Ingeman Joins Merit Displays 


Milton S. Ingeman, formerly 
/sales promotion manager of Schen- 
ley Distillers Corp., New York, has 
joined the staff of Merit Displays, 
New York, as a specialist in the 
creation and production of point 
of sale merchandising displays 
and promotions for the liquor and 
allied industries. 


Researcher 
Alfred Politz 
Recommends 
Copywriter 
Claude Hopkins 


Claude Hopkins, whose creative copy 
made him one of the highest paid 
writers in advertising history, owed 
much of his success to his own copy 
research—which Alfred Poiitz rates 
as one of the most significant mile- 
stones in advertising research history. 


n “SCIENTIFIC ADVERTISING,” Hop- 
kins summed up the basic principles 
of advertising techniques proved by 
his enormous experience with tesied 
copy. The simple axioms he developed 
30 years ago are as true now as they 
were then—and twice as important. 


Long out of print, and a practically 
unobtainable collector's item, the 
book has now been re-issued so that 
everyone who plans, writes or pays 
for advertising may keep it on his 
desk for constant reference. 

Discount prices on orders: 5 to 9 

copies, 10% off... 10 to 24 copies, 


15% off ...24 to 49 copies, 20% 
off . . . 50 of more copies, 25% off. 


MAIL THE COUPON FOR YOUR COPIES TODAY 


——— een snr nr nn sn se ee ee 


Moore Publishing Co., 
Book Division 45 
48 West 38 St., New York 18, N. Y. 


SEND TeTrriyi Ty... 


@ $2.00 []) Check [] Meney Order 


| 

| 

| 

| 

| 

“SCIENTIFIC ADVERTISING" | 
| | 
ADDRESS TO: 
| 
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Ludgin Lashes Out at 
Advertising Excesses 


(Continued from Page 1) 


Evening Post. Of all ads that 
should have been interesting most- 
ly to men, 53% got a noting of 
20% or less, and 37% got a noting 
of 14% or less. Of ads that should 
have appealed mostly to women, 
43% got a noting of 20% or less, 
and 28% got a noting of 14% or 
less. 

“Ladies and gentlemen,” he 
said, “I contend that, percentagely, 
a little boy with a tin whistle can 
stop more people than that.” 

Mr. Whittier deplored the medi- 
ocrity which he said is widespread 
among agencies, and urged that top 
agency management promote the 


attitude that “the production of 
effective advertisements is the 
most important function of an 


agency; that it is the only function 
which can keep an agency in busi- 
ness, and that all other agency 
functions are supplementary to it.” 


® If any of the assembled account 


executives who listened to Robert 
Updegraff, business consultant, 
discuss “what your client really 
thinks of you” were startled by his 
findings, they concealed it re- 
markably well. 

Mr. Updegraff said his survey of 
top management showed three 
basic complaints about agency 
contact men: (1) They waste too 
much time because they don’t 
think things through and have to 
keep taking things back to be done 
over; (2) they try too hard to sell 
the client, rather than the public, 
and seem more anxious to get an 
okay on their plans, programs and 
copy than they do to sell the prod- 
ucts; (3) they are too content to 
be good advertising technicians, 


instead of building themselves into | 


sound business men, and manage- 
ments are afraid of agency men’s 
judgment when it comes to spend- 
ing money. 

Mr. Updegraff commented that 
agencies seldom advertise them- 
selves. 


e® A panel of Aldis P. Butler, 
Young & Rubicam; Edward Com- 
stock, Cunningham & Walsh; Van 
M. Evans, Deutsch & Shea; Henry 
M. Schachte, Sherman & Mar- 
quette, and Edward E. Stowell, 
Benton & Bowles, wrestled with 
the problem of client contact. 
Mr. Evans held the solution lay 
in hitting the road, getting out into 
the plant, reporting disquieting 
facts to agency management, and 
having good sources within the 
client’s organization. Mr. Butler 
thought there were three important 
areas of knowledge for a contact 
man—knowledge of the client’s 


business, knowledge of the people’s | 


relationship within the client or- 
ganization and of the skills of the 
agency personnel, and knowledge 
of the wares which the agency 
was offering to the client. 


= Mr. Stowell noted that the two 
extremes of client-agency relation- 
ship are those in which (1) the 
client wants the agency to run its 
business completely, and (2) the 
client wants the agency to confine 
itself strictly to advertising func- 
tions. He held that an agency must 
continually probe for facts and de- 
tails of the client’s business, and 
maintained that a satisfactory job 
couldn’t be done without them. 

Mr. Comstock felt that agency 
men could be converted into busi- 
ness men by study and reading of 
business papers, by knowing peo- 
ple in other lines of work, by talk- 
ing to client people in other than 
advertising functions, and by con- 
sulting agency management. 

Mr. Schachte pointed out that 


most misunderstandings come from . 


starting advertising discussions or 
presentations at the wrong level. 
He felt that any presentation must 


begin at “the level of the client’s | 
|ment, “as shown by a recent sur- 


understanding,” and went on to 
observe that “the client will buy 
only as good advertising as he 
understands.” 


s Agency people at the marketing 
session heard many a reference 
to ADVERTISING AGE and its series 
of articles on automation written 
by E. B. Weiss, 
director of Grey Advertising. Mr. 
Weiss, the keynote speaker, was 
backed by a panel that include 
Cornelius DuBois, director of re- 
search and development for Geyer; 
Eldon E. Smith, v.p. and manager 
of the merchandising department 
of Young & Rubicam, and Adolph 
Toigo, executive v.p. of Lennen & 
Newell. Presiding was Sherwood 
Dodge, v.p. in charge of market- 
ing for Foote, Cone & Belding. 

Mr. Weiss sees future retail 
stores where (1) the customer will 
make selections from a platform 
moving past the merchandise, and 
(2) the merchandise will be dis- 
played on a platform something 
like a carousel past seated, sta- 
tionary customers. 


| had advocated) 


merchandising 


| unearthed: 


| 


® He said that retailing is verging | 


on its second revolution—where 
electronics will take over what 
were previously human functions. 
The first retail revolution, he 
explained, was self-service. 

Mr. Weiss predicted the advent 
of advanced vending machines that 
would mean “new items, new 
stores 
Vending, he pointed out, “makes 
sales possible during the hours 
when stores are closed.” 

He expressed the belief that 
closed circuit television would 
have great impact on retailing, 
particularly on promotional tech- 
niques. Already, he said, one store 
chain is thinking of closed circuit 
|tv where it would be possible for 
customers to see that their children 
‘are safe at home. 
| 


‘8 Mr. Smith advised caution 
|against a “too hasty” use of auto- 
/mation that would leave customers 
|far behind. He also warned against 
the use of machines for inap- 
|propriate products—‘‘a machine 
| wouldn't do for girdles, an item 
where comfort and fit are para- 
mount.” 

Mr. Toigo said he sees “no great 
basic change in the fundamental 
problem of marketing and adver- 
tising in the immediate years to 
come. 

“One denominator holds good 
for each problem in marketing and 
advertising,” he continued. “That 
‘is the building of a consumer 
| franchise within a product classi- 
fication, whether it be cigarets, 
|soap or hair tonic. If a product is 
|to build a franchise it must be 
|'competitively right...The basic 
story must tell how the product 
fills the needs and wants; the bud- 
|get must be big enough to get the 
|story over; the media must be 
capable of allowing the story to 
| be told completely, with fullest im- 
pact, and economically; the mer- 
|chandising must support the broad 
objectives of the campaigns by 
sampling or display.” 


® Interviews, that boon to all re- 
search people, got a thorough rak- 
ing over the coals at the research 
group meeting. 

The most startling charge, made 
by Paul E. J. Gerhold, research 
director, Foote, Cone & Belding, 
was that interviewers often ask 
only key questions and then fill 
out the rest of the questionnaire 


'experience,” he asserted, “that a 


and new store locations.” | 


| Same time. 


| believable differences in different 


‘lations of specific instructions. 


| perform 
'time and are used over and over 


themselves. In a talk titled, “Let’s | 
Stop Fooling Ourselves,” Mr. Ger- 
hold cited this as one of “seven 
deadly sins” in sampling tech- 
niques. 
An overflow audience heard the 
research director level enough | 
criticism against the interviewing | 
method, as practised today, to, 
raise serious doubts whether any | 
marketing report with the com-| 
vey,” is valid. 
es “A great deal of the field work | 
that is being done for agencies is | 
incredibly bad,” Mr. Gerhold de- | 
clared. More important than better | 
quality (which earlier speakers | 
was reliability, 
validity and honesty, he said. 
Within the last year or so at) 
FC&B, he said, his department had 
(1) Surveys with un- 


areas; (2) false pickup and place- 
ment reports on about 100 families 
for a costly product test, and (3) 
several instances where interviews 
were based on fabrications or vio- 


He listed the “seven deadly sins” 
in interviewing as follows: 

1. Alteration, such as the inter- 
viewer who converts an 18-year 
old girl to a 45-year old housewife 
or females into males in order to 
fulfili her sample. 

2. Domestication, whereby cer- 
tain respondents are delighted to 
on any subject at any 


again by interviewers. 
s “We are convinced from our | 


great many of this nation’s surveys 
are based on results from an enor- 
mously overworked and _ inbred 
sample of inactive American wom- 
en.” 

3. Duplication, whereby inter- 
viewers conduct two interviews for 
two different companies at the 


4. Abbreviation. After holding 
a few interviews for lengthy ques- 
tionnaires, the interviewer asks 
only key questions and, to save 
time, fills out the rest of the 
questionnaire according to his idea 
of what the respondent would say. 
This, Mr. Gerhold said, is the most 
common problem of all in field in- 
terviews. 

5. Extenuation. The interviewer 
puts down comments that the re- 
spondent could not possibly have 
made, especially on open-end ques- 
tions. This is motivated by the be- 
lief that a good questionnaire will 
result in the interviewer being 
called on again. 


® 6. Multiplication of the hours an 
interviewer reports she spent at 
work. This, Mr. Gerhold com- 
mented, is an attempt to overcome 
the inadequate pay interviewers 
receive. 

7. Falsification. Actual falsifica- 
tion is the least common problem 
and is used only by novices be- 
cause it is the easiest to check on. 

Mr. Gerhold said the responsi- 
bility for these “seven deadly sins” 


rests with research directors, who 
ought to be able to set up capable 
staffs before presuming to report 
the thinking of respondents around 
the country. 

He suggested quality controls, 
improved communication and ade- 
quate compensation as three ways 
to help remedy the situation. 


s Basic uniform standards for 
hiring interviewers and interview 
procedure were urged by Mary 
Roth, a free lance field supervisor. 

Another free lancer, Esther Lotz 
of Cleveland, pointed out that 
“many things that sound quite 
possible from the desk are im- 
possible in the field.” It’s a rare 
interview that gets taken exactly 
as outlined, she said, and urged 
that interviews be written so that 
respondents will find them more 


30, 1953 


CHRISTMAS COMES EARLY—These are two of the first Christmas ads to break in 
Britain—both for products well known in America. The color page ot left was placed 
by Gillette Industries Ltd., now running its biggest campaign in history through 
W. S. Crawford Ltd. Hudson & Knight Ltd. (right), a Lever division, is offering 
Christmas wrappings in return for six boxtops from three soap products—Rinso, 


Vim or Knight's Castile. Lintas Ltd., 


London, is handling the campaign. 


interesting and consequently, will 
be more cooperative. 

Margaret McDonald, account re- 
search director for Kenyon & Eck- 
hardt, told the session: “The field 
director should be able to do more 
to obtain and to maintain a high 
quality of field work than anyone 
else in the agency. This assumes, 
of course, that she is encouraged 
to work closely both with those 
who plan the study and ‘the 
Field’.” 


s Visuals, in the form of the slides 


/and motion pictures, plus a bath- 


ing beauty and a skit entitled, 
“Your Cliche is Showing,” made 
for an entertaining as well as in- 
structive session at the public re- 
lations and publicity session at 
the Four A’s conference. 

The skit, narrated by Frank 
Leonard, director of public rela- 
tions, D’Arcy Advertising Co., 
showed popular misconceptions 
about the advertising business in- 
cluding a_ collective personality 
consisting of: 

1. The pitchman, Mr. Liptrap 
(played by Hoyt Allen of Benton 
& Bowles), who works in a “word- 
ery,” offers a “15% variety pack,” 
and declares: “We ain’t medicine 
men. We specialize in fear, both 
chlorophyll and ammoniated, with 
some TCP added for extra long- 
lasting goodness.” 

2. The lounge lizard (Leonard 
Levin, Benton & Bowles), who 
conducts all his account work from 
the Stork Club and gets his sweet- 
heart on “Strike it Rich’? so she 
can win the Jaguar he promised 
her. 


s 3. The ivory-tower occupant 
(Stewart Pierce Brown, Anderson 
& Cairns), in this case an agency 
president who discovers that his 
best artist died 12 years ago (“T’ll 
have to make a note to send some- 
thing to the family”) or says: 
“I’ve made some minor changes in 
the ad. Just keep the Good House- 
keeping seal and build a new lay- 
out around it.’ Among other 
things, he thinks a public relations 
director is a “publicity man who 


‘couldn’t get anything into the pa- 


pers.” 

Mr. Leonard declared that, “The 
prestige of our industry is a fore- 
gone conclusion only to ourselves,” 
pointing out that “the busiest peo- 
ple in this business seem to be the 
screwballs.” 

In the spirit of the meeting, John 
Dromey, public relations director 
for Anderson & Cairns, presented 
a bathing beauty, “Miss Lurex 
of Nov. 23, 1953,” whose purpose 
was—‘“None.” 


s More seriously, he gave a four- 
point checklist for p.r. depart- 
ments in agencies: 

1. They should be self-support- 
ing and profit-making. 

2. They should be self-admin- 
istering, particularly when it comes 


to budgeting. 

3. They should not promise more 
than they can deliver. 

4. If the agency has heavy ac- 
counts in one field, the p.r. depart- 
ment should specialize in that field. 

Herbert Landon, publicity di- 
rector, Kenyon & Eckhardt, used a 
slide presentation to demonstrate 
department store tie-ins, with Ed 
Sullivan and “Toast of the Town” 
as an illustration of getting extra 
mileage out of a tv show. 


® The media session featured a 
discussion of three types of media 
department organization—organi- 
zation by medium, organization by 
account group, or a combination of 
both. 

In a preliminary speech, George 
C. Dibert, v.p. of J. Walter Thomp- 
son Co., pointed out that the in- 
creasing number of media, the in- 
creasing volume of advertising car- 
ried by them, and the growing out- 
put of media research here made 
it impossible for account execu- 
tives to evaluate media as they 
once did. 

Further, he said, the arrival of 
radio and tv introduced the ele- 
ment of negotiation into buying, 
with the problem of adjacencies 
and choice time. 


a “The day of the one-man media 
department is past,” reported Mr. 
Dibert. “‘The day of the account 
representative keeping himself 
posted on media by reading a few 
brochures and listening to several 
solicitations a week is also past. 
Today...the media function of an 
agency requires the coordinated 
effort of a staff of coordinated me- 
dia personnel for each of whom 
media is a fulltime, continuing 
study...” 

Each of the panel members, who 
included, besides Mr. Dibert, Wil- 
liam C. Dekker, McCann-Erickson, 
chairman; H. H. Dobberteen, Foote, 
Cone & Belding, and William E. 
Steers, Doherty, Clifford, Steers 
& Shenfield, emphasized the use 
of the media department as a 
training ground for young people. 

“It is my sincere belief that there 
is no better training ground for 
advertising than in the media de- 
partment...It is no longer neces- 
sary to think of media experience 
as merely a stepping-stone toward 
other agency work,” Mr. Dibert 
said, adding that he would urge 
his son to get retail experience, 
then go into an agency media de- 
partment, if he wanted an adver- 
tising career. 


e Mr. Steers, who advocates or- 
ganization by media, asserted that 
DCS&S had studied the operation 
of a media department, and that 
the study showed the need for ex- 
perts who knew the various fields 
of media. He noted that his agen- 
cy’s department also had a “direc- 


(Continued on Page 58) 


Pay abet ae Si gr Nea sie bauer he Ue Sal ee : Aes By Ae wall SE) Bird SS ee ee Oe BS porns a i Toot, Mt ose ye ene eh aa ites Are ane 1s. aie 5 en eae ae Bak ey ae ec ae ah a <A PO eS ee ee Cee es ee tee, Del Soke are TR Redhetinctghe SREB Ae aera eo ean = 
Se ae Sitar pees OREO ph erate eae aera en aN ame, We oy eed eng SHEE ea eee RN the Wenge et aetieg ame! See are eet heat a Tene eaaroech A eat to on ey rn niga, ak Rade e: R RA : i DREN cea SIRS SAD 5b ee eS epee S cai cass 9 eee Se 
ae ee I a I Ee eater ae COMM peer GG) Sr ni aN ILS A Se RS rea ake Banta yt, eo Pk RENE UR ONTO rk ee a od PAE odin gehen GP EERE co e Bs > ies ae aor or ids ee eee a Beige me iss ‘ 
ek ae eta RR SE BRP ata EGA rected a TE ahd Te Sierra WE as Sind > Be eae a se aerated Kae es ies eee te gee cs aS eae te Sere Ma i Te cera ae Ble ees ok det io AAR Eames ee 
ee art ne amt gra, Se ees 5e™ Pa ac Be eee a a TS Ae oe ea a r é so Sivie: OP oy Jee Ge ey ey pe ron. coh pad eam nets ras Te Re eT ag ae Lao : naa BD Me ae ee PE a yal tikes a TOOL eg eae se ¢ fost bia ain get rae ~ ee ee ee we gS 
ee ae er eee ee ee Re os Re ee eee ae” ee eee ee i ee 
3a Ce are ee Ses aad See Se en wi ar tet Py f ih adler & ets ee Ries agit She ae ikea aris Sy 2 gE Fe es Sa aie, naes) ie e <= “SEPA Stes Tae ie een a aio 
ae Se eee Prepecks BGS nt ay ; = ‘ goers : ‘ Sa pas He : on -— PTT CT _. ia si ik. 
Snes ae a boat f 
a sae ~* 
2 o. 
A a 
P| Advertising Age, November Ei : \ 
F i 
| Aa hgh 8 ag rigs gf . 4 ? i op 
? ie bo + fs A ' : 7 
ba - G d Mi ’ Te 
Ze hi, ;, a ~ fi : \& d z ee & = igs 4 S an | 
“ape a a, | 
| a BM Siperssced Pi eee Sad 
: < } z et . nr 
a “persp a (Trey $ j ; if 
a”, Christinas q othe 0 ee 2 
4 a : es 3 :f J ony 
| ’ te « sas wran « stim seit: sia j . oe , ee 
Be | ea ee _ ie - 
PFT OO Ee, ; ‘ ee a & 
é lt eee eee im a Sees, wt 
j ’ PKectook coe sagt beatin ae e} ae A eet 
, ; i, Sea =) GOO ES 3 ees | 
és we, bd ig af Christ m as 4 4 : * i cs ss s 
‘ ‘ p LS Wrapping: ¢ y ‘ 
| ‘ ‘ vm ‘ wt pnw t * a 
Seas . y ‘ ’ Offer... 33 . i Bi ; 
On ‘ i 
. - : 4 oo 1 ap se lis . 5 
os we tee ica ' 
we] ” 2 a ‘ PPM LIA eames 5a 
; ; Eig one afi ~BP Bee 7" 
o- arckrcs © emene a oa tec care | + Me ag - 
Sr “3 “ ~s - A men ee +, . P% 
ie, 4 * ’ a pon Seence Uae yi od 
eerie a ae gs 
- Se i= ; 
gy é il gi LA Tae Ps 
x Siperspecd Sher ng ; 
is 
a te a sil 
ae 
oe bi a a %, 
Aes 4 i 
sf _———S—S—s—S 1 
sep { ; 
ae ee _~* 
golly’ | =. 3 
‘ : eT TnEEEnnEn nee = “2a 
aie : a, Pee 
sce me 
a 
a 
ge — 
ee . 
eae ps 
di3 5 RS oe 2 
ce os 
eG a 
«g en. ie 
ot bs - ae ; i 
i ; ‘ 
fs) a iin wo r ‘, on 
a = 
rf : * + ie 
Peed es ita 
Gg i. i 4 
» ee 
gee a 
Se es 
Sa es EL 
Cae ce 
Se Poel 
oie Sree 
a Sate 
‘i ‘4 : 1 , 7 
Ea | 
rr, : 
ae q i Po 
ete , 
id , 
Saket 
ia/eshai o 
cea: 4 
eat . , 
eae ° 
ac ad 
“te 
sie * 
SO. nas 
ren us tees 
Riess 
a an 
par 
ses a 
perieee 
Es es . a 
; vee 
Re | neers 
Pane ee cea 
ice Se psy 
son tks Be mi r 
- re at 
fire ; ane 
Bi aoe 
Gao. Vet gees 
ood yt 
Puan 
are ees 
le ite ae 
ge est ee 
nee ees 
ie eee 2 ere 
ee : a ee 
eH ; aes 
ae ey et 3 ae 
ee os Loe 
a po : «a 
eee ta i is 
ES ee - ?, ee 2 
a sae ieee 
es Sie 
a 
as 
Ls 
mer 
Ss : j PE 
co as Be. 3: 
eS, ag 
a es 
ie : es 
ane : 
a Se ee a 
be; 
, mee 
Eeceh ofr ’ Ca pce 
ete 3 s i Lo) permis 
ae ¢ ‘ . . . ° a 2 : . : = Stue ' . 4 5 a ee Pi a 
ake: Be eke aoe RE a hie AR CeO as on ae, “Ss = Fee 3 - Ce Fake 5 ; Tp , RRS a ie: pes Wb dirag Uk Copa ip Reece et EME bal RR 20 ote ge tO ah pecs va) 
Pee wer 3 me Mae Sek poatas en ee eee ue eM bes per . A ¥ eae so goat’ He ats pie ee ee IAB, gah i weet Ap Ree one POM eens Ait eters ph ke ae OY on ek a 9 —ie oy Pa iS ee 
at 5 i gee Og < f be ; ras , Sion ae ye : 4 a web oe tae ea ae iers Pye gine poe et AL ae 3 . F ee al pana z is Ot Oe as y vey, or, = ae A ‘ aa 
ran Fs yy APS oer at ah a AP is Riot 5 “ “F ra ger ae ¢ gt gs Pr mbes ee nae git a 325 Pinan 5 pit be, ORT s atte t Mee. oes Fae ae pa tgs oe ey ; cron a pak eae £1 ee 20 ee 
en eG Ne . ‘eh P Faget OH yy ee 1. » fa * ‘ : a eee Sy eee = sage i ee rik ty I Oe oo fi a 8 ee « ree Ae eee ee Le eT a La as 2 hee IS: ta i RE <a at 


° i : \ 


THE UNITED STATES PRINTI 
ND LITHOGRAPH 


ee 


EXECUTIVE 


Peg eA Tage mami Sr lapels 0 eo rem 5 CRMs GA cen Me RM eee ho gs Ss, PM apa ee ee ce ieee ee Me or i a a teeeed ek a Se aetierpeiiaan eae om Ae ee beg imap n eS Sse <M Nace armas 
DEIR, Peeve Rg lortg OBie atn hy Pal en ee ee ek Si ey, oe eb Bi NG pce oa aes ANE Lael pes ph ee alae Rew Se by ig ate aise ee 5 gl ite pe pik gilt fr 2 ie Sean me RR ace PRN iY Ary mae vs eric ou 6 oy ee SOON enemas. eau ee Rp See te 2 ae eG |G, Cee eMC. ea | 3 Dae 
be ee Es a SR ae. Eo oe Bai SSS 9k oe tae ei ORT Res eae me teh AN Wee eee Ma arena Fax Rn ts ate, a ied eh eh a Neg ee ES See ees Srcacomtad pment Po Seo, eke bates a a esi)” sa Perec er oe 
Seas ete gem os. ks 5 aaa sig Pn oc errant oo TH gatas Oak A Rac Reet a aah Meat aroha eer hh aie Beate Rag 2 a hee aed ae ae vale mere a Soe Bk et iia! Np ee ge EME, Bae eos ae Ata? Sry ee alte oy ate eh re ans Seer > Linge eevee Ty ROE eet EE 
a poe we ot. PS) aay I ieee goats ees Saag AE Ngee ei ea Re Oma te Noo 4 ea A ee. eee” 4 Samanta! Taaaie piareiy SFO RO gb oe ae 
etre og feo re Go oe? eee Bal eee pre glee ee Page ra es per ne eae, a Peer as cae sil ee agg 50.5 I eo. ee aoe Pree fee ey al ee 
ee ig a rm “MS ag ante Pee ec ae a Te RT Re IE og i Ko rN, ey Om 8 yt oy RG ena 

By. a Bie ee ears hee ea Pay ae ae” oe Te PERI: Cola cate ee peste ek eT ee an th URC Lai gM EE rR gS i a a I ke ek i i as Mace NG ak Seam MC ihe a aOR a eo ke? Tee. RO Reo Bad aia i Ee PP ee See eee oe 
ee ee eee ee Re ee | er Cam He RS ee ae ek pang eye Bk ras es 
= Ware atr eyed es Tyee ‘ Pa ee = see on i wrt Slated ae a Sy a ate Rots ON ogee Be aeriy Soa aaig i i od gk Sars ES: Se < a Mo ee = LRN a Pert 3p oak er ease pe ose pa 6) pee: "3 5 e 7 
ay ate ta Oo ey eS” ae wey ae. tS Se EPs . er ' Pet a ic CG Sh ee ues ot S2 caer sate aenemerecrun iene oO: ings AS ts Ee ‘a ead) 
iA. a eee eo, mea eile = ae : SSSA, ea CERES eae Cor nC tes eo eee Se es iad ey aa ee a eS he ek. hentia, =e 
me, cid 2 Bag ee CT Tope sees i aa a Cate OG: eas eas Om encrere —— 4-----— - — eo 
a a ete eae Dagon - a . ee fie * oo as 
7 sa >. ae a - +H Sta 
y * . : . : = 
: : f et 
vs “a Sesion 5 , ‘ 
| aia Es + 
— — ; : ; 
>" . - : a : 
* ag t 7 . 
ag " ? ie 
: : ae ” g ; . 
et it ae” i paper .* 7 P - 
ar a «g rp i eeaee - 2 
2 4 : ete ay 
er o ‘ : >, 
-. 7 rt a 4b ait ca 7 . 
ba . a 
% Tes Ria ie es as E P 1 ¥ 
: weil > 4 ee rr oe i 
© is ’ 4 “ < ‘ - ae ; 
ee ; , " 
ad a 
; » a a : 
, . 4 7 ; - ~ : 
me . : « : : af H . ae : 
: ; " os 8 Nees a 4 
; . ‘ ‘ wes 7 , 7 
{ 4 ; : Pe <a 7 ig . . 
7 ail ? ss Po as + 4 - , , - x b Z 
3 @ = “3 . 7 s _: ; a . 7 
-* 4 ¥ . a : : ° 7 : % a : o : - Z 
oo a =.) so r, . ‘ * om “= A a _ “a 
2 3 i : : : 4 » . Fy . ii . “. 
ae — ° ages - a } son accel 4 ms 
, ~. 7 _” << | = ww vf a = 
e 3 s ‘ aon ~ \ : Sy : 4 i 7 
: ry e * a . ." , os = Fa 4 Ke. : P bi fd , 7 
= <a * q 4 7 ‘- hae + ee SE, 4 4 » ” J —— 
e- Vis ry, . Pai % » aa . - : = a a8 ’ 
\ a ae ag  h- cs a. phot: Se 
% ete, a : aie, Pee ee ey agen age F a as + “7 -, Ses & wee, 7 i 
, ee o- Sled : L? tee eee Se a as Rc te i " ae - Pes, ¥ is - pie ee CNRS eat Ns Wt 
b- ae bre 0 ¥ +. ee fs me Teese ae pa: % ~ f Date : ae Aree ue Fs | 7 cay ll. Pei ht RET Ae i se Ee picked 6) aa eh 
jie _ Cee er | Arcola oe FS pe oy Re Oar ee ‘ ti “Ses | a air sank ’ “a ere + usa q sien rae Tic ot | Se aera Sere 
— co: Meee ea ee i oe a eS 7 ' [ee 4 . ee * Sena ae Bey ti we nL 3 {5 oe arcana ie fee 
‘ hae # i AE a a OR a oe Stes aera Se: a te ee Pera A 2 e: ’ Loe = fag - ¥ a i, * , Seen ees at i a re SC ya aa oie 
4 ! al Pp se a Pe Sse Oe a aes chae  rreeeleamnamrei A= BD ican ks ee . i i, tee ae * f oe Be: oe. _ shares: oe Se Ne Se a 1) 192 ae 
—s, © a pith G hare a el vied pi od Nee eer ten ey 3 4 ~ i : ¥ cae ae ° . o” BAtlas i: eh en > eae 
F Oe ae ee eer ee ee Re Ty on Taner semis eee Se : , gat ‘ se ei toys Pe 0 Eo ee Reng 
: ES 2 i. ve > PPS eee Sap ey . = : P e eps ~ a See , BI ogc cm i git emo tee ES ee 
a em : oe oY Ai eee, eee ee oN rcae eee —— ‘ “ a < 9 ee re ee - Rea ae Se ae, | ee ae ed hy ote 
z " i —— ; ae Berane ara Set a ‘ _ te Sse ee ee wy é mse oe San eo: . une = D2 See oa ae 7 , Bee tt a Ate sh eet we 
Bae , Lae h "= PRR RM aiepepe ee os Aiea ee gMe y Wiamce eg a ; j , Se os — ae Oe emma te rile = SAAT hi 
{i ae ‘Sh : ROS tose on a perils, aay ae oe a i ' G ~. ee: ee ee ee ee etal es 
ac 7 1 ie rs AT a aa . ; oe: re anes i: Re a _ } . } Be es es —o * ne oe i beh aaa ie Beso wees i : , 
ees 4 ail ee iy He eS ia ie oc BE ee Seti ates: of? : fe. | Bae ess oy cS Si ep em n hie We Tae : Ss uy 
; : MRR SR et tee or Be i eB ee ecia aiee o) Sivgettie ey a es ae: Bel SE epee ape Re ee Pe SR ad iF ; 
Ph Els = wae” aes Fee i ee ee RS Nabe CSE ane ‘aay mare yt £ = a eae | 0's athe past ie ioe ek a. ae eee Tie ra > ; 
“gi iS oS a pat ay th ge Caren i: ae Unt ae Reems Cree a meas) 4 3 ‘ a ae es Lah ee eat thee eee ae Me. is Sy ae as i 
. ‘ Se a et! SO EE BS RAR ws Te Cue ee te won y Ss ae a gi ee Se, eh. Sere = ag Be ull . eg ¢ < 
a — [et epegson eh tee . 7. ae <_< ee ee aS eee es 
ae Ss 2 Oe Fee aia eerie oe ae Eintee ta Ieee Tat OOS ie ice ie Soph , 4 cs eae ean -\ a RS oh oe i ae: ane “ fc Pe 4 ee Ae 
Becies, ‘ fe 5 ae eae cen ON! ee ots Set ee Ne Ee a Bea i Sen mae = See e “pS a r ‘ ‘ 1 ake ia iby id 
- a aa ey Ser cate entmoeeetee sabime © Re Oa iis bi as ae i < it Prag tn 3 Seki: ale ee ee ; Oh ae i Ey rs . 
ee .. ae ee ee a ok 4 7 a ae. me a : epee . a 
a. ; Cae | ae . =  * : _ oF pagigt les A . ae a om eer ie, a ra oa - . * ee Sek. 
a? Ft, oo ies fe ee Re et ee a " , t : 7 era > wey ae " at 
: . Sis . ae A ¢ ER ee ee a ! eos > a oe > > ane es 
2 % — fa cl " cag : — ee ee : ; . : > as Shao pare a eee: : ; Matht 25 
sae RS SS: eo i eS eA rae es : “a ; Pe Se ee - Sees s: P az mer... 4p vw , i . ees oe 
> oe a. le ger tle yee. See OTe ; a ° f Se a pecan oor, oe Bee. eel! 4 : : ’ ey: oie a 
Ni i) } 5 wi Reha e, = aa Oe Se See 
ms pelea haere, 5 ees hp? apie ot . ; : on : i ee ’ »’? * : 
oa ht iy as = oe i | — Le a ~ Ba * “9 ie, Wee ae 
Coa : ate eee ie ea seein ee #e 3) Ke a. ees a aan - ; by ren. " i Ney = 23 ; 
i ; ee . - Bear he ‘ af 5 ee 4 Aa : ® . Rae Ac 2] . % vi i a 3 23 eee & Se es 
“= ro ee ei : bic + UES Og Feit) a i , Ve 7 be 2 iA ee * a Pus ase "i 3 Seas Oe ee) 
_ : ae he 7 oS i ate ete Ps a a f ty ‘ , ~~ > {+ e. he ; apse Sc a ee 
) . a nid eg He een ake ae ‘ ; ® > é - » % . f | See cai 4 i 
a ,- 5 oaks ‘ fe ee eae 4 ‘~ — . ~ ¥ i « - . ie ae 5 Vek sana 
a ot “area - Sia, okt ae j nal . y .™ i. \ — wv eg oe : bee ae Gaeta rats 
tr ae pis Be Sc ‘ ae poe - . c d a = ‘ = “aR a sat Be at 
ae’ < Se sa - " ye » - . ibe by . “Ob a 
re oa bi a : ~~. . , a ; eh Ai i ‘ae 
ss a “eee " , - onl : —— ae Pre ey - Se ee 
b , rary ani — ey A i . a oe co a be ‘ wo : Ny ‘ bee, » r u ee 
Ce el a SO gee ee , a ae 3 - ‘ i . ‘ pea eer 2 ‘ eee 
é te gets: Biehl S04 i ae i RS oe oe _ ee es sy . * 7 te , ee ° Me 5 . ; _ ee 
et ee aa Le ee rea = eS ae ge) 3S pn 7 ae. See a ‘ Se, ee Pes. / * viens pale ms aware 
fe pone Be es Me. a ei Gane ee aa P “ “ ii 4: # ao pi 4 ; * y™ a a = P ¥ * a eH Ree 28 
pers ate Be ree oe .  —— - eal Mini co ) : t : cae ’ aa inte - ane ea es, i 
oe Be a kee eo Motel oe a ‘ %, ce * » } 7) ae t ae ee ‘ ae ae ae 
4 : Piet iar oy . a a of ~ y ae ' a ge i Ps ae! ey 2 i a 
: I ee a See ag é + NG — ee Bae <> Lee on ee 
1 9 Se IR orci Rie Saar a AY Roi eae k ‘ ‘ ri a L . ; E e ! Pca ee er " “ET ae SR: aia ee 
ee a ete Seep tek) cE *e ae, : eo ni a a . . 6 , s p _" Nook ii tae eg 4 — ee pie a o” eer ee 
see Dates. yea Me SOs ht a ia aise “& . ‘ ; i “he sci eile Se ck FES Oe Late aameall aia i 
Ean ae pe ee ee Oe rf ~ a* oad 7 " 4 " ree ees ees Stns. er oe ee ee 
aor 4 ae taser pret ba (ot es fab Ss « m * ant! 4 4 ° oe - ’ Qn MER rc ae ere eran te, wu eS ee aeons al 
oer s. T may Ser hoi 2 SA meee re ae PB . ms peg ee com bh t Rem ye kt cat Cy engl 
poreec § eed eae ate es ES ; e. > ; ’ ARR eas 
ogre: Sas kt oh e Se | eae REN ; —. F 4 ” > > * ae 2? ‘ cae eae Pete 
BERGA Umma rhe Rabie NC) = a StL de cule cal : ; ve , « ee 7 a Beciie, heed 
is, tes Rene eta Sse ee rose wi o) 4A ‘ « ‘ | oo | . o- 4 : a eat 
G aay Saat Ee ae se ee aan h - ' { : BST 
ie Pee: = Ake. Sees ee ae ee oy ts , : - 6 = *=*. ° % nt = " al § ie ee 
aie a. ee . ra 4 . * _ . Whig Pa oat _ al i i beter or 
‘ us soft i piso pare ge a aid oe ~~ - it } am ‘s a) en one eee - ; ¥ 7 ant Ae 
; ih ae rain 9% ? > P P a / - rere es a 
ee ioe on 7 : tied —— vt a Pa ‘ ‘ % — ON, yy ‘ Pom — well 4:4 - ee: aoe Pa 
5 } , ‘¢ : y > ae a - 4 - ati i rT Y 4 ,* ai Pig eat seh ee om 
: ] +. oa ’ . ce > — amiile aia os) ee 
Fa . a~ Y iy ~~ ye J > % Time eg - ° es a it ig orem 2a ac Hoa 
! x »* ae * eee et . ’ ye. ~~. : RR Se itiaecrs tae 
" ; ” : He Sis . f “ “ . -” : : o) a 3 = eee 
. % - if ave J ee SS « e ‘ F 4 : ae ceo oar 
' + 7; «4 ‘ e * ay a . 2 ad ‘i ’ es . 
" 3 . ” ( ay ‘ a Naty ; 
; , ¥ s = ’ % -” v ates? rs 08 . & «3% x . ee a 
; 4 ot * 9 -_ ‘ p ee moet a Wed | ei Sa 
mek” 7 me - : - , :-e ae } ’ ke 2 . © “ . f-« ‘ rr r Ri 
7 Ke . é — pas  . Rios. ~*, Ww : si 7 j 
. o ey — . * » ." ; ie : 
4 . . — © ae > 4 ’ erry : Za = oe 
* , 4 a 4 po a ~ a a “ ” Prt « ” Ps r 7 f al ‘ ee 
s , e " oe. ee ‘3 i" ‘ vig Z ix 2 v4 . * i : Po ae 
. . y ae Be . . ~ * : Sean : 
o ¢ a f 4 . — Cyt a \ ¥ & , *, phe rss ae a 
° td os ¢ q inn, Me ce , ; Soe Spee 
‘ i a : ieee i. ets 
Pe 9°/s et : ee : Pree - a 
°  . ; . ee ae Ci ™ > A a oer eee 
a ’ etek ee Ae a : oe : pate » Ae a Bieri ee A Emr eco 
/# ' ‘ Caw : . hag eee a } 3 ; J . 7a Pe a ae a 
y ve iad a” ‘ ‘ , 4 ~ a “a = ‘ A ' ka pas, . ‘ eg So eae 
£ % + ge Te .. - Seeger * Py 8s ‘ , i ee eee 
* * eae J : 4h Oe , « 1 Sa ; pear Nahe! 30h oo 
= “ ‘eek ‘ / ra. % ny ‘ Dn ase 
. | & ‘as « = a " ‘ ff ae thee - i: aren A 
4 —a » * : 2 ee, * ¢ rey. 
_— ‘ d ¥ by é . oe i ae Me 2 a 
mq ‘ , Brea ot ei P : — Wr eae, 
= Pal : S ™ Z Bs i igee Sas ce. tee pk a oa gay 
A . ? . K > — / eee J a é oe cecil a Ae 
, a « ; 4 ~~ Le x. . ii cae te eae 
| a 5 “a + ‘ é' ‘ - ° “ee |. , ee: Py 5 ae 
/ eS sa : 4 a: ae Aa. i 
the ew , A —  @ ‘ eres . ~ ; hi i . eee 
aaa * ' > a é th ‘ 4 ‘ ‘ eB ee. ia. oe" 4 pit bea on 
- , (fe ~~» e om  . ae. ra alee 
ea - - a » 4 fi oe i oe t Baal: on 
Br toes oan tl ° o — es B vee 
ett ea ' 9 ye” P da . ia -, ae gee ae a ob hee 
+o eae : , ‘ i ‘ ’ one. 2 bigs ip Ge ey ei) ze, ed one 
pire agi - : ay Bb 7 ts ~ : , ~ me a ’ ? és hy pens pe ees Se ee s nd be eres : ae 
bs, Aa eee ie +, . v4 Pte : : © re soil cae na le Merete eae ae 5 oS Seer BS 
eet! i? ie pws ee gg ES eer ee a eet 
Vimeo Vin = ee aaa a “4 f , ’ ;* & =» a's Pee ceeme hae att 2 ce 466 Sh gy Sh ma ate 
a <a “ a tad + See ‘a ee See ee aR eo ee air, ee 
Be Sear © B/ . ee ) “ 4 ie eee eae. he we Apart } : 
ee, fh Se 5 : t ’ I ae ; ; y " } a ieee “a 2 ; erey er Ee a ee iy oy NE Sia 
4 hare 2 Tipe ier Haske : ie Sace * ot . , if Se ig tees : e aid re yas i 
nae POE SS, : , an ‘ Ao , oie : aay ta ’ Bere Ghee ys “fe hee Fa Cee 
mm oe ae : mt fs ee oles * ; pee» RF ‘ 4 ¥ - 5 a ears as ee ess A ie Se as rag Renny cog aac spe ance 
Reese ers oa : ) Ewe a = ‘ 4 Se weir aes ee Ae ae ‘ ee é oe tore 
; Sen ee 3 cae eae ; . by ” y ae , . Sg RN eh Be Sg x i ian t ae Sens. 
a ie ; he “ — ; 7 a ee. a - ae <  naiaes : 
ee: ge en i tapes: ay << ' , - : ‘ Ne eee i ce eee ‘uae? We Feet rier = «aul 
an pes Hale okey mei aaa a ae d b 5 y “ “ [ee oes Re oo tees \ Aaa eee er: Ce ee ake 
: gas FS Beis. a % - —_ b y2 % . ££ y eae a 4 oe “es oo by RR oh a 
= a 5 een ee SO, ee haere Fai . : 4 i ee ee na Jive © amie ad i, 2 * ig, Pee . Ja ee 
Pee fig ese Nh Sis ee ~~ # ; ‘ oi ues ie is oem Pere SS eee 
oa ee tS a ee - os ang c.. gee 5 SO eas ese, ( ssepece Gentes eon. ee See ee oe 
Spin Mg pies pe as ac iig eS i ‘ e A, . ae ii ae Se eae mee pies Li Kx P es ie ; ow Wiese wae pees a 
Se eee vere wa . ele ee see Megpete ‘ re ean ’ Oi ee Meme Nes Mek Cah ry ay aim io bie Ya er anes os eee gi a ra ae e en EY Be oe ce ae 
+ eee tS A Bio | me i ee er ay ek camel ae a ee ee eS ee ag Meee ey 
fe eee es at ee “2 a Siti is « eS ae ”_ ge e : aes Or ED as aca Yi pats A CS oe A Ae Sneeary gt ee fe ES RD ca ag sa pict 
hie = “ Sl eee ioc ame ‘ , Re i , Meee icaailllale ‘ . E pone ‘ > es » EE Oo p ae ae Ean bts Craw Grek oe 
. ity Sea Me MSC ea 2 2 Saat de: tua . ti , ’ ahtiae — 5 a x Rey of ae ete a ie. ie es ee Sey De a, gh) ON PRS aid oe 
Ee i. Evi erie eee ae eae cae fe 5 ae gee i iee 2s rk Naito ae sen i hes ES eee 
. A e CoE Wai es Sl Wo ge Tes eae yt , shay : 4 a att nye aie ad b * rear a Rai Bde, get) uc tte < Peete Bane 
ree. Se eee Saale : Pie 4 * las : ee : Te pea Be ie eect aa be eee 
F Bae Ot oS acter Ma a te rdalla beter a : eee ae —_- ict Mie de PE ae eae a ; ee eee eh = RS Sh lh ee 
i See eee anki. > . ' : — at EE Ee eS | Ae 
4 es Tee yo! Angee Eee <a get Ly RE ee ye uP re i re St i eee — ee ee Chee hares gee e. ah, See oe = ae ee 
i sae So Ce , 6 ‘oie eal a etne igh aR jee ee eee Sain ae aie gel 
. en 59 eee oe Se a ‘8 « y pase Ree 2, TAR "Pe ie Bo ag fe Bacal ee. i Gere a 
Pare tk a Po ig ; ae Ia Oe e Pa Wig’ RO a ea Woe is ie eee ed ae ae, eres a 
ane aes a sia Rf fe q BE. eee — SL i yates SEY ge eR ter 
Gee age : fe ie ; pie 4 po 3 ? Fix i ork carats 
Sa ae aa s weet ae aay d ‘ 4 a # G we eg r : ; 
z ey ee : hens ; 
; he a bit d Mey 
i i ae ‘ 7 i es F ee 
‘ ‘ f SEA % ee ae 2 + ae 
ae : a i. : eee eet g er . ; 
a es ition 6 = = ies ; \ : és v ae Meter. =, lye aly é: Ri te, ee e 
“i ‘ me, er gee 3 fs Rte amt anit) ats > fe eis : ‘ bette eee ie ie : 
: ea : ee te eee ze 
1 Pe eee ie SN ME es i ld it RM Yantai eRe oe aaa a i oF). ee : y a) ie 
= i Z Sa sigs a a ae ae Seay ‘ies tek “ at : * or oe 78 sg # eg " aie kee : ne : yee es 4 
i Pipes oh. Poca e ie a 4 ast a —- set wy a ee - 2 2 t rom el } % ‘s roe - ns Ble - : 
eee eu =a a ES ee oe a Re, CN ae nem aN ae ea a gt ns SOR ae ee ae a Fa Es : ice 4 ee ON ss Re meg ae 
ee ae aioe salts Se ee ee 2 ae ae | Pes oth gE), Sine! 
ce gees St eae mcr ee ie OR Rg eae ee eee Sa aa eine Eee moreraieie Bere eee Be NaS oY Bh ag ae ean an ee ease eee 
yew | Shee ees | pete 2] SER + oo cline ah eS SS se te : of DF cee tee So” eee tae # 4 ees vets c Ale we Be es SEE Bilas 7 pie | 2 eds ane 
‘ Be Sg . aa ie wie toe pele aoe a <P aR eae tae ee 3 c ;, eae ip : . Bebe ae as oe = °? AEE ae hel Pare ahs Purity tee eee re ae ae 
Audet ae ae ae ais 5 > baie ott 7 R J = ye J eo jae SN 7% c : : oe ie 
fe aes Pee M3 z : ne eal ; a i ee, i a e ee, a it Mig oa S : : oes eK BE e , { 2 me cae : i — } gi _ Be igs ne aa se Zt ia ‘< oe E 
AERO Tels : tee Pye y ae ; rue oe ‘ : eS : ae Pp : } ath ! . i ae ey foe eee i Nae at 7 eS Pi Pe ree 
ram ae es set ‘ia ite aoe oe oie — ‘ : f ‘ WS, 2 7 : ioe a i hee i Ci eT eae en. tre ae pedi ee ry \: ee 
- ty 4 . ‘ é 4 ie ie . ys wi 
ay © = pias ¥ d. a : , - m re. % = = “3 <a tlc 55 a m ‘ 2 ar * z 
2 died * 3 ele fi £2 a PRED ire eae é i E ‘ Nee Se F i eae F, Y= ‘ iP a a i Oe a cee i ne pes ge 
gee oe = iS Ree it ee gna th ee : : 4 ‘3 2 fate es sabe Gina Eee) a a So ek a”: re iene ee ghak a," or ee ey = 
5 as ade Ay. y aes " = : is . “i 
a ve - ne naate Roe hoe ee ; ; ‘ a ne ee + gar ce Spee ae a esa dca tetera Ce ie ee eee Bi a Sc 2 = Sige RMR an RO ey ae Ad cana Re ais 
Piers: 40 5 oan ea ae TARE ae Le 2, kl eee eer ceva Se Ae rE amen Ce eel eer yo ag ng a OE os ME ea Sune igre tet pees alr ages “Les i ay ge, UR MGREETEMG oe em ko pai ae ihre a i ge ge ei tle inate 
Sa Sete, ear eee Ceener © er ete we Pa ier eh egy hg she era padide yA a eee be ae x Se ana, TSR ST EE ho cna eo he! rane | ee ced re Bie ee es ome an ee Seam ae pe i 
Meh Bim oe. bite ea ee: ee — ol obi - : me aS ey SOT Se eee Eee ae ee Ma ee ad 
PEs eee. ela pre A Ty ck is le aah Ls ie Coie EP Bt nee AP RENE pee ee ag Ped it Pheri wef 24 eae a MR cee ty Sa tS ee a ge See ee ee mene 
ly ae ire Pa i - ay + > = ‘ , a eas 3 Se ees Adina ie eFS i N Z ae * rae [9 SOR SRD a, Boni. te Mie ot % CEPR ‘A 
aed AS pee 3 et : mae = . = : z : 4 : ea : j * BS Ske cate : = j-ooe rae yes eet os r pisk Rear ae ® 4 : ce: ik Sree nant ter Ae ‘te = ¢ aes ety rages ‘ p 
my i es . e win: core ea eters te ae aang F gies teksto Ree” aS ErSy, ar ng high, cond 3 ? wi hae? ee : t ae A ag: ’ z : ae ee vile ae : AB Og oe J ere | ¥ he En ii > ng * i ing at era : 
pee ek ae kN he cy Pk oe 3 Cie vidi Peter rae Ts wiltee Foe eee oe , oe hi Meh ieee rane SN AO Cr ae hie eA + ey ae ac de ih Cee Fae te Oy ees apr a ee: CaP Mee BM, SN Ps Toki ; Oa 
ett 4 ‘sel Bia ele a EO a ee SA eS MR AR oe ss ey EN on Yee eee, Ree page esis Pte atta Fes Ee Soke WL Mit SR ea OE a a iEks Soyer MEG uno aA tte «tay sence dae ee aoa fat yg SRNR WEE San ty Meg eA hele CBee OY eae Se ee 
cee ae ae 2 eee a (ry Boe hi. Shy fae Geta Ve “ne me WEL oe ecabeer e emir a Sere ge Se ee ONES . eet ob San PEE Bh ee Re ae SN pe ide: ete ee ae 2 ie Claes F a aeatee: Se giye s ae Pe ea scsi #88, RR Be 
SO Pe ee be 5 Nee oe “ es Se RS: fe oe RS otha ge 2 » ae a s a 2. ee set in Apts oe Leas. Le = Syste = Ra Sa ae nets Ms, acts OS ¢ See ahah We eae cs “ae Tgp vi ait Ne ante idee ue, 


‘ 34 


STRONG FACTS ON SOUTH BEND, IND. 


Look what you get when you advertise in the South Bend 


— 100% Coverage 
by One Newspaper. 


illine Rates. 


Tribune: 1. 103.307 coverage of South Bend’s Metro- 
politan Area. 2. Milline rates 24.3% below the average 
of comparable newspapers. 3, Potential customers whose 
median personal income and average family income are 
highest in the Nation, 4. A reliable, nationally-recog- 
nized test market... Get all the facts. Write for free 
market data book, “Test Town, U.S.A.” 


che Be 


xcellent Test Town. oulh Herd 


% 


30,000 Circulation 
in Major Markets 


The Alabama Purchasor 
Birmingham 3, Alabama 


The Chicago Purchasor 
Chicago 2, IIlinois 


Connecticut Purchasor 


Ansonia, Connecticut 


Detroit Purchasor 


Detroit 2, Michigan 


Heart of America Purchaser 


Kansas City 2, Missour: 


The Midwest Purchasing Agent 
Cleveland 13, Ohio 


New England Purchaser 
Boston '0, Moss 


Pacific Purchasor 


San Francisco, Calif 


The Philadelphia Purchasor 
Philadeiphic 2, Pa 


Southwestern Purchaser 


Dallios |, Texas 


Southwestern Purchasing Agent 


Los Angeles |4, Calif 


Washington Pur. Agt. & Migr. 


Seattle |}, Washington 


7 Counties, 1/2 Million People 
F. A. Miller — Pres. and Editor Franklin D. Schurz — Secy. and Treas. 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


7 soil i a , IV ae 
\ . @Gribure eee 


Ad 


Revere Sets Up Co-op Ad Plan 

Revere Copper & Brass Inc., 
New York, has announced a coop- 
erative advertising program for all 
Revere ware dealers. Under the 
new program, Revere will reim- 
burse any retailer for 50% of the 
space cost of all newspaper ad- 
vertisements devotea exclusively 
to Revere ware up to one page or 
its equivalent each month. St. 
Georges & Keves, New York, is the 
Revere agency. 


Altshuler Joins Berlant 

Edward A. Altshuler, formerly 
national marketing director for 
Kaye-Halbert Television, Culver 
City, Cal., has been named sales 
manager of Berlant Associates, Los 
Angeles manufacturer of Concer- 
tone tape recorders. An expanded 
promotion using direct mail, point 
of sale and dealer literature is 
planned. 


Heads Oregon News Ad Execs 

Eugene Anderson, advertising | 
manager of the Examiner-Tribune, 
Lakeview, Ore., has been elected | 
president of the Oregon Newspa-| 
per Admanagers Assn. | 


Being Neighborly is Good Business! — 
New Brochure Helps You Sell Industrial P. A.‘s 


If vou sell to industry, this is for vou! It’s a valuable guide tor direct 
ing vour advertising closer to industrial Purchasing Agents at thei 
local li vel a 


their own. Vhis booklet represents all of the regional P. A. publi 


in the one group of publications that can’t miss 


cations in the “Associated” list on the lett. Keach is the “official” 
organ for the powertul P. A. Associations in its area, and “take 
home” reading for all member-P. A.’s. Total: 30.000 mostly in your 
major markets. The above booklet offers vou complete outlines of 
geographical coverage, circulation, space rates, mechanical intorma 
tion, ete.—all vou need to give your District Sales Programs on-the- 
spot advertising support in any one or combination of districts. It’s 


yours for the asking—no cost, no obligation. 


Send for this new Brochure today on your letterhead! 


~ 


Partial List of 
Nat'l Advertisers 
Using Sectional 


P.A. Books 


DuPont 

Columbia Steel & Shafting 
John Roebling’s Sons 
Wick wire-Spencer 
Tube Turns 

Osborn Mfg. 
Bridgeport Brass 

Chase Brass 

Scovill Mfg. 

National Screw & Mfg. 
McLouth Steel 

U. S. Steel 

Jos. T. Ryerson 
Babcock & Wilcox 
American Box 
Reliance Elect. & Eng. 
Chicago Rawhide 
Hinde & Dauch 
Associated Spring Corp. 
Alan Wood Steel 

Ohio Gear 

Oakite 


THE ASSOCIATED PURCHASING PUBLICATIONS 


1213 W. 3rd St., 6th Floor, Penton Bldg. * Cleveland 13, Ohio * MAin 1-3499 


vertising Age, November 30, 1953 


Government Issues 
Pamphlet on Value 
of Using an Agency 


WASHINGTON, Nov. 24—The |} 


Small Business Administration 
yesterday released a leaflet “How 
Advertising Agencies Serve Small 
Business.” It is available on re- 
quest from SBA, Washington 25, 
D. C., or from SBA field offices. 

The leaflet says small business 
can greatly benefit by the careful 
selection and wide use of an ad- 
vertising agency. It lists four es- 
sential qualifications for an agen- 
cy, and warns that the lack of any 
of these four should automatically 
remove any agency from consid- 
eration. 

The four qualifications are (1) 
the agency should be a bona fide 
concern, free from control of any 
advertisers; (2) it should not give 


jany rebates on its commissions 


from media; (3) it should possess 
adequate personnel with experi- 
ence and ability, and (4) it should 
have the financial capacity to meet 
all its obligations. 


® Business men are urged to re- 
duce their agency agreement to 
writing. Observing that the writ- 
ten agreement eliminates misun- 
derstanding at a later date, SBA 
says “this agreement should not be 
overlooked by the business man 
and, for its own good, the agency 
should also insist that such an 
agreement be signed by both par- 
ties.” 

Describing the partnership be- 
tween client and agency, SBA says 
the business man brings knowledge 
of his product, the market and its 
needs. The agency adds its know- 
ledge and experience in salesman- 
ship in print and on the air. “Ad- 
vertising is selling, and the agency 
is supposed to be skilled in the art. 
The small business man_ should 
look on an advertising agency as 
an important adjunct of his own 
sales department.” 


Offers Technicolor for TV 


Technicolor Motion Picture 
Corp., Hollywood, is now making 
its facilities available for color 
television. Technicolor has con- 
tracted with McCann-Erickson to 
film and process a 27-minute 
telefilm of “Death Valley Days,” 
sponsored by Pacific Coast Borax 
Co. Technicolor will also film and 
process three-strip negatives for 
Screen Gems Inc., to be used for 
TV commercials of American To- 
bacco Co. Panchromatic masters 
of the exposed three-strip Tech- 
nicolor negatives will be made. 
enabling b&w prints to be pro- 
duced for current TV use. Color 
prints can be made when needed 
'for color television. 


Day to Traffic Service Corp. 
Floyd C. Day, since 1952 execu- 
tive secretary of the Customer Re- 
lations Council of the American 
Trucking Assn., has been appointed 
circulation director of the Traffic 
Service Corp., Chicago publisher 
of Traffic World, Daily Traffic 
World and Traffic Bulletin. Mr. 
Day succeeds Carlisle Norwood. 


Wile Pushes Benedictine 


Julius Wile Sons, New York, will 
advertise Benedictine during 1954 
in Clue, Esquire. Fortnight, Gour- 
met, Holiday, Life, Newsweek, The 
New Yorker and Time. Wile said 
the inclusion of Life will mark the 
first ad for an imported liqueur 
in the magazine. Cecil & Presbrev 
is the agency. 


Bates Appoints Lowitz A. E. 
Anson C. Lowitz has joined Ted 
Bates & Co., New York, as an ac- 
count executive. He was formerly 
with Foote, Cone & Belding as v.p., 
account and creative supervisor. 


‘Disque Returns to Compton 

| Brice Disque Jr., formerly with 
National Broadcasting Co., has re- 
joined Compton Advertising, New 
York, as a member of the creative 
‘department. 
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Selling to Institutions... 


Hospital Sales Campaign Points Way ‘' 


for Mealpack Try at Plant Feeding 


By Wilbur L. Burkhart 

EVANSTON, ILL., Nov. 24—During 
the early days of World War II a 
government consultant visualized 
an elephant stepping on a bottle 
and crushing it into the form of a 
dinner plate. 

From this vision has grown a 
new business which has radically 
changed the delivery of meals to 
hospital patients. And in the next 
few years it is expected to bring 
hot meals to construction workers, 
miners and others whose jobs keep 
them far from the company cafe- 
teria. 

The man who dreamed of ele- 
phants is H. D. Clarke Sr., a former | 
publisher who now is v.p. of Meal- 
pack Corp., a subsidiary of Ameri- 
can Hospital Supply Corp. Meal- 
pack was organized in 1943 to mar- 
ket the food service plan and 
equipment. 


® Hospitals—traditionally con- 
servative when it comes to spend- 
ing large sums to replace existing 
equipment—are enthusiastic over 
Mealpack’s Pyrex and_ stainless 
steel serving units. Testimonials of 
hospital directors form the back- 
bone of the company’s business pa- 
per advertising. 

Key to the success of Mealpack 
food service is the Pyrex plate 
preheated by infra-red lamps be- 
fore food is placed upon it. The 
plate acts as a “heat battery” 
somewhat like the familiar elec- 
tric storage battery. | 

When the plate is locked inside 
the insulated stainless steel cov- 


i SURE | RAN...HOW DID 


‘TZ ) 1RNQW THE Boss WANTED 
im TO mE? 


FOR WOMEN—This page appeared in the 

Journal of the American Dietetic Assn. to 

help get hospital dietitians on Mealpack’s 
side. 


ering unit, an airtight seal cuts the 
rate of heat transfer and elimi- | 
nates loss of flavor from the food. | 
The whole system is protected by | 
patents, thus giving Mealpack an 
exclusive product. 


e Mr. Clarke hit upon the basic 
idea after he had been called from 
his work as publisher of McGraw- 
Hill mining and construction pa- 
pers. The federal government 
asked him to help find why miners 
and construction men were leav- 

their jobs for newly-built air- 

ift plants and other factories. 

\ major reason, Mr. Clarke 
leorned, wats the appeal of hot 
meals available in war plant cafe- 
terias. 

After he was unable to persuade 
established manufacturers to work 
on the “flattened vacuum bottle” 
(they told him it wouldn’t work), 
Mr. Clarke resigned from Mc- 
Graw-Hill and in 1943 established 
Mealpack Corp. A consultant was 
hired to help solve technical prob- 
lems. 


| 
It took a long time: Corning | 


Reg tt 
$ uy 


Glass Works, U.S. Steel, Johns 
Mansville, International Nickel 
and Du Pont all put their research 
men to the task, but it wasn’t 
until 1948 that the first Mealpack 


units were ready for marketing. 


s Hospitals immediately saw the 
new serving plan as an answer to 
the No. 1 gripe of patients—cold, 
soggy food—and also as an answer 
to rising kichen costs. American 
Hospital Supply Corp. in turn was 
attracted, and as the world’s larg- 
est supplier of hospital equipment 
was able to supply the financial 


/cushion needed by Mealpack. 


A line of insulated carts to car- 
ry trays and accompanying vacu- 
um bottles for coffee, soup and 


for low-cost, on-the-job feeding... 


/ MEALPACK CORPORATION 
2014 Petgs Meenas F-omsten ime 
INDUSTRIAL—This ad has been used to 
attract industrial prospects. A similar cam- 
paign is planned for next year. 


other liquids soon was added to 
streamline distribution of food 


from kitchens to patients. 

Business paper stories and testi- 
monial letters by hospital managers 
indicated that the institutions buy 
Mealpack service primarily be- 
cause it cuts construction, labor 
and food costs. Diet kitchens on 
each floor—which cost as much as 
$15,000—are eliminated, fewer 
persons are required to. serve 
meals and portion control is made 
more efficient. 


@ Installations are not inexpen- 
sive. Mr. Clarke estimates that an 
initial investment of from $75 to 
$125 per bed is required. However, 
he asserts, hospitals can recover 
this cost in from 12 to 18 months. 
Letters from hospital administra- 
tors lend support to this conten- 
tion, 

Mealpack advertising centers on 
a continuing campaign placed by 
Reincke, Mever & Finn, Chicago, 
in hospital publications. Direct 
mail and trade show exhibits sup- 
plement the print. 

Currently the schedule lists the 


35 


American Dietetic Assn. Journal, 
Hospital Management, Hospital 
Progress, Hospitals, Modern Hos- 
pital and Southern Hospitals. Most 
of the ads feature testimonial let- 
ters backed by lengthy copy and 
art describing Mealpack compo- 
nents. 

A somewhat different approach 
is used in the Journal. Cartoons, a 
light touch and first person copy 
tells how well liked are dietitians 


Now Sales Opportunities 
‘for Fiching Tackle and 
Equipment Manufacturers 


Reaching more than 10,000 Key dealers 
(total circulation 12,700) who serve the 
20.000,000 4 


needs of 000, shermen 
Write for facts 


Peaking Lake EWS | 


Wilmette, lilinois © Phone: Wilmette 4714 


When HOTEL MANAGEMENT hits the desk, the “DO NOT DISTURB” sign goes on 

the door. For more than 8000 top hotel men and their department heads, HOTEL 
MANAGEMENT is required reading — because of the major role it plays in profitable 
hotel operation. Since 1922 there has never been an unbiased survey which has not shown 
HOTEL MANAGEMENT fo be the industry’s favorite “methods” magazine. 
Manutacturers and their advertising agencies recognize its tremendous impact by 

. placing, among its pages, almost two and one half times more advertising than 
in any other hotel publication. 


201 No. Wells St., Chicago, IIL. 


able to all manufacturers and their advertising 
agencies who are engaged in selling the restau- 
rant and hotel industries. This map, furnished 
in two colors and measuring 24” x 37”, locates 
the most lucrative markets and the most eco- 
nomical means for reaching them. In addition, 
you will find the nine most important states, 


copy today. 


AHRENS PUBLISHING COMPANY, INC. publishers of 
71 Vanderbilt Ave., New York 17, New York 


important metropolitan areas by restaurant and 
hotel sales, location of restaurants and hotels 
doing an annual volume in excess of $50,000., 
restaurant and hotel sales by geographic divi- 
sion and the number of meals served daily in 
restaurants and hotels. 

This map is absolutely free! Write for your 


Hotel Management, Restaurant Management, 


Restaurant Equipment Dealer, Hotel World Review, 
Travel America Guide, Frozen Food Age. 
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As Mealpack expands into fac- 
tory feeding (a $45,000 installa- 
tion recently was purchased by a 
textile mill), the campaign will 
move into other publications. 

It will break about the second 


‘==. quarter of next year, Mr. Clarke 


ran this 
monial in its series aimed at selling by 
quoting customers. 


TESTIMONIAL—Mealpack 


who recommend Mealpack to their 


bosses. 


testi- 


simple 
reasons 


Many top 
Chicago agencies 
buy 

ad composition 
from us because, 


to express the facts 
in simple A, B, C’s, 
they like our 

large facilities 
(which mean faster 
deadline service) 


the quality 
of our work 
(which means 
fewer revisions) 
and the 
lower costs 
that result. 


For the same 
simple reasons it will 
pay you to phone 
WaAbash 2-6800 

and ask for Agency 
Ad Composition 


am, 


Poole Bros. Inc é 
7 


Serge 4 


|said. He plans to use horizontal 
| papers to find executives who are 
concerned with absenteeism, turn- 


| over and other personnel problems 


|influenced by in-plant feeding. As 
/proof that the problems do exist, 
he cites a Radio Corp. of America 


survey that listed transportation 
and hot meals as the major fac- 
tors to be met in hiring labor. 

The campaign will turn to verti- 
cal publications when returns 
show which industries are most 
likely Mealpack prospects, Mr. 
Clarke told AA, and pin-pointed 
direct mail will follow. 


gw On the basis of experience, Mr. 
Clarke predicts that the ads will 
appeal most to executives in in- 
dustries (1) where workers are 


spread out (shipbuilding, chemi- 
cal, construction, mining) and 
cannot spend time for long trips 
to cafeterias, or (2) where skilled 
labor (continuous process inspec- 
tors) cannot spare the time to 
leave the job for meals. 
“Business papers and direct mail 
will bring inquiries,’ Mr. Clarke 
said. “Our sales engineers will fol- 
low up the inquiries and survey 
prospects’ needs. Equipment lay- 
out and cost estimates will be 
made in the Mealpack office. If a. 
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customer needs it, we will supply 
a man to train the kitchen staff 
in operation of the equipment.” 
Experience in calling upon hos- 
pital prospects has shown the 
value of 3-D color presentations in 
selling appetite appeal of Meal- 
packed food. Another effective 
technique consists of setting a 
Mealpack unit containing the 
prospect’s favorite food upon his 
desk an hour after it was cooked. 


w As a former publisher now sit- 


| 


| 
} 
| 
| 
| 


} 
| 


eee 258,448 


The Wall Street Journal solicits advertising 


43 44.45 46.47 48 4950515253 


on its record—on its audit of circulation 
(ABC), and on the market power of that 


circulation. 


Measure Journal circulation by these 


yardsticks: 


A Quarter Million Plus Circulation 
concentrated where business concentrates. 
Journal’s circulation closely parallels industrial 
employment, state-by-state; 


A Quarter Million Plus Circulation obtained 
without premiums or special deals; 


A Quarter Million Plus Circulation at 10 cents 


a copy, $20 a year, with 93% sold through 
subscriptions; and with an overall renewal 


average of 70%; 


A Quarter Million Plus Circulation spread 
among the Nation’s most progressive 
industries ... top executives ... and men 
stepping up in business; 


A Quarter Million Plus Circulation that is 
billions in purchasing power! 


Circulation figures are ABC — 
6 months’ average, period 


ending September 30. 
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ting behind the advertiser’s desk,! trial feeding. He freely predicts 
Mr. Clarke has definite ideas of the day will come when railroads, 
what he looks for in a business now losing money on diner opera- 
paper. He wants data on how tions, will use Mealpack for both 
workers in a particular industry room service on crack trains and 
feel about company cafeterias, on- in lieu of diners on tourist-class 
the-job meals and other aspects of runs. Airlines, too, offer a possi- 
plant food service. Part of this in- ble market, but research is needed 
terest, of course, stems from the to reduce the weight of Mealpack 
product he sells, but much of it is units. 
a result of his wartime experience 
with workers’ complaints. ws Eventually, he says, concession- 
The publisher-turned-v.p. has aires will provide hot meal serv- 
plans for expansion beyond indus- ice from a central kitchen to many 


small plants where it now is un- 
economic to maintain cafeterias. 
The same licensees could serve 
schools, offices (especially medi- 
cal buildings, where doctors nev- 
er seem to have time for meals) 
and homes. 


In fact, he reports, there now 


are several operators who deliver 
Mealpacked food to people who 
for one reason or another do not 
want to cook dinner or eat out. 
‘‘Mealpack,” declared Mr. Clarke, 


.“is at a point not unlike the early 


lous agency. 


days of the dairy business, when) Preiss & Brown Adds One 

home-delivered bottled milk was}  preiss & Brown Advertising, New 
a novelty. We see this creating york, has been appointed to handle 
jobs—an army of jobs for sup- advertising for the new — 
pliers and experienced or newly- | appliance division of Mi Complete 
er easel peel pete home and kitchen ap- 
pliances. Preiss & Brown currently 
handles the Majestic radio and 


Kleppner Gets Book Club and Wilcox 


Kleppner Co., New York, has television division ne ms 
been cqneieted to direct advertis- Tape “igen and high fidelity 
ing for the Sportsman’s Book Club | Phonograph. 

by Book Club Management Inc. 

Grant & Wadsworth was the previ- Meany Adds 3 Accounts 
Three new accounts have been 
added by Philip J. Meany Co., Los 


STRONG @ @ @ The 


The Wall Street Journal is the only_national 
business daily. Its state-by-state circulation 
is proof of wide coverage. 


To speed its nation-wide distribution, The 
Wall Street Journal publishes four editions — 
Eastern, Midwest, Southwest, and Pacific 
Coast. All editions are virtually identical in 
national news content. Each also carries 
local and regional news of business. 


This flexibility offers many unique 
advantages, for example: 


1. Advertisers can list local dealers or _ 
distributors with simple copy changes in 
each ad. 


a Advertisers can select the areas where sales 
concentration does them the most good. 


3. Advertisers can time their messages to 
take advantage of seasonal or regional 
buying habits. 

For speed and economy .. . for national or 
regional impact on your business market... 


The Wall Street Journal should head 
your list. 


Map shows state-by-state 
Wall Street Journal circulation 
September 30, 1953...the 
four areas covered by 
editions and the four printing 
headquarters (starred). 


Journal penbhilles 


Business America 


From Coast 


MAINE © 
1,499 


| MICH. 
10,371 


eles. They are Rosedale Nurs- 
py Inc., Monrovia, Cal., (news- 
papers and direct mail); West 
Coast Electrical Mfg. Corp., Los 
Angeles (trade publications and 
trade literature); and Monotone 
Radio Hospital Service (now using 
direct mail). 


Agency Opens St. Paul Office 


Western Advertising Agency, 
Los Angeles, has established a 
branch office in St. Paul, at 1655 
Scheffer Ave. Harold L. Maddox 
will be manager of the branch. 
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Want to expand your circle of 
customers. . in America’s sixth big- 
gest market... at low, low cost? 


The KDKA Shopping Circle is 
the program you want! Here’s just 
one example of results on this 
long-established morning participa- 
tion show— 

An offer of a little booklet on home- 
making (announced just once on a 
Thursday) brought 1400 replies on 
Friday, another 800 on Saturday ! 
For spot action like this in a vast 
area in Pennsylvania, Ohio and 
West Virginia, there’s no match 


for KDKA! 


KDKA 


PITTSBURGH 
50,000 WATTS 
NBC AFFILIATE 


WESTINGHOUSE 


RADIO STATIONS Inc 
WBZ +» WBZA+ KYW+ KDKA 


WOWD + KEX + WBZ-TV * WPTZ 


National Representatives, Free & Peters, 


except for WBZTV and WPIZ: for the 
television stations, NEC Sput Sales 
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Copease Introduces 
Small Photocopier; 
Plans January Ads 


New York, Nov. 25—An electric 
typewriter-size photocopying ma- 
chine that reproduces black-on- 
white duplicates of letters, press 
releases or memoranda in less than 
45 seconds is now being marketed 
nationally by Copease Co., 270 
Park Ave. 

Called Develop, the machine is 
expected to revolutionize office 
methods through speed and econ- 
omies in record-keeping, inter-de- 


partmental communications and 
mail operations, according to 
Charles E. Hallenborg, Copease 
president. 


“The photocopies made on the 
machine are high in contrast, dry, 
legally acceptable, and may be du- 
plicated on paper of any weight,” 
Mr. Hallenborg said. He also em- 
phasized that copies are permanent 
and fade-proof. 


s Manufactured in Stuttgart since 
1948, Develop is being marketed | 
successfully today in more than 50 
countries, according to Mr. Hallen- | 
borg, a former v.p. of Dictaphone 
Corp. He organized Copease Co. 
to handle U. S. distribution of the 
machine. 

A national advertising program 
is being planned by Anderson & 
Cairns to start in January. Initial- 
ly, the program calls for staggered 
coupon ads in four or five office 
management publications and ads 
in the New York Herald Tribune 
and Times. This will be followed, in | 
mid-1954, by additional schedules | 
in management papers, local news- 
papers and publications in other | 
fields such as banking, insurance, | 
and municipal government. 

Current plans are tentative, AA 
was told, and subject to change, 
but the company is building a dis- | 
tribution network of sales offices | 
and independent dealers in key | 
cities, and plans to support them | 
with advertising and sales promo-| 
tion. 


| 
| 
# Simple in design and operation, | 
the machines are operated by mere | 
insertion of the original to be cop-| 
ied plus a sheet of negative paper. 
The negative is then reinserted 
through another slot with a sheet 
of positive paper. Exposure, de- 
velopment and printing are per- 


COLLATERAL SERVICES FOR GAS HEAT ADVER- 
TISERS; These include a free list of about 1800 
gas utility executives who told us by questionnaire 


they were interested in gas heating— this list is a 
real time saver because such executives have 
many different titles in the various companies, a 
list of about 1,000 Manufacturers Representatives 
and Agents who sell gas heating equipment, parts, 
accessories, etc.; reprint books such as the “Basic 
Gas Heat Controls”, and ‘Gas Heat Service Notes”, 
which have been distributed by thousands. We | 
also publish a “Rep Digest” several times a year | 
in which we list companies (advertisers get pri- 
ority) who want the type of Field Representative 
and Agent on our list. There is no charge to 
Advertiser or Representative. 

We have statistical data (March Issue) available 
for advertisers; also a state breakdown of the 
various kinds of gas heating installations now 
in operation. 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrroy Hill 2-4786) 


formed without special lighting, 
dark-room or extra accessories. 
The operation is both noiseless and 
odorless. 

Copies may be of any length, 
and in widths up to 14”, single or 


doubled-sided, in legal or double-| 


legal-size on regular, airmail or 
transparent paper or card stock, 
Mr. Hallenborg said. 


a The most versatile unit in the! 
line is the Develop Combi. Fully | 
electric, and priced at $397, it de-| 


velops and prints. Electrical and 
hand-operated developing ma- 
chines, about half the size of the 
Combi, may be used with standard 
printers. Prices range from $90 
for the small hand-operated model 


to $235 for the larger electrical 


model. 


Exposure machines, used in con- 


junction with the developers called 
Unikop, make it possible to reprint 


texts, books and periodicals with-| 


out losing the margin, Mr. Hallen- 
borg said. A Duokop machine 
makes transparencies for prints 


| 


| 
| 
| 


j 


| 
| 


NEW DUPLICATING MACHINE—The Develop Combi, a single-unit photo-copying | 
machine that provides positive copies of black printing on white background in 
45 seconds, is being marketed now by Copease Co., New York. Advertising campaign 

in office management publications will break in January. 


Advertising Age, November 30, 1953 


,and blueprints, makes the prints 
themselves, in addition to routine 
reprinting, and exposes transpar- 
encies for offset plates. This is 
priced at $590, Mr. Hallenborg 
said. 


Eaton to Anderson & Cairns 


Eaton Paper Corp., Pittsfield, 
Mass., has appointed Anderson & 
Cairns, New York, to handle ad- 
vertising for Eaton’s, Berkshire 
and Nascon products, effective 
Jan. 20. Humphrey, Alley & 
Richards, Boston, is the present 
agency. 


F&S&R Gets Brew Account 


Fuller & Smith & Ross, New 
York, has been appointed by Hans 
Holterbosch Inc. to handle Lowen- 
brau beer advertising. Holterbosch 
is sole American agent for the Ba- 
varian beer. 


Costa Joins Carl Reimers 


Ernest Costa, formerly with Ir- 
ving Serwer Co., has joined Carl 
Reimers Co., New York, as asso- 
ciate art director. 


~NEW YORK - 
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Facsimile Transmission Now Can Be Used 


for Newspaper Photos, ANPA Members Told 


New YorkK, Nov. 24—Facsimile 


transmission of pictures to news- | 


papers is now possible, the Amer-_| 
ican Newspaper Publishers Assn. 
reports. 

Application to newspapers 
possible, it says, 
transmission of photographs, now 
used exclusively for television sta- 
tions. This would eliminate the 
necessity of darkroom and photo- 
laboratory equipment now needed | 
for wired photos. 

“All three wire services—Asso- 


ciated Press, United Press and In-, 
Service—are | 


ternational News 
now delivering facsimile service 
to television stations,” ANPA says 
in a report to members, “but the 
quality of prints is inferior to 


glossy prints produced from wired | 


transmissions to newspapers. Re- 
search is being directed toward 
improvements in quality to pro- 
duce satisfactory engravings for 


is | 
of facsimile | 


newspaper use. 

“Facsimile transmissions are re- 
ceived on rolls of paper and are 
'torn off for use on tv stations sim- 
‘ilar to the way copy is torn from 
wire service teleprinters. 


test reproductions by photo-en- 
graving,” the report says. “Some 
English newspapers have used 
facsimile to monitor their picture 
‘circuits and on occasion have en- 
'_graved the facsimile when it was 
received on deadline. 

“United Press began its tv fac- 
simile service Nov. 11. The UP 
also reports successful engravings 
from facsimile pictures. Labora- 
tory experiments are continuing. 


“International News _ Service, 
which inaugurated its facsimile 
service in March, 1953, reports 


preliminary experiments indicate 
good engravings can be made from 


as “The AP reports satisfactory 


COMPETITION—In its Oct. 26 issue, AA 


reported a new 13’ Shell Oil Co. sign, 
described as the ‘largest plastic sign ever 
built.” An even larger plastic sign has now 
gone up over Winston & Newell Co.'s 
grocery warehouse in Minneapolis. It 
measures 24'x23' and was 

Federal Enterprises Inc. 


facsimile. INS also is working on_ 


the possibility of using facsimile 
transmission for newspapers using 
the Fairchild Scan-A-Graver. 


ws “Meanwhile,” the association 


notes, “in another development 
that may speed transmission of 
news pictures, Press Wireless Inc. 
has successfully transmitied pic- | 
tures by radio from New York 
City to the Rocky Mount Tele- 
gram, Rocky Mount, N. C. 

“Purpose of this project is to | 
provide a cheaper picture service | 
for smaller newspapers. With 20 
or 30 newspapers receiving simul- 
taneous transmissions, the cost for 
communication would be very 
small, according to Press Wire- 


| less. 


“However,” the report § adds, 
“Federal Communications Com- 
mission approval will be necessary 
before this service can be offered 
on a commercial basis.” 


made by. 


Names Marsteller, Gebhardt 


The Niagara filter division of 
‘American Machine & Metals Inc., 
East Moline, I1l., maker of pressure 
| leaf filters used in industry, has 

named the Chicago office of Mar- 
'steller, Gebhardt & Reed to handle 
its advertising. 
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Are you confused by endless 
details in production? 

Then let Pontiac set you right. 
Six unified services, photog- 
raphy, art, color process, 
photoengraving, electrotyping 
and ad setting—choose them 
all or one. We can help you no 
matter which way you're 
going. Actually we've been 
doing it for busy production 
men for 40 years! Call or 
write us now! 


ART Work 
PHOTOENGRAVINGS 


TYPOGRAPHY 


new’ = UNIFIED 
nowre™® SERVICES 


Pontiac 


Engraving & 
LZlectrotype Co. 


812 W. VAN BUREN STREET 
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Competitive Accounts Pose 
Problem in Radio Selling 


To the Editor: In the rush to! 
accommodate new morning busi- 
ness and lengthen popular person- | 
ality shows, radio has not solved 
an old problem. A problem that) 
grows more acute every day. 

What standards to follow in 
programming competitive ac- 
counts? 


For years, it has been the more | ¢, 


or less general rule to separate | 


FOR QUANTITY BUYERS” 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
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jadvertising campaign that might; 


|have interested you, especially be- 
'cause I doubt that anyone got a 
commission for it or even got cred- 
it for the idea. 

The other morning as I came out 
‘of Grand Central I literally ran 


such business by approximately|in the same hour or on the same | Smack into two young ladies stand- 


/one half hour. 


stations have taken into account: 
audiences. 


placing competitive accounts on _ priced—then the questions of com- 
|the same page, but where possible, petitive accounts in the same pro- 
|separated by editorial or ad mat- gram should be re-examined. 

ter. 


elings of the client involved. 
| bear up logically except when the or live, commercials for a second 


|discussion turns to participation or competitive account should call 
SIGHS OF LONG LIFE | dise jockey “personality” shows. 


In setting this standard, radio the selling effectiveness of a com-| 
mercial is in the hands of a “per- 
1. The transient nature of radio sonality,” groomed by the medium 
to deliver just such added sell- 
2. Print of ing value—and usually premium 


media’s practice 


One solution would be to require 
3. And, of course, the personal a second competitive account to 
use a radio salesman other than 
This reasoning would seem to the program personality. Recorded 


|for no more than a statement that 
When the selling effectiveness a “commercial will follow” intro- 


page. But when a major part of ing shoulder to shoulder but facing 


the crowd going east and west, 


| holding mounted pictures of color- 
|ful fall scenes. Copy read some- 
thing like this: “YOU can SEE this | 


beauty; won’t you heip the blind?” 
You’ve guessed it; they were solic- 
iting for one of New York’s organi- 
zations to help the blind, the Light- 
house in this case. They didn’t 
say a word; didn’t have to; but 
as I stood and watched them for 
ten minutes I’d say they had pretty 
near 100% readership and re- 
sponse... It was a damn fine idea 
and only the coldest fish could 
really walk by them. 


THE ARTKRAFT* SIGN CO.| of an advertisement, visual or au- 


Division of ‘dio, depends solely upon the crea- 
‘an eee ‘tion and execution of that ad, it 
Ginnie tataah certainly seems in order for media 
bended ; |to accept competitive advertisers 


ang the cost... 


on the media director’s 


ee 
Bgece te 


wall! 


It isn’t the cost of the white 
space that counts as much as 
the cost of the reader your 
message reaches. 


Cease 


If you're selling in the billion dollar coal market, and 
want to do it with maximum economy, the following figures 
may be helpful in your selection of coal magazines: 


(= COMPARATIVE COSTS PER THOUSAND 


Based on comparative costs per 12-time black-and-white page. 
Data from S. R. & D. Service, November, 1952 


MECHANIZATION MAGAZINE “‘X"’ 


Primary Buying Influences $38.59 $65.74 
Secondary Buying Influences $64.38 $53.99 
Total Coal Circulation $24.13 $29.64 
Total Circulation $23.33 $24.15 


MECHANIZATION reaches the men who control 95% of 
coal’s purchases in the mines which produce 87% of the 
coal. MECHANIZATION is read by more primary buying 
influences than any other coal magazine, according to an 
independent survey.* More executives, including general 
managers and purchasing agents—more superintendents, 
mine managers and their assistants receive MECHANIZATION. 
More coal-production men report MECHAN- 
IZATION to be most useful or interesting. 


Also, more and more advertisers are 
finding MECHANIZATION to be most useful 
and interesting. 


Cost per M is a major reason. So are 
the results. 


There are plenty more, which our sales 
reps would like you to have, even if you 
don’t paste them under your hat, on your 
wall, or in your pipe. 


™N 
Call and compare. 


; . > 
*Conducted by John Fosdick & Company 


Mechanization 


THE MAGAZINE OF MODERN COAL 
Mechanization, Inc., Publishers - Munsey Bldg. - Washington 4, D.C. 


NEW YORK « PITTSBURGH + CHICAGO - SAN FRANCISCO + LOS ANGELES 


‘duction from the program person- 
ality. 

We in radio must realize that to 
sell, we must be believed. The 
listening audience finds it very 
hard to believe a “personality” 
who sells for two automobile 
dealers, two competitive clothing 
stores, two beers. And this would 
hold true whether audience shifts 
‘delivered 10% or 90% of a given 
‘audience, one-half hour later. 

This is certainly no indictment 
of an individual station or pro- 
gram. Radio, with its limited num- 
|ber of broadcast hours, can not 
add pages to accommodate an un- 
limited number of clients. Radio 
must have the prerogative to pro- 
gram competitive sponsors willing 
to have their commercials stand or 
fall on product value and advertis- 
ing inventiveness. But not when a 
personality is forced to speak out 
of both sides of his mouth at once 

FRANKLIN S. ROBERTS, 

Vice-President, W. S. Roberts 

Inc., Philadelphia. 


One Helps Another 

To the Editor: The eternal lay- 
out man is at it again—this time 
focusing attention on a Federa 
Savings & Loan ad at the literal 


| 
| 


~Picay 
Ste ‘BANKS 
~ (pay no 
earnt —_ ee 


eisai 
> 


ope Na 
SaUINGS account 


Peoples Federal Savings 
AND LOAN ASSOCIATION 


} PAY BILLS ONLY ONCE 
WITH A CHECKING ACCOUNT 


| Your check stub serves as @ reminder to you of 
bills pad—and » cancelled check « proot of 
payment. Irs convenient vo pay by check-o 
Manding in line= oo especial crips to make Poy 

+ ~ che convenvent ~ sale ~ and economuncal 


| FIRST NATIONAL BANK 
| 


Member Federal Reserve System ond 
Federe! Deport Imswrence Corporetion 
SERVING THIS COMMUNITY OVER 80 TEARS 


expense of a First National Bank. 


The ad appeared in the Monroe 
|\Evening News. 
JACQUES LESSTRANG, 
Jacques LesStrang & Associ- 
ates, Ann Arbor, Mich. 


\Finds Strong Appeal in 
Lighthouse Fund Drive 


To the Editor: Ran across an 


Incidentally, in an effort to give 
credit where credit was due I 
called the Lighthouse and the only 
information I could get was that 
one of the volunteer workers from 
“an advertising agency” worked up 
the notion. Orchids to whoever it 
was, 


gimmick for future drives. 
JAMES D. GIFFORD, 
Westport, Conn. 
. ® a 
An Open Letter to 
The Creative Man’s Corner 
Dear Mr. Creative Man: Bour- 
bon does not come in cigarets. 
It comes in bottles—long, short, 
fat, skinny—half gallons, quarts, 
vints, half pints, miniatures. 


sez I. And the Lighthouse | 
would be smart to pick up the) 


As distillers of Old Hickory, one 
of the nation’s finest bourbons, we 
assure you no cigaret could cap- 
ture within its paper-wrapped 
body the unique, fine mellowness 
of good bourbon. It’s an impossi- 
bility. Our production experts say 
so. 

Your article [Nov. 9] started it. 
We tried to get our researchers to 
| package bourbon in a cigaret. Each 
time the result was reminiscent of 
a soggy paper bag. And who wants 
to smoke soggy paper bags? That’s 
too great a handicap to ask even 
bourbon to overcome. 

So, much as I regret to pass on 
this information, if you want to 
|get bourbon when you _ smoke, 
you'll have to wait until science 
crossbreeds a_ distillery with a 
cigaret wrapping machine. Then 
maybe they’ll package the result 
in paper bottles—king size. 

But who would want to smoke 
paper bottles? 

I don’t know about you, but I'll 
take my old fashioned Old Hickory 


RETAIL DEALER ADS 


Yours or Your Competitors 


From newspapers and 
magazines published 
throughout the country. 
Write for booklet .. . 


165 Church St., N. Y. 7 
BA 7-5371 


urnal 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


377,662 DAILY °* 


303,238 SUNDAY 
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bourbon in the old fashioned way. 
By the glass. 
Sincerely, 
SAMUEL A. KRASNEY, 
Director of Trade Relations, 
Old Hickory Distilling Corp., 
Philadelphia. 


Pennies for Promotion 


To the Editor: In the face of} 
rising incidence of “postage due”. 


mail, which, quite apart from its 


loss in pennies, is wasteful of man- | 
hours, this gesture by the Los An-| 
geles Times was warmly received | 


in our office. 
It might be added that, on oc- 


casion, we have received postage | 


due notices from the branch post 


office and sent an employe post-| 


Cos Angeles Times 


(05 GURTLES SD. Cocrremesa 
aes 


sametring weet bed Semetody 10 car wallicg tommrtarnt moun! 
p= Lever on the peetege aeter The selling arrives at your 
Conk with Os emg? 


ite our peste: Gifficnitios the Pw cchegiving Say ofttion of 
The Times atti. afters the sent way to ls our had Steg boxt ng 
cmon ge 


haste by cab, fearful that the com- | 


munication might involve deadline 
material. Without exception, it has 
always been a piece of promotional 
literature. Acquired in this man- 
ner, it hardly creates a receptive 
atmosphere for the product or 
service offered. 


VicK KNIGHT, 
President, Vick Knight Inc., 
Hollywood, Cal. 
. * © 


‘Farm Journal,’ Too, 
Carries Weather Reports 


To the Editor: Your Nov. 9 issue | 
carried an interesting letter from) 


Craig F. Mitchell, promotion man- 


ager, Engineering News-Record, in| 
which he comments on our weath- | 
er service which begins with the! 
January issue. He also says that | 
to the best of his knowledge Engi- | 


neering News-Record is the first 
business publication, and possibly 
the first publication of any kind 
except the farmers’ almanacs, to 
give weather reports this exten- 
sively on a regular basis. 

I'd like to contribute this for) 
your readers: namely, Farm Jour-| 
val has been carrying regional 
weather reports prepared by Dr. 
Irving P. Krick, the meteorologist 
who set D-Day. Just for the record, 
American Builder has also ar- 
ranged an exclusive deal with Dr. 
Krick so that the light construction | 
industry will enjoy all of the bene- 
fits of scientific weather forecast- 
ing. 

Engineering News-Record is to 
be congratulated on establishing a 
first in the trade field and we cer- 
tainly want to add our voice in 
saying EN-R has always done an 
outstanding job. 

C. J. WAGEMAN, 

Publisher, American Builder, 

Chicago. 


Says Contest Layout Must 
Give Way to Mechanics 

To the Editor: Mr. Woolf’s col- 
umn on money-back guarantees in 
the Oct. 19 issue of ADVERTISING 
AGE has just been brought to my 
attention. In his article Mr. Woolf 
refers to an Oct. 5 Life spread an- 
nouncing the Nescafe-Jackie Glea- 
son jingle contest. 

The Nestle Co. and Sherman & 
Marquette are in complete agree- 
ment with the point Mr. Woolf 
was making—namely, if you make 


a money-back guarantee the pro- 
spective customer is entitled to a 
fair shake if dissatisfied. 

As a matter of fact, from the 
very start of our campaign on new 
Nescafe in newspapers all over 
America, we have insisted upon the 
following copy: “You must agree 
‘you enjoy better flavor, cup after 
cup, with new Nescafe than with 
jany ground coffee—or send the 
(unfinished jar to Nescafe Instant 
Coffee, Box 428, White Plains, 
'N. Y., and get your money back.” 
The same copy can be found in 
current November magazines. 

In attempting to back up our 
' conviction further on the outstand- 
ing quality of new Nescafe, we 
have been offering free samples of 
|Nescafe via the Gleason Show to 


anyone who is interested enough | 
to send in name and address on a 


post card. 

I am sure Mr. Woolf eiediiies! 
that with a contest layout—even 
a spread in Life—some part of an 
advertiser’s major copy platform 
has to give way to accommodate 
the mechanics of the contest. By 
nature and design contest an- 
nouncement ads are busy, and yet 
a real paring process is involved. 

We have enjoyed Mr. Woolf’s 
column in the past and will con- 
tinue to follow him, since unques- 
tionably he is making a real con- 
tribution to this fascinating field 
of marketing. 

F. WINSLOW STETSON JR., 

Sherman & Marquette, New 

York. 


WHBF 
+ CBS 


Adds up to — 

BETTER QUAD-CITY 
COVERAGE AT NO 
INCREASE IN COST! 


o> WHBF : 


Le TELCO BUILDING, ROCK ISLAND, see 
Represented by Avery Knodel. Inc 
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You’re up with the chickens 


... If you keep up with the Southwest farmer! While 
most of us are still a-bed, WF AA’s wide-awake farm 
editor, Murray Cox, teams with his wife Polly on 
WFAA-570 to make hay with farm and ranch fam- 
ilies across the Southwest before they go to market 
or begin the day’s work. 


From their breakfast table every morning at 6:40, 
“Mr. & Mrs. R.F.D.” broadcast a helpful, informa- 
tive service. Murray discusses timely farm news and 
events, and Polly rounds out with hints on home- 
making. 

Murray and Polly have always worked with farm 
people and agricultural groups. Murray is recognized 
“one of the best friends of farmers in Texas” for his 
tireless and conspicuous work in soil conservation 
and pasture improvement. It’s said that more farm 
folks know Murray than the Governor of Texas, and 


EDWARD PETRY & CO., National Representatives « ALEX KEESE, Station Manager @ RADIO SERVICE OF THE DALLAS MORNING NEWS 


proof lies in the large and loyal following of the 
breakfast show and “Murray Cox, R.F.D.” — Mur- 
ray’s 12:15 to 12:30 daily program on WFAA-820. 


If you’re cultivating the wealthy Southwest farm 
market, plant your sales story where it'll grow—with 
the fertile farm and ranch following of “Mr. & Mrs. 
R.F.D.” You'll harvest a bumper crop — just ask a 
Petry man! 


If you want the facts and figures about North Texas farm 
folks’ listening habits — and their decided preference for 
WFAA and Murray Cox — you'll ask a Petry man to show 
you the new 1953 Whan Survey, a comprehensive, independ- 
ent study by Dr. Forest L. Whan of Kansas State College. 
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Of the total seven-year gains 

for all four magazines, 43% went 
to “U.S.News & World Report” 
alone (and with the most voluntary 
of circulation methods )! 


America’s outstanding business leaders 
consistently vote ““U.S.News & World Report” 
the magazine most useful to them in 
their work, the magazine in which 
they place the most confidence. 
For current reports on how important 
people read and rate the six major 
news and management magazines, call 
or write our advertising office, 
30 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, 
Philadelphia, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, 

_ and Washington. 
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How Liquor Industry 


Has Grown 


(Continued from Page 2) 
commerce. Usually, this meant that 
the saloon was not to return. It 
must be amusing to oldtime sa- 
loon-keepers to eye the present 
army of bars, cocktail lounges, tav- 
erns and joints, and to reflect that 
none of these is called a saloon, 
and so the promise of the politician 
has been kept. 


s Along with the desire to control 
liquor commerce was the desire to 
tap its revenues. It led to some in- 
teresting compromises. In Tennes- 
see, three cities are wet—-Memphis, 
Nashville and Chattanooga. The 
revenues from taxes on liquor 
sales in the small wet area are 
spread through the dry area, and 
there is no record that the dry 
areas refused to accept tax money 
from liquor. 

In Kentucky, most of the state is 
dry; fair trade allows a high prof- 
it margin per bottle in wet areas, 
but only about 6% profit on case 
sales—this is a concession to the 
bootlegger, assuring him an inex- 
pensive source of supply, in his 
rounds through the dry areas of 
the state. Kentucky heckles dis- 
tillers with taxes on their plants, 
stopping just short of driving the 
industry out of the state. 


# In Mississippi, 
are impeccable taxpayers. 
are counties in Texas where 
wholesalers have distribution 
points with access roads like rab- 
bit warrens, so that bootleggers 
can dodge law officers from dry 
counties, who are perched like 
greyhounds on the county line, 
waiting to nab the unwary. 

In Colorado, the dry town of 
Greeley has a little town called 
Rosedale on its outskirts—a town 
composed completely of taverns 
and liquor stores, incorporated af- 
ter Greeley exercised its option 
und threw liquor out—a few hun- 
dred yards beyond city limits. 
Bone-dry Evanston, Ill., home of 
the Women’s Christian Temper- 
ance Union, is fortunately facing 
Chicago’s Howard St., with its bars 
and package stores for thirsty sub- 
urbanites. 


# These paradoxes are an inter- 


the bootleggers | 
There ja 


in 20 Years 


|esting commentary on the political 
evolution of Repeal, but they con- 
stitute a marketing nightmare. 

A lot of what follows in this 
story would be quite different if 
two roadblocks hadn’t been thrown 
up in front of liquor marketers. 


First, they had to observe the local | 


ground rules laid down (usually at 
the time of Repeal) by legislators 
who were most eager not to appear 
to have embraced booze too readily. 
Second, the industry and regula- 
tory bodies have understood that 
liquor copy is not supposed to at- 
tract any non-drinkers. Whatever 
appeals the industry uses, they 
must be implicit, not overt. 


s The result is that the business 
tends to fight for a fairly static 
body of customers, and that the 
emphasis is on campaigns designed 
to make a drinker of someone else’s 
brand into a drinker of one’s own 
brand. In the beginning, industry 
leaders felt they were on proba- 
tion, and were exceedingly circum- 
spect in their efforts; it is now a 
matter of habit in the industry, 
and anything else would be met 
with suspicion and hostility by reg- 
ulatory bodies. 

Hence the liquor business is 
looking at a 195,000,000-gallon year 
in 1953, and congratulating itself 
on a pretty good 12 months. It’s 
pretty good showing, and about 
equal to either 1947 or 1942. The 
vast changes in U. S. income, and 
the trend to greater consumption 
which has perked up the U. S. food 
business, have apparently passed 
the liquor industry by. For a time 
it seemed that the industry was 
obsessed with the notion that a tax 
cut would end its problems; that 
may be true, but no one sees a cut 
in near-term prospect. 


s Now for some specifics: 

In the years immediately follow- 
ing repeal, 
tled on the means by which they 
would retail liquor. In 17 states, 
the most important of which are 
Pennsylvania, Ohio and Michigan, 
the state operates all liquor stores. 
These “monopoly states” were sup- 
posed to place the social responsi- 
bility of liquor control above the 
consideration of revenue. It might 


Utah was the 
Authority in November, 1934. 


Gov. 


New York in May, 1935. 


In May, 1937, Massachusetts 
fair trade practice legislation. 


In January, 1939, Sen. 


cessful.) 


Nov. 1, 
deadline 


1942, 
for conversion 


public would vote “dry” 
hibition were to be voted upon. 


son, Secretary 


Liquor Notes & Comment 


Distillers were authorized to produce 
whisky in September, 1933, in anticipation of Repeal. 
36th state to ratify the 21st Amendment. 
Distillers agreed to submit ads and labels to the Code (NRA) 


Lehman signed the Feld-Crawford Fair Trade Law in 


In January, 1936, a whisky had to be aged a year to be called 
a “straight,” and as of July 1, 1938, must be aged two years. 


In May, 1938, the Supreme Court ruled the 21st Amendment 
deprived the federal government of the power to regulate sale 
and distribution within the individual states. 

Arthur Capper of Kansas introduced 
a bill calling for prohibition of advertising in newspapers and 
magazines which cross state lines and on radio. (It was the first 
of several similar attempts by the late Sen. 


According to the Census Bureau in 
wholesalers in the liquor business. 
was set by the War Production Board as the 
of all grain 
exclusively to the manufacture of war alcohol. 
The Gallup Poll found in September, 1943, 
and 66% 


Per capita consumption of distilled spirits in the U. 
25% in 1943 vs. 1942, wine off 16%, : 

October, 1945, Senate finance committee heard Fred M. Vin- 
of the Treasury, 
included a reduction of the wartime excise tax of $9 a gallon to 
the 1942 level of $6. (The reduction failed to come through, and 
an additional $1.50 was added later.) 


11,000,000 gallons of 


became the 40th state to enact 


Capper, all unsue- 


1939, there were 1,408 


liquor-producing plants 


that 34% of the 
“wet” if the question of Pro- 


S. dropped 
beer rose 10% 


announce a program which 


the various states set- | 
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|for Walker's Canadian Club around 1937; 


be expected that prices are consid- 

‘erably less in these states, since 
‘the government functions as 
wholesaler, and there are no retail- 
/ing or merchandising charges. Ac- 
‘tually, it hasn’t worked out so 
‘simply. Some monopoly states have 
lower prices than neighboring open 
states, and some have the same 
price levels. In 1952, a monopoly 
state—Washington—had the high- 
est per capita state and local rev- 
enue from alcoholic beverages— 
$11.06, as against a national aver- 
age of $5.60. 

But it is probably significant that 
no monopoly state has ever 
switched to open state status, nor 
has an open state changed to state 
stores. They made their choices 20 
years ago, and they hold today. 


® Immediately following Repeal, 
distillers took steps to curb them- 
selves, at least so far as advertis- 
ing was concerned. 

In 1935, members of the Dis- 
tilled Spirits Institute forswore ad- 
vertising in Sunday newspapers; 
in 1936, they voted to discontinue 
the use of radio for advertising 
their products, and later that year 
they went on record against the 
use of women in advertising, as 
well as the use of religious pub- 
lications. 
| In 1939, DSI voted against ad- 
| vertising in any publication owned 
or sponsored by any association 
/'whose members were wholesalers 
|or retailers; in 1941, a resolution 
urged members to refrain from 
|hawking their wares on outdoor 
panels too near military installa- 
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FAMOUS CAMPAIGNS—Here are some noted liquor campaigns: 
Schenley’s Wilken Family was a distinct departure in liquor ad- 
vertising—note the 1936 price; top right is magazine copy used 


Advertising Age, November 30, 1953 
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tions, and in 1948 DSI extended to 
tv its ban on radio for its members. 


s It is remarkable that these stric- 
tures have been, by and large, ad- 
hered to by the industry. Beer and 
wine advertisers have been free to 
do much that liquor advertisers 
have not; there have been years in 
which beer and wine showed gains 
and liquor lost ground. 

Yet the DSI code has stood up, 
and violations have been few. 
When Schenley, for instance, dis- 
cussed buying radio, it was out of 
DSI. It has since returned. 

No such restrictions exist for 
wine and beer advertisers. The 
Wine Conference of America’s 
“Statement of Principles for Ad- 
vertising in the Wine Industry” 
makes clear that wine may be 
shown in use at holiday parties 
(excepting Memorial and Armi- 
stice days), permits depiction of 
family drinking with children 
present (but distinctly abjures pic- 
tures of children drinking wine, 
or the use of characters appealing 
to children “‘such as Santa Claus 
or historic fairy tale characters”) 


# Further, wine advertisers may 
associate the product with “friend- 
ly and recreational” activities, but 
they shouldn’t suggest that wine 
and athletic prowess go hand in 
hand. They may show wine in use 
by both sexes, but should not per- 
mit “exploitation of the human 
form in an immodest, vulgar or 
sensuous manner.” 

Prominent persons, living or 
dead, shouldn’t be associated with 


on the heat for Old Forester (lower left) in 1938, as stocks of 
four-year old whisky became available; Schenley’s twin push for 
its Red and Black Label (lower right) marked the swing to 
blends, as this 1939 copy shows. 


wine in a way calculated to im- 
ply indorsement, and the WCA 
thinks testimonials should come 
only from users of the product. 
Vintners are also advised against 
associating their brands with any 
contemporary religion, except for 


sacramental wines and_ similar 
types. 

Finally, the conference says 
flatly that “good advertising of 


wine includes the utilization of all 
types of advertising media.. Jit 
avoids advertising in those por- 
tions of publications designed pri- 
marily for children and it avoids 
the use of sound trucks and sky- 
writing.” 

Hence the spots on the radio for 
the fellow who was heard to say 
that “Mission Bell’s fine,” and the 
improbable accent which retails 
the startling news that the an- 
nouncer is nuts about “zee Cha- 
teau Martin wine.” 


® The brewers, of course, got away 
to a much better start. Although 
the phrase “beer baron” meant a 
kingpin of the underworld during 
Prohibition, the brewers got a 
sizable time jump on the rest of 
the alcoholic beverage business 
(beer was legal in April, 1933). 
They resorted to institutional pro- 
motion early in the game, and cap- 
italized on beer as a family drink, 
as a beverage of moderation, and 
(during the war) as a morale 
builder. 

Beer has consistently had access 
to all media, and has not only em- 
ployed far more competitive sales 
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shows the greatest gain in alcoholic 
beverages advertising among all magazines! 


For the first 9 months’ period ending September as against a similar period last year, = | 


TRUE The Man’s Magazine shows a greater increase in alcoholic beverages 
+19.1 advertising than any other magazine. 


“gt 


Pages of Alcoholic Beverages Advertising 


Gained or Lost Among All Leading Magazines” 
(Jan. - Sept. ‘53 vs. Jan. - Sept. ‘52) 
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*Magazines carrying 25 or more 
pages of Alcoholic Beverages Ad- 
vertising in the Jan.-Sept. ‘53 pe- 
riod, Source: Publishers Information 
Bureau. 
i the man’s magazine | 
The Largest Selling Man’s Magazine on America’s Newsstands —321 
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themes than the hard liquor com- 
panies have dared to employ, but 
has even risked implying that beer 
and calories have only a nodding 
acquaintance. Out of this willing- 
ness to take chances came such ad- 
vertising claims as Piel’s “Less 
N.F.S.” (non-fermented sugar) 
and Knickerbocker’s “less filling.” 


s All of the foregoing relates to 
internal restriction. All the ‘alco- 


holic beverage business must face | 


up to some kind of restriction at 
the federal government and state 
levels. 


Ad Expenditures Up 


The liquor business is an 
important contributor to ad- 
vertising volume, and the 
amount has been growing in 
recent years. Licensed Bev- 
erage Industries reports that 
in 1952 the amount spent by 
distillers on advertising was 
$67,000,000. 

Here are previous years, 
measured by the same stand- 
ard: 


packaging to four quarts; 
considers special packaging per- 


‘pings, etc. But Delaware insists, 
that no gratuity may be given) 
with the package; Georgia will | 
_okay special Christmas packaging | 
provided it doesn’t refer to Santa| 
Claus; Indiana _ restricts special | 
Iowa 


missable but undesirable; Michi- | 


| gan, New Hampshire, North Caro-| 


lina, Pennsylvania, Vermont, Vir- 
ginia, Washington and West 
Virginia all have regulations 
/against special Christmas pack- 
| aging. 

_ Such key liquor markets as New 


The DSI chart on Pages 56 and I iia ca aatalicoe $68,000,000 Jersey and New York have differ- 
57 summarizes some of the prob- EE iu cciisectuianesestennna $53,000,000 ent rules. New Jersey has no gen- 
lems of liquor marketers in the ilies ciéssasstkaomanias $50,000,000 eral restriction on Christmas pack- 
states. But let’s take a simple RPE asi ocpiactnsetans --+- $44,000,000 aging, but producers may not 
subject (to non-liquor marketers) Beer and wine are also furnish retailers with special 


like cooperative advertising. 
Cooperative advertising is per- 


mitted in Colorado, the District of |} 1952 wc $52,000,000 tional distribution to consumers. B UAMESE & PEPPER 
Columbia ($10 maximum, subject PUES Sitioesisialsadsedbenids $50,000,000 New York okays Christmas pack- 

to board approval), New Mexico, NE sks dcassvasetieadaute $44,000,000 aging unless it consists “of mate- ee ee 
Ohio, and in Utah and West Vir- 194D oreeeecesseseereneees $41,000,000 |) rials having a value to the ultimate 

ginia state stores, where no sale 1. SEPPSRE ER $35,000,000 consumer. Baskets and boxes may 


by the drink is legal. It is speci- 
fically prohibited in California, 


substantial spenders. Here’s 
the running count for beer: 


Expenditures for wine rose 
from $3,000,000 in 1948 to 


Christmas boxes and articles such 
as shakers, lamps, etc., for condi- 


be used only in conjunction with 
the sale of liquor contained therein 


Georgia, Kentucky, Louisiana, $4,000,000 in 1949 and 1950, and may not exceed $1 in value 
Maryland, Michigan, New Hamp- and to $5,000,000 in 1951 and to be included in the price of the 
shire, New York, Pennsylvania, 1952. sale.” inc 
Tennessee, Virginia, Washington o- 
and Wisconsin. Other states have # Many states prohibit price ad- ing 
no provision on the subject. where it is not are Georgia, Indi-| vertising; still others prohibit dis- | G!MMICKS—Here the James E. Pepper (that’s a Schenley brand, son) Fife & Drum ha: 
Or consider the problem of|ana, Iowa, Kansas, Kentucky,|plays or window signs stating Corps parades at the closing day of the Danbury, Conn., annual fair. At the top ed: 
radio, so simple to most other | Montana, New Jersey, North Caro-| prices. is a sample of the reminder hee 3 + by rg — es football ac 
advertisers. Despite DSI rulings,|lina, Oregon, South Carolina, In other words, the liquor mar- schedules tor Early limes. we 
radio is legal insofar as many |Tennessee, Utah and West Virginia.|keter lives in a troubled and con- pig mind, in which the state and, fair trade became an industry fe- re! 
states are concerned, sometimes| The liquor business has been|fused world, quite unlike the} ¢egera] restrictions, detours and/|tish. And in this period, apparent qu 
with qualifications (after 10 p.m.|noted for the ingenuity and ex- | business world of his contempo- by-passes are all neatly marked consumption of distilled spirits 
in Ohio, with text approval in | travagance of its Christmas pack-| raries on the 8:17 out of Scarsdale. out. He is accustomed to keeping a|/rose from 57,964,788 cations in a 
Maine). But among the states ages, decanters, gay holiday wrap- He carries a kind of road map in| wary eye cocked on pending and| 1934 to 158,156,921 gallons in 1941. | cer 
passed legislation. He is infinitely ing 
more sensitive to public opinion|#™ The second period consists of . the 
than his prototypes in other kinds | the war years, and the tight liquor | 
of businesses, and he is given to) situation which extended through wa 
shaking his head wearily and say-| 1946. Fair trade was firmly estab- ; ser 
ing that “the liquor business is lished. Taxes soared in the indus- } ma 
different.” ‘try. Anyone could sell all the ' life 
So it is. Let’s see how it got that liquor he could get. Tie-in sales to 
way. were the going practice. far 
} Some distillers junked the etc 
wholesale structure they had pain- dri 
A Jigger of History stakingly built in the previous ) hai 
: : decade and ‘“‘went direct.” Rum be- , ‘in 
< ; i came the great loading device. | 65° 
FORE ORES RE Historically, the liquor business Scotch was at a premium. Bars (| 
‘more than present enrollment—a oe breaks down naturally into three Star a at liquor generously ; i 
How’ Sen facili periods, each of about equal dura- With alcohol. In 1942, while dis- | 
need new facilities. Colleges, now tion. tilleries were still producing, con- the 
_ over the two million mark, will double en- | The first, from repeal to about pogo a ae indust gh ge . = 
is 4 _|lons; in e industry hit a ; 
_rollment in a decade, need $5 billion in new Cre eer, eat | necord 20 981 00 gallon im 
facilities. Let us tell you about education's for dominance in the new market. The third period runs from 1947 pe 
— two ‘markets— public schools and higher : It was largely also a bonanza—the b 
mn mm AND UNIVERSITY liquor market grew year by year, AMOW WHAT ae se 
si Io ocemigaes for “Education's Two ee sanoteas penmae . new states YOU DRINK —— : 


opened up, sometimes because 
price deals rocked huge markets 
linto buying splurges, sometimes 
because new liquors came in with 


Butineds 
| 
driving sales tactics to carve out a 


L1NO'S |chunk of the market. In this period, 


Instantly measures strength of all liquor 
Pencil Siee beers and mixed drinks. See your deale 


Glomour-Pocked °° order direct. Sent postpaid.. $] 9 
A Unique HOME BAR SET OF EIGHT $13.95 
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Newspaper Advertising Expenditures 


for Beer, Wine and Liquor 
Source: Bureau of Advertising, ANPA 


Year Beer 

_,  EEREER eee renner ener ee $ 5,403,082 
Es <anvinccccntovahibatebesncss 6,669,988 
RRS eh ar eau 7,048,116 
NE ees ec chs ioe reanasacity 5,999,398 
SE shcZisinaantinaledincone 6,828,140 
I dade eoscaiettd ieee oats 8,300,646 
I het co cadc ders as Rigs i atanaceote 7,607,520 
ER eer Sere renee 8,356,640 
eae 

1948 13,313,000 
EE: ducececstaeceatscantaumancias 15,756,000 
I agli ci vigicticacxccstieaesarcahs 14,382,000 
cr cord cccstauieciaeonicss 14,406,000 
RAISE Lee eee een ee 16,919,000 


***Expenditure figures not broken down by classifications in 1946 and 1947. | 


SV ene 


Wine Liquor in A sca’s hospitals: Postwar co ; 
$ 407,464 $12,795,107 hosp : = " neni 

506,154 11,570,312 tion of $3.8 billion still leaves a deficit of 

497,233 14,167,887 poe , 

831.330 14,109,580 850,000 hospital beds to be met in Cheinent 

849,485 13,828,329 five to ten years. The compact, easy to) 

757,743 10,124,986 ate eet buy: 
1,723,680 12,288,240 reach, easy to sell hospital mar ys” 
2.706320 15,365,360 - 3,500 operational and maintenance items 
1,856,000 onda in big business volume. Construction, cur-— 
2,121,000 24,498,000 pee . 2 
2,038,000 29,053,000. rently $750 million annually, means a 
2.437 000 34,003,000 | _ tremendous hospital market for quality 
2,049,000 32,557,000 | : 


to the present. It is characterized 
by high taxes, disappointing sales, 
accumulation of inventory and 
violent inter-industry disputes. 
Many companies have fared badly 
in the readjustment period. The 
big four distillers—Seagram, 
Schenley, Hiram Walker and Na-| 
tional—have increased their shares 
of market at the expense of the) 
independents. Fair trade is still 
an industry fetish, but the wheel- | 
ing and dealing in case discounts 
has put the whole industry on 
edge. Further, the threat of the. 
accumulated inventories of aged’ 
whisky hangs above the industry, 
reminding it that a price-and-| 
quality war is always possible. 
| 
® Throughout the 20-year period, | 
certain basic changes were appear- | 
ing in the liquor market. Among | 
them were: | 
1. An unmistakable trend to-,| 
ward home drinking. Some ob- | 
servers think this is merely another 
manifestation of a home-centered 
life, citing as evidence the drift 
to the suburbs and the increase in} 
family games, television watching, 
etc. Others think the price of 
drinks at the bar played a major 
hand. Anyhow, liquor men figured 
in prewar days that sales were 
65% in taverns and 35% in pack- 
age stores; today only about 30% 
of sales are over-the-bar. It may 
be that the price of whisky did to 
the saloon what Carrie Nation 
never could. 


2. Brands are as important in 
liquor as elsewhere. It’s hard to 
draw a bead on liquor brands, 
because the liquor business has 
always played with its brands as 
if they were grown-up Tinkertoys. 
If General Motors were to with- 
draw Chevrolet suddenly from the 
market, reintroduce it two years) 
later in two versions with differ- 
ent engines and different prices, 
sell it in some states as Chevrolet | 
and as Old Wilson in the others, | 
and if it were to buy the Crosley | 
and rechristen it Chevrolet Spe- 
cial, the automotive business would 
be quite certain that GM’s man- 
agement had lost its collective 
marbles. But this is standard oper- 
ating procedure in the liquor busi- 
ness, and no one has any reason 
to expect it to change. Perhaps 
significantly, the company with the 
simplest line—Seagram—is also 
the most successful of the distil- 
lers. 


3. It is increasingly a big busi- 
ness. It takes money to be a whole- 
saler ($500,000 liquid capital is a 
shoestring operation), and it takes 
more money to be a distiller. The 
pinch for money makes the busi- 
ness easier for the big boys to 
play; the amount of money neces- 
sary for inventory, cooperage, 
bonding, sales effort have cut the 
independents "way down, and an 
optimist is someone who thinks the 
cutting has stopped. 


4. It is a business of bitter in- 
ternal warfare, where opposing 
philosophies have led to long, 
silent, undercover struggles which | 
have benefited neither the con- 


sumer nor the industry. Various 
distillers or groups of distillers 
have fought over. blends vs. 
straights; over the order in which | 
distilleries should be closed down | 
and switched to alcohol produc- 
tion for war; over the use of new. 
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“rkes that runs rings aro" 


And here’s the new way—the besf way— 


to sell the rich New York suburban market! 


The Family Comic Weekly in 200 weekly suburban newspapers 


FIRST in suburban circulation, Arrow 
reaches more than 600,000 homes in 
21 counties within a 50-mile radius of 
the big city. This fast-growing market 
has shown a 1,041,000 population in- 
crease since the 1950 census. 

FIRST in audience buying power, Arrow 
hits home in an crea where annual retail 
sales currently exceed 9 billion dollars. 


And Arrow arrives right at the start of 
the weekend shopping spree! 

FIRST with week-day color in the New 
York area, Arrow delivers high-reader- 
ship comics to suburbia’s growing fami- 
lies in Westchester, Connecticut, Long 
Island and New Jersey—and delivers 
local sales pressure in the only market 
thot runs rings around New York. 


Published by Colony Publications Inc., 49 West 45th St., New York 36, N. Y., Tel. JU 6-6856 
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or reused barrels; over allocation 
of material quotas; over the exten- 
sion of the bonding period; over 
the right to use radio time. 


milk (37.7 gallons) and coffee (29.3\ter than the 


1940-49 average. 


gallons) are consumed more gener- | Hence the: look of contentment on 
ously on a per capita basis than the merry brewers’ faces. The in- 


| holic beverage business hardly fig- | 
ure: Distilled spirits stood at 13 9 Unlike the distillers, many of 


5. It is, in some respects, an} 
oddly lonely business. Rightly or 
wrongly, distillers feel keenly that | 
they fight their battles alone; that 
other advertisers don’t assist them 
when the industry is threatened 
with anti-advertising legislation; 
that other businesses are singularly 
detached when the tax problems of 
the liquor industry are under dis- 
cussion; that financial men and 
others are a little too quick to say, 
“but the liquor business is differ- 
ent.” 

Let’s see how other branches of 
the alcoholic beverage business got 
to where they are now: 


The Brawny, Brainy Brewers 


Almost everything that can be 
said of the distillers is reversed in 
the case of the brewers—except 
for concentration, which is pro- 
ceeding apace in the beer field. 

There is no brewing advertising 
code. There is no restriction of | 
media. There are no restrictions | 
on who or what may appear = 

| 


brewery ads. 

Beer’s claims are’ not rigidly | 
prescribed. In general, the number 
of brands has been curtailed by 
the brewers, most of whom pro- | 
duce only one kind of beer, some- 
times an additional ale. 

Beer makers operated a little bit | 
under Prohibition, producing malt, | 
and a dreary drink called near- 
beer. In 1914, there were 1,250) 
brewing companies with a total 
capitalization of $792,914,000. In| 
1933, 331 brewers swung back into | 
business. In that year, 11,059,071 | 
barrels were produced. In 1952, the | 
brewers produced 89,600,916—it | 
was close to the high-water mark | 
of the brewing period—and in) 
1948, the industry produced 91,-) 
291,219 barrels (the peak year). 


® Back in 1914, beer really be-| 
longed. In that year, per capita) 
consumption of beer was 21 gallons 
(66,105,445 gallons to a total popu- | 
lation of 97,467,606). In that re-) 
spect, beer is off the pace; in 1952, | 
per capita consumption was 16.8) 
gallons, and the modern peak year) 
was 1948—18.5 gallons. 

The brewers can look at those) 
figures with equanimity. Only) 


| 


FORD 


Salesman 


FOLGER'S — 
Renews for 4th Year 
on WDIA, Memphis 


. thus Folger’s begins its 4th consecu- 
tive year of gaining completely dominating 
coverage of the 562,212 Negroes in WDIA's 
great 27-county Nielsen area. With dynamic 
Ford Nelson at the mike, Folger’s schedule 
consists of 5 '4 hours weekly which blanket 
this 46.9% of the total area population. If 
you sell to Negroes a WDIA schedule is a 
must for you... and there’s a schedule to 
fit your budget. Join this great list of 
WDIA blue chip accounts: Purex, Bab-O, 
Taystee Bread, Blue Plate Foods, Kroger 
Stores, Carnation Milk, Nu Maid Margarine, 
ene many others. Get the full WDIA story 

ay. 


HOOPER RADIO AUDIENCE INDEX 
City: Memphis, Tenn. Months: Sept.-Oct. ‘53 
Time WDIA 8 Cc 0 E FG 
T.R.T.P. 24.5 21.8 17.7 15.4 10.7 8.7 7.1 
(Note: WDIA's shore Sot.: 19.0; Sun.: 25.5) 


John E. Pearson Co., Representative 
Dora-Clayton Agency, Southeast 


WDIA | 


Memphis, Tenn. Soon! 50,000 Watts 


|beer. Its competitors in the alco- | dustry has been going like crazy. 


\gallons in 1952,-the exact figure| which are public corporations and 


which represents the 1940-49 aver- | open to examination, the brewers 


age, 


which suggests again why are 


still 


largely family-owned 


many marketing analysts regard companies. They keep their own 


the liquor business as static. 


As for wine, it’s fared but little are 
better. it now stands at 0.9 gallons | and leading candidates for the role 


per capita, a tenth of a gallon bet- of the most difficult client an ad-. 


|books and their own counsel, they 
well-heeled, 


well-equipped, 


Advertising Age, November 30, 1953 


vertising agency could have. 
That may be hard to prove, al- 
though some interesting evidence 
exists to confirm it. There can be 
little doubt about the well-heeled 
description, however, as some fig- 
ures will attest. Remembering that 
individual figures aren’t available, 
these are drawn from composite 
income tax returns filed by brew- 
ers from 1944 through 1949. 
These show that in 1944 returns 
were filed by 459 breweries, of 
which 24 reported no net income, 


with gross sales of $1,792,656,000. 
In 1949, 400 breweries filed re- 
turns, of which more than a third, 
or 146, showed no net income, and 
the 400 breweries had gross sales 
of $2,382,536,000. 


s In other words, for the brewers 
who were doing well, it was a 
great period, but the others were 
getting a stiff squeeze. This is a 
process which began immediately 
before the war and has been in- 
creasing in severity. 
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She's in the} 1 


SHE HAS TO BE | . 


SHE BUYS APPLIANCES, FURNISHINGS! Your brand? 


73% of a neighborhood appliance dealer’s custom- 
ers live within 14 miles of his store! Family Circle 
readers are concentrated in the same area. Distrib- 
utors and dealers get behind Family Circle ads! 
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Advertising Age, November 30. 1953 


As for growth, in 1944 the larg- 
est single group of brewers (26%) 
was in the bracket of $1,000,000 to 
$5,000,000 total assets; there were 
nine brewers in the $10,000,000 to 
$50,000,000 bracket, or 1.9%. The 
following year, one brewer moved 
into the $50,000,000 to $100,000.000 
bracket; by 1949 there were three 
in this bracket. By 1949, there 
were 24 brewers in the $10,000,000 
to $50,000,000 bracket, but the big- 
gest single group was still the $1,- 
000,000 to $5,000,000 unit, in which 


there were 119 brewers, or 29.7%. 


® The amount of money claimed 
for advertising in reports to the 
Treasury Department rose steadily 
during the years covered here. In 
1944, the 459 brewers filed no ad- 
vertising figures. In 1945, $52,123,- 
000 were reported; by 1949, a com- 
parable figure was $102,226,000. 
Brewers have performed several 
minor miracles. They have con- 
sistently managed to _ dissociate 


themselves from the hard liquor! 


end of the business. Beer has been 
billed as a beverage of moderation, 
as a wonderful family drink, as 
a good drink with food, as a drink 
with class appeal. 

On the other hand, beer is soul- 
fully regarded as the drink of the 
workin’ man when brewers are 
talking to legislators, who surely 
wouldn’t deprive the poor man of 
his pint. 

The result is that beer pays $9 
federal tax per 3l-gallon barrel, 
against $10.50 a gallon for distilled 


spirits. State taxes average some- 
thing over $2 a gallon (from $13.03 
in Mississippi to 62¢ a gallon in 
California and Wyoming). 


® The story of beer as a family 
drink certainly has been accepted, 
if package sales are any measure 
of its efficacy. In 1934, 75% of the 
32,266,039 barrels withdrawn went 
into draught consumption. By 
1940, draught beer consumption 
was up to the 
a gain of about 2,000,000 barrels— 


market to buy— 


... TO GET FAMILY CIRCLE. 


| She's in all kinds of stores 


— buying everything for 
~ 4000000 families 


4,000,000 supermarket shoppers buy Family Circle every month. 
These “in-the-market” housewives have more children per family 


than do the readers of any of the other 6 leading women’s magazines. 


That means more mouths to feed, more ears to wash, more 
clothes to buy. More big-family demand for everything 
from nose drops to freezers, baby food to bras. 


No wonder Family Circle readers are such volume buyers — 
spending an estimated 7 billion a year for non-food products, 
and another 5 billion a year for food! 


Family Circle gets results in this big-family market. That’s why, 
for the fourth consecutive year, Family Circle is first among all 


monthlies in pages of food and grocery advertising. That's why, during 


these record years, it has also increased 108‘7 in non-grocery pages! 


Pre-sell your brand in Family Circle to 4,000,000 best-customer 
families —at the lowest cost per-page-per-thousand of the 


top circulation magazines. 


CHICAGO 
SAN FRANC 


NEW YORK 


LOS ANGELES 


SHE BUYS THE FAMILY GROCERIES! Your brand? 
First in pages of food advertising among all monthly 
magazines, Family Circle pre-sells customers of 14 
chains that do 40°. of U. S. chain grocery volume. 


SHE BUYS THE FAMILY CLOTHES! Your brand? 


Merchandise managers and buyers know how pow- 


erfully 


Family Circle’s fashion pages 


influence 


women. Leading retailers promote these fashions. 


= a al rh 


v 


Pa 


1sco 


SHE BUYS THE FAMILY TOILETRIES! Your brand? 
71°% of supermarkets selling Family Circle sell 
health and beauty aids. 82% of readers surveyed 
also shop at drug stores 2 blocks from the market! 


26,000,000 mark— | 


but it was slightly less than half of 
the industry’s total 53,014,230 bar- 
rels. By 1952, draught beer actually 


sold fewer barrels than in 1934 
(21,646,709 vs. 24,254,251); the 
total withdrawal was 84,293,646 
barrels—hence the wheel had 
turned full circle, and package 
beer now accounted for 75% of 
beer sales. 

The factors going into the 


,/change were many: The arrival of 
_ the beer can, that ornament to the 
public park, was one of them— 
cans chill quickly, open easily, 
needn't be returned, are relatively 
indestructible and safe to handle, 
;can be stacked and stored easily; 
the growth of mechanical refriger- 
ation in the last two decades is 
another; the growth of the super- 
|/market is another; the final—and 
probably the most important—is 
the same trend to home enter- 
tainment noted in liquor. 

The income tax figures cited 
earlier hint at one of the most per- 
plexing problems of the brewing 
industry—its growing concentra- 
tion. Some concentration has been 
proceeding in the industry since 
shortly after Repeal, but during 
the last ten years it has proceeded 


at what many an _ independent 
brewer regards as an appalling 
pace. 


Based on U.S. Brewers Founda- 
tion figures, there were 672 brew- 
ers in 1939, 471 in 1946, and 359 in 
1952. A. Edwin Fein, director of 
Research Corp. of America, thinks 
there will be little change in 1953. 
Meantime, the top 25 brewers have 
been getting a larger and larger 
share of the market, Mr. Fein 
points out. This group had less 
than 40% in 1939, 40.3% in 1946, 
and 60.2% in 1952. The Milwaukee 
strike this summer may alter the 
picture for 1953, but the general 
trend is unmistakable. 


a Why the beer field is concen- 
trating is a matter of opinion. The 
“shipping beers,’ as the business 
calls the big national brands, have 
swung into branch plant opera- 
tion, so that many of the freight 
and price advantages the local 
and regional brewers had enjoyed 
have been vitiated. The big brew- 
ers have been more aggressive in 
their advertising and merchandis- 
ing. They have access to some me- 
dia—and can use them profitably 
|—which local and regional brew- 
ers do not have. The big brewers 
also caught on to the package-buy 


_ 


10 OPEN THE DOOR 


| 10 THE 
CONSTRUCTION 
MARKET 


Multi-Billion Dollar 
INDUSTRY 


Associated Construction Publications 


Construction Construction Bulletin 
Construction Digest Constructioneer 


Dixie Contractor 


Monthly 
Michigan Contractor 

and Builder Mid-West Contractor 
Mississippi Valley New England 

Contractor Construction 
Rocky Mountain Southwest Builder 

Construction and Contractor 
Texas Contractor Western Builder 


For Information Write: 
G. L. ANDERSON, Sec’y. 
1022 Lumber Exchange Bidg., Minneapolis, Minn. 
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switch much more rapidly. 


The fact that local beers had the 


taverns and other outlets fairly 
well sewed up was first offset 
and then dwarfed by the “shipping 
beers” success with food store out- 
lets. 


average income 
per farm 


Cover 50 of Wisconsin’s 
Richest counties, Reach 
139,140 radio farm 
homes with an annual in- 
come well over a billion 
dollars. 


Sell to the “cream” of 
America’s Dairyland with: 


_ MADISON, WIS. or 


Wisconsin’s 


most powerful radio station 
Represen notionally 
Pr een meeps ote +g 


|markets where half-gallons were ducing the materials which go in- 
| used; they used the popular card- | to the beer (AA, Nov. 24, ’52). In 
|'board carrying carton which the! the last couple of years, a few 
soft drink field had proved was) brewers have rebelled, and begun 
|feasible; they used no-deposit or) 
“one way” bottles; they sponsored 
| contests 
‘more votes than are cast 


| 


See 


PACKAGING—Harry G. Serlis, president of Schenley Distributors, poses behind 

the Schenley Reserve decanter and its advertising. It was one of the first blends to 

get such promotion. To the left of Mr. Serlis may be seen a case employing 
Schenley’s S-and-hourglass symbol. 


3ut no gimmick which showed| For the last few years in the 
any real promise was bypassed | beer business, the golden word has 
by the brewers. They went into | been “dry.” This phrase apparent- 
quarts in markets that showed a) ‘ly connotes a lack of sweetness, 
taste for quarts, in half-gallons in| and apparently is achieved by re- 


to talk about “real beer,” ‘beer 
with character,’ “A man’s beer,” 
etc. 

The 20 years of repeal in the 
New York City election); they) beer business have been charac- 
offered sports trophies, sponsored | terized by growth, a shift in basic 
bowling and fishing tournaments,| product buying, concentration, 
and it’s a better-than-even chance | and merchandising ingenuity. 
that the sponsor of radio and/or | Let’s see how the basic prob- 
tv coverage of the games of any! lems of the hard liquor business 
particular baseball team is a/|are shaping up: 
brewer. 


(Miss Rheingold gets. 


in a| 


-Brewe 


—Mr. Vintner 


these past 20 years 


One LaSalle St. 


THE EXCITING RECORD of the 
20 years of legal sale of Alcoholic 
Beverages is not an accident. 


It is the achievement of men who 
dutifully fulfilled a great responsibility. 


The fight for position 
leadership—yes, even for survival 
has been stupendous. 


Yet in no instance has any Distiller 
r—Vintner—attempted in any 
way to circumvent the rigid Federal and 
State regulations that govern our 
industry in its every operation. 


They have scrupulously and voluntarily 
avoided doing anything sales or 
advertising wise which could have 

been considered even a violation 

of the spirit of the law. 


WE DON’T BELIEVE PROPER 
CREDIT has been given to such 


a glorious record of business conduct. 


To you—Mr. Distiller—-Mr. Brewer 
and all other 
producers of Alcoholic Beverages— 
To your Sales, Advertising and 
Distributive personnel 


. Our admiration and thanks. . . 


dim O Brien 


ILLINOIS BEVERAGE JOURNAL 


“The Bible of the Alcoholic Beverage Industry in Illinois’ 


| 
| 
| A 100-Proot Riddle 
| 


It is interesting to note that one 
_of the major problems of the liq- 
uor industry has always been that 
production is simple and quick, 
sales are difficult and slow. In 
consequence, the industry is con- 
stantly aware that there are dis- 
tillers who have overestimated 
their ability to sell, overproduced, 
and now are engaged in an effort 
to unload their products. 

Five years after Repeal, in the 
fairly good year of 1939, W. W. 
Wachtel, president of Calvert Dis- 
tillers Corp., warned the industry 


for Brand 


that “we must not delude our- 
selves. The rate of whisky con- | 
sumption has leveled off.” He 
cited withdrawals of 110,000, 000 | 
proof gallons in 1937, and 106,000,- 
000 in 1938 and 1939 as evidence. 
Mr. Wachtel, one of the industry's | 
hottest salesmen, did not foresee) 
the war, the industry’s breakneck | 


hence all factors in it should be. 


Advertising Age, November 30, 1953 


Beer Wine 

Suilesideiaanais ate $ 589,047 $ 320,818 

Ae Nk er eS 767,741 296,705 

ipuithligiadinanises 1,525,243 475,639 

Seca blekecesiuaes 1,502,174 578,351 
REED basessitiusseceieata 1,482,734 676,391 
EEE sadeenteaxioksaionon 1,705,700 701,298 
Ss sd anaes 2,677,538 1,135,450 
EE Sévecenchassaencaone 2,316,070 1,612,341 
Ee 2,518,520 1,627,830 
Eee 2,513,572 2,103,966 
MEN Gcccusixsapiecidiann 6,399,844 1,532,990 
I cutashbsseninedaes<s 5,626,271 997,361 
EE de ibasdecdyealioucke 6,315,819 1,354,565 
ee ERS 5,574,765 1,527,205 
ae 5,740,283 1,735,869 
I aigisnececeness 1008 6,366,824 1,751,939 
UT  Dissstecasncenss 4,032,348 717,014 


*Includes all combination advertising and miscellaneous mixing ingredients. 


**First eight months only. 


SUNDAY SUPPLEMENTS 


Beer Wine 
WT © Svicsiteevsatenecbisanbdies $ 75,925 $ — 
NE sdb pccdstisssrantnceratecs 67,938 --- 
ES Soi shes cad tau 38,875 --— 
BEES Ziusicdicatiscccaacovie aa none 
SES Oi ok cy aca le 61,600 --— 
SERS epee ee 97,141 —-= 
RY Ser eee area 125,840 --— 
1944 118,000 —-— 
SE ark. caxcuthdicnnioheaiva 123,800 --- 
1946 84,600 297,000 
ACER owe ne 247,500 37,750 
BU. SencscistiisebauansGisaes 330,307 86,305 
NN creat: caaccedescaasineae 550,984 106,453 
BD cadatitvikssinivebncsolent 227,188 102,668 
Se cetactveonbisetiaecinans 308,576 71,273 
EE Genaicénssaiousedvsctemieies 237,364 187,941 
WU - ssdivitiecahasaboreuians 135,086 47,855 


“Includes all combination advertising and miscellaneous mixing ingredients. 


**First eight months only. 
NETWORK RADIO 


Beer Wine 
seis ssachssxacdaxtemcucs $ 58,020 $ --- 
ES ices Arachsathithishdivisene 317,982 9,255 
EY Scivsivksviesnsassssssieiori 9,744 aa 
NS i oscs suiesvsavesn ghd tes 26,275 --- 
UE ciuikacdecxaacwereuveti ches 189,549 5,864 
EE sphisiuasisbisaiziavsaxienda 184,346 118,363 
STEPS ere rieen ether 759,374 1,480,525 
NE SECRRR EES Se roe 1,176,459 1,522,709 
Ns Ssexcuh iuvepsaesiabcnibets 1,138,459 1,164,344 
eee 934,536 1,427,571 
SS Siatisuiisikiseiansdsndaac 749,499 1,237,792 
ED cis snxcyanindespeaoninee 945,121 171,576 
ait ore, shilsaisaledv snes 1,242,803 101,943 
1 VDDD cencocorcrsscsrssseressecees 2,618,675 156,191 
EE cacisiessbinvisivit esis uvaas 3,177,634 | ss 
eer 2,129,253 74,063 
NIE ans suiteusstasivabiatees 742,921 289,421 


*First seven months only. 


NETWORK TELEVISION 


boom, and its eventual arrival | Beer Wine 
at the 177,173,664 gallon level | 1949 ccc $ 284,599 $ 41,590 
(1945). | 1950* 1,564,506 139,864 
1951 5,209,139 546,547 
@ There is a philosophy in the 1952 .s.::ccc00c0n 4,894,609 754,916 
industry which holds that it is 1953** ccc 2,442,331 352,980 
largely a_ static industry; that *Does not include DuMont Television Network. 


**First seven months only. 


Liquor* 
$ 5,318,701 
6,652,041 
6,144,139 
6,292,583 
7,219,169 
8,430,296 
12,181,983 
14,222,347 
15,841,824 
21,563,916 
22,498,473 
20,550,262 
19,176,340 
19,490,385 
23,801,899 
22,036,833 
12,366,275 


Liquor* 
$526,000 


72,000 


37,500 


12,789 
247,730 
245,405 

35,252 

48,124 

18,926 


Liquor 


Beer, Wine & Liquor Advertising 


Expenditures in Four Major Media 


Source: Publishers Information Bureau 
GENERAL MAGAZINES AND FOUR FARM PUBLICATIONS 


Total 

$ 6,228,566 
7,716,487 
8,145,021 
8,373,108 
9,378,294 
10,837,294 
15,994,971 
18,150,758 
19,988,174 
26,181,454 
30,431,307 
27,173,894 
26,846,724 
26,592,355 
31,278,051 
30,155,596 
17,115,637 


Total 
$ 601,925 
67,938 
38,875 
72,000 
61,600 
134,641 
125,840 
118,000 
123,800 
381,600 
285,250 
429,401 
905,167 
575,261 
415,101 
473,429 
201,867 


Total 
$ 58,020 
327,237 
9,744 
26,275 
195,413 
302,709 
2,239,899 
2,699,168 
2,302,803 
2,362,107 
1,987,291 
1,116,697 
1,344,746 
2,774,866 
3,177,634 
2,203,316 
1,032,342 


Total 
$ 326,189 
1,704,370 
5,755,686 
5,649,525 
2,795,311 


you have made 
great history 


Publisher 


Your Advertising Agency 


Chicago 2, Ill. has all the facts 


” UTAH DIVISION 


: ee ae , the oldest and most successful 


Population Over 300,000. 


HOW TO CONFRONT A MARKET WITH COLOR > 
- Pleture your message in color on giant-sized 300 squere foot “Poster Panel 

- Screens,” with carefully hand-picked locations tailored to confront the great _ 
_ and growing Salt Lake City-Ogden market. Your message will be absolutely — 
_ jnescapable—Night and Day—Every Day—in “UTAH.” This sales technique 


il 
t 


mass 7 
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glad to retain their present earn- 
ings. Price wars were the indus- 
try’s bane in the ’30s. What the 
static segment of the liquor busi- 
ness is arguing is just this—“the 
market is not increasing, hence 
price cuts would be bad for any 
segment of the business, hence 


fair trade is an over-all industry 
objective, and fair trade policed 


by the state (mandatory) 
most desirable of all.” 


is the 


And in a business where non- 
drinkers may not be lured to the 
product, and where taxes deter- 
mine so much of the final price 


51 


(about 70% of the retail price,;of liquor. Distillers who overesti- | other private-branders. 
and 50% of the wholesale price 


of a bottle of liquor is consumed 
by taxes) this argument does have 
a certain cogency. 


a Where it 


breaks 


down, of 


course, is in the over-production 


mated their sales ability have, in 
the past, been able (1) to turn 


But the inventory hangover is 
progressively harder to cure— 
their excess over to whisky bro-| most of the distillers have ample 
kers, (2) to make bulk sales to! stocks, and aren’t buying outside 
more successful distillers, or (3) | bulk; private branders have in- 
to turn over some of their inven-|ventories of their own, and the 
tories to department stores and | remaining solution is most dis- 


The Big Boys 


| Here are the sales and 
earnings figures for the “Big 
Four” distillers, who proba- 
bly account for nearly 80% 
of the total whisky market in 


1948 
1949 
1950 
1951 
1952 


29,524,364 
24,242,590 
36,915,204 
22,252,771 
12,065,481 


459,783,948 
461,852,504 
504,223,369 
450,576,264 
426,483,232 


_*Figure is for eight months only. 


| National Distillers Corp. 


Year 
1933 

1934 
(1935 
1936 
1937 


Net Income 


$ 6,086,906 


11,134,768 
7,009,238 
7,753,251 
7,861,969 


Sales 
$ 15,580,378 
50,056,513 
52,596,463 
67,668,892 
64,806,978 


1938 
1939 
1940 
1941 
1942 
1943 
1944 
1945 
1946 
1947 
1948 
1949 
1950 
1951 
1952 


7,850,506 
7,007,124 
6,711,962 
7,099,656 
6,896,765 
8,461,526 
9,817,294 
11,786,999 
39,996,827 
36,443,638 
26,867,248 
24,191,644 
27,242,843 
25,018,580 
11,744,848 


68,676,784 

65,005,557 

79,650,785 

96,814,098 
144,193,127 
179,603,162 
291,284,188 
385,800,755 
450,279,941 
395,375,828 
351,569,291 
362,408,095 
398,677,342 
466,880,790 
470,127,318 
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their aggregate sales. It 
should be noted that these 
‘ figures are not strictly com- 
‘ parable. Seagram and Hiram 
: Walker are primarily liquor 
7 companies; Schenley’s prin- 
4 cipal business is liquor, but 
7 r its figures include income 
from a brewing company 
(Blatz) and such side ven- 
tures as animal feeds and 
anti-biotics; National Dis- 
tillers has been moving far- 
5 ther and farther into the 
8 chemicals field. 
5 
. Hiram Walker Inc. 
1 Fiscal 
0 Year 
; ended 
0 Aug.31 Earnings Sales 
0 1934 $ 3,366,267 $ 21,041,349 
1 1935 3,165,650 45,373,470 
7 1936 4,796,120 54,729,133 
1 1937 6,463,633 63,969,514 
2 1938 6,284,968 67,201,413 
. 1939 5,295,979 68,325,810 
1940 6,065,664 78,678,677 
1941 6,921,970 102,156,227 
1942 7,123,579 150,492,421 
1943 9,245,143 142,017,948 
1944 7,637,364 167,051,135 
20 1945 9,411,300 254,168,161 
od 1946 15,784,699 266,845,903 
15 1947 18,879,570 294,577,355 
13 1948 24,870,572 310,252,924 
9 ’ 1949 23,643,669 294,112,700 
9 1950 27,925,874 343,122,732 
58 1951 20,872,190 328,284,523 
. 1952 15,674,160 306,998,430 
“ | Seagram Distillers Corp. 
46 5; Year Net Sales 
“s } 1934 § 941,256 $ 8,919,680 
16 t 1935 8,791,580 55,082,723 
42 ‘ 1936 4,208,674 60,585,917 
5 1937 7,444,258 81,872,168 
! 1938 7,313,504 81,577,919 
1939 6,566,313 84,787,807 
89 | 1940 9,716,798 103,231,335 
70 1941 8,110,012 133,850,357 
86 1942 10,897,440 207,892,397 
25 1943 10,039,503 273,569,232 
vy 1944 11,436,782 321,230,764 
1945 13,803,800 400,054,519 
| 1946 24,530,122 477,471,751 
= ' 1947 43,112,502 618,135,497 
1948 54,735,660 738,040,755 
1949 34,766,292 729,949,739 
1950 41,809,371 677,926,362 
, 1951 43,199,729 786,022,547 
1952 37,283,535 741,772,845 
\ 1953 37,890,561 793,476,340 
Schenley Industries Inc. 
Year Net Earnings Net Sales 
1933 $ 3,522,307 os 
1934 6,970,960 $ 40,275,470 
1935 8,035,268 63,045,937 | 
1936 8,227,796 82,220,448 | 
1937 7,320,903 83,899,301 | 
1938 4,050,173 70,204,775 
1939 4,129,080 73,867,529 
1940 2,029,640 *50,478,456 
1941 7,478,152 121,992,349 
1942 6,730,641 152,192,564 
1943 9,235,750 223,183,680 
1944 15,317,203 386,634,991 
y 1945 23,941,200 561,657,181 
1946 49,129,975 643,867,348 
P 1947 26,844,733 547,562,338 


National alcoholic beverage advertisers...as well as retail 


liquor stores... last year spent more money in The News than in any 


other New York newspaper. 


National advertisers in 1952 spent more money in The News 


than in any other newspaper in the United States. 


National advertisers spend more with The News—because 


News readers spend more for their products! 


THE @& NEWS, New York's Picture Newspaper 
220 East 42nd St., New York 17; 1127 Wilshire Blvd., Los Angeles 17 
Tribune Tower, Chicago 11; 155 Montgomery St., San Francisco 4 | 
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Fiscal Year 1952-53 Fiscal Year 1951-52 Fiscal Year 1950-51 | 

Actual Actual Actual | 

Brand Cases Brand Cases Brand Cases 

1. Seagram 7 Crown 2,859,810 1. Seagram 7 Crown 2,890,986 1. Seagram 7 Crown 3,116,233 | 

2. Calvert Reserve 1,211,718 2. Calvert Reserve 1,219,037 2. Calvert Reserve 1,196,220 | 

3. Corby’s Reserve 1,028,797 3. Corby’s Reserve 1,030,534 3. Corby’s Reserve 1,145,959 | 
4. Walker Imperial 797,158 4. Walker Imperial 823,611 4. Schenley Reserve 1,044,776 
5. Schenley Reserve 705,432 5. Schenley Reserve 816,032 5. Walker Imperial 958,382 
6. PM De Luxe 464,650 6. PM De Luxe 481,081 6. PM De Luxe 558,418 
7. Carstairs W.S. 419,389 7. Paul Jones 453,216 7. Four Roses 512,293 
8. Paul Jones 412,025 8. Four Roses 446,995 8. Carstairs W.S. 488,268 
9. Four Roses 411,460 9. Carstairs W.S. 446,429 9. Paul Jones 411,390 
10. Seagram V.O. 336,619 10. Old Stagg 338,015 10. Cream of Kentucky 362,495 

Fiscal Year 1947-48 Fiscal Year 1946-47 Fiscal Year 1945-46 

Actual Actual Actual 
Brand Cases Brand Cases Brand Cases 
1. Seagram 7 Crown 2,529,491 1. Schenley Reserve 1,886,816 1. Schenley Reserve 1,808,880 
2. Schenley Reserve 1,817,980 2. PM De Luxe 1,620,391 2. PM De Luxe 1,743,542 
3. Walker Imperial 1,288,434 3. Seagram 7 Crown = 1,567,889 3. 3 Feathers Reserve 1,167,758 
4. Corby’s Reserve 1,082,613 4. 3 Feathers Reserve 1,441,471 4. Seagram 7 Crown 981,618 
5. PM De Luxe 1,027,299 5. Walker Imperial 949,183 5. Walker Imperial 680,322 
6. Calvert Reserve 1,008,664 6. Corby’s Reserve 732,809 6. William Penn 474,255 
7. Four Roses 716,613 7. Calvert Reserve 576,576 7. Paul Jones 457,751 
8. 3 Feathers Reserve 429,272 8. Four Roses 514,465 8. Seagram 5 Crown 437,481 
9. William Penn 423,299 9. William Penn 480,143 9. Corby’s Reserve 420,315 
10. Cream of Kentucky 396,090 10. Park & Tilford Res. 290,772 10. Calvert Reserve 396,144 
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Consumer Case Sales of Ten Leading Whisky Brands 
in 17"Monopoly’ States, 1943-44 to 1952-53 


Figures Are Based on Fiscal Year Running from October to October 


Fiscal Year 1949-50 | 


Actual 

Brand Cases | 

1. Seagram 7 Crown 2,895,113 | 

2. Schenley Reserve 1,173,657 | 

3. Calvert Reserve 1,073,416 | 

4. Corby’s Reserve 1,062,259 | 
5. Walker Imperial 993,560 
6. PM De Luxe 598,385 
7. Four Roses 505,245 
8. Carstairs W.S. 456,366 
9. Cream of Kentucky 429,510 
0. Paul Jones 321,801 


_—' 


| 


Fiscal Year 1944-45 


Actual 
Brand Cases 

1. Schenley Reserve 1,124,507 
2. 3 Feathers Reserve 940,431 
3. PM De Luxe 735,642 
4. Seagram 7 Crown 733,073 
5. Walker Imperial 723,975 
6. Seagram 5 Crown 447,261 
7. Kinsey Gold Label 410,486 
8. Calvert Special 395,898 
9. Calvert Reserve 303,572 
10. William Penn 268,974 


Fiscal Year 1948-49 


Actual 
Brand Cases 

1. Seagram 7 Crown 3,119,523 
2. Schenley Reserve 1,519,713 
3. Calvert Reserve 1,172,003 
4. Walker Imperial 1,106,729 
5. Corby’s Reserve 1,042,167 
6. PM De Luxe 721,098 
7. Cream of Kentucky 647,597 
8. Four Roses 572,634 
9. Carstairs W.S. 456,186 
10. Paul Jones 


365,105 


Fiscal Year 1943-44 


Actual 

Brand Cases 

1. Schenley Royal Re. 936,985 
2. 3 Feathers V.S.R. 735,853 
3. Seagram 7 Crown 570,225 
4. Rocking Chair 542,278 
5. Kinsey Gold Label 432,966 
6. Seagram 5 Crown 420,194 
7. Calvert Special 404,404 
8. Walker Imperial 378,783 
9. Calvert Reserve 286,726 
10. Paul Jones 282,212 


Film File: 
HAMILTON WATCH COMPANY 


1952 MOVIE AD CAMPAIGN REACHED OVER 11 MILLION 
PEOPLE FOR 1/15th OF A CENT EACH 


This year is the fourth consecutive year in 
which the Hamilton Watch Company has 
used Alexander Movie Ads as an integral 
part of its sales promotion program. They 
have found it a particularly effective medium 
—and an inexpensive one, too. 

In 1952, for example, Hamilton reached a 
national audience of 11,373,000 theatre-goers 
at a cost of less than 1/15th of a cent per 
viewer. Using Hamilton’s merchandising 
plan, 1,115 of the nation’s jewelers had Alex- 
ander schedule Hamilton movie ads into 
their local theatres, paying only the local 
service charges. 

Hamilton’s current film advertising pro- 
gram of thirteen 26-second natural color 
productions is again reaching a vast number 
of potential customers at low cost. 

Mr. R. J. Gunder, director of advertising 
and sales promotion for the Hamilton Watch 
Company, makes this report: 


“We have found that our natural color 
theatre screen advertising program is one of 
the most effective ways to help our jewelers 
sell more Hamilton watches. 


“At the present time we are also using 
Alexander films to help introduce our new, 
moderately priced line of ‘Illinois’ watches, 
and sales results already show that the films 
are doing an especially fine job.” 


FLEXIBLE COVERAGE 


Alexander hits the target for the adver- 
tiser. In 1952, one sponsor’s mass coverage 
movie ad campaign reached an audience of 
over 100 million. Another sponsor, aiming 
for a class market, reached only one million 
—but they were just the people he wanted 
to reach. Both advertisers consistently renew 
their film campaigns because they get the 
results they want. 


Would you like to hear the full story on how an Alexander film ad campaign can reach and sell 
your own particular prospect market? 


Write today for complete information. 


Firm 


ry. 9 
QO. 


COLORADO SPRINGS, COLO. 
World’s Largest Producer of Film Commercials for Theatres & TV! 


DALLAS, TEXAS 


tasteful to the static-market bloc: 
try to sell the whisky at a lower 
price. 

In the past few years, bonds 
and straights have suddenly ap- 


peared on the market in the price | 


brackets of A blends. This indi- 
| cates that inventories have to be 
| liquidated. 


a The second flaw in this “static” 
argument lies in the fact that the 
| Big Four distillers are controlling 
|an ever-increasing share of the 
market. In 1939, they had about 
,50% of the total whisky market; 
/by the end of the war, they had 
around 70%, and now are reputed 
to have about 80%. 

It is generally thought that Sea- 
gram accounts for about 30% of 
total whisky volume, 
just under 20%, and Hiram Walk- 
er and National about 15% apiece. 
These positions have been subject 
to change during the 20 years of 
Repeal. 


tional and Schenley had the im- 
mense and indubitable value of 
established brand names familiar 
to the American public before the 
passage of the Volstead Act. They 
also had some inventory. National 
quickly became the top distiller. 
After a couple of years, Schenley 
moved into first place. By 1938, 
Seagram had established its brands 
and gotten its inventory problems 
licked, and was in first place. 


# When the war came, Hiram 
Walker and Seagram, both of 
whom were addicted to the 
blended whisky business, took a 
beating. Schenley and National, 
capitalizing on straight whiskies 
and bonds, had much more inven- 
tory to stretch out during the 


In the early days of repeal, Na-. 


years of no production. Schenley 
moved into first place again, but 
was passed shortly after the war 
by Seagram, which has retained 
first place since. 


Blend vs. Bond-Straight 


Inventory problems would be 
a lot less perplexing if the indus- 
try could tell what the choice of 
the consumer will be for the next 
ten years. Bonds and _ straights 
were the overwhelming choice 
during the early years of repeal, 


| but blends—-which had only 18% 
,of the total in 1934—rose to 37% 
jin 1937, 43% in 


1941, hit 88% 
during the war when inventories 


|were being stretched, and have 
Schenley | 


been sliding backward since that 
time, although very slowly. Best 
guess for 1953 is that about 65% 
of all whisky sold will be blends, 
24% straights, 11% bonds. 

The big postwar demand for 
straights and bonds didn’t turn up 
the way some straight enthusiasts 
figured it would; nor is there any 
real evidence that the blends will 
take over more of the market. The 
straights and bonds are growing 
very slowly, egged on by some 
substantial price slashes in recent 
years. The big inventory question: 
How much will they grow, and 
how long will it take? 


s Still unanswered is another 
question: ‘Does the consumer 
know or care?” The blend story, 
basically, is that what consumers 
want is a light whisky; that smooth 
taste means more than age or 
composition. There is even a 
school of thought in the liquor 
industry that candidly holds that 
what the consumer wants is a 
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FIRST ONE—Glenmore Distilleries pioneered 

in the use of the gift decanters when it in- 

troduced this style for Kentucky Tavern in 
1940 


whisky that tastes as little like 
whisky as _ possible. 

And there is at least the suspi- 
cion that the industry’s jargon of 
proof and age passes the consumer 
like Esperanto. Certainly, the sin- 
gle effort to tell the consumer that 
he ought to brief himself on what 
he’s drinking was the Schenley 
back-label campaign. It was in- 
tended to show that there was | 
more whisky, and more old whisky, 
in Schenley blends. It ran less 
than a year, and has not been 
revived. 


| And How About Price? 


If the consumer doesn’t under- 
stand the technical patois of the 
industry, runs one argument, he | 
certainly understands the price | 
he pays for a bottle. 

But the evidence is far from 
conclusive. In prewar days (and 
this evidence is based on monopoly 
state sales) about 70% of the vol- 
ume was done in the Class C range 

-the cheapest whisky. About 20% 
was done in Class B, 4% in class 
A, and 6% in the premium classi- 
fication. 

By 1942, Class C volume was 
cut in half, Class B rose to 39% 
and Class A to 17%. Three years 
later (and a lot of brands had/} 
been killed, their whisky going 
into more expensive brands) Class 
C was less than 5%, Class B had 
50% of the market, and Class A 
was around 40%. In 1946, Class B 
declined to 45%, A rose to 44%: 
class B nosed down to around 39% 
of the market in 1950, Class A 
rose to 47%, and premium class 
rose to 13%. 


® The brand casualties in this 
era were enormous. Seagram Five 
Crown and Kessler, Calvert Spe- 
cial, Schenley Red and _ Black 
Label, Walker’s 10 High, and other 
leading brands were withdrawn. 
In some cases, they never returned. 
In others (like Kessler) they are 
being operated regionally without 
any particular promotion pressure. 
Along with this elimination of 
brands, very considerable changes 
were made in the composition of 
various brands of liquor. Blends 
of straights became spirit blends, 
straights became blends, etc. 
There has been a definite trad- 
ing-up within the industry, made 
necessary partially by the elimin- 
ation of brands and transfer of 
whisky to upper-price whiskies, 
partially by increased taxes, and 
partially due to rising incomes. 


s As bonds and blends of straights 
are made available at the same 
price as the neutral-spirit blends, 
the question again arises, “How 
conscious is the customer of price, 
and how much does he know or 
care about the composition and 
age of the liquor he buys?” If 
anyone in the liquor business is 


sure of the answer, it isn’t appar-;U.S., and it accounted for about! 


ent. 3.7% of total U.S. consumption. 
By 1936, its gallonage was up to 
: 5,860,746, and its percentage was 

The Scotch Mist 4.8%. AT LOWEST PRICE 


Most of the rumrunners were @ The war’s impact on Scotch 
engaged in running Scotch in production was drastic, although) 
the last days of Prohibition.| shipments (some came as dunnage 
With the return of legal liquor, in the empty-bottoms returning 
it was to be expected that Scotch from lend-lease trips) continued 
whisky would return in force. fairly high. The peak was 1941, 
However, in 1934, 2,132,235 wine when 7,598,906 gallons entered, but 
gallons of Scotch came into the the percentage continued around 


IN TV HISTORY ! 


Know - How, we 
into your TV spots at economy rates. 
Send in your Storyboards for quotes 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


YOU CANT BUY 
THE BOYS’ LIFE AUDIENCE 


ANY OTHER MAGAZINE 


(taken from a 1953 subscriber survey conducted for 
BOYS’ LIFE by A. S. Bennett-Cy Chaikin, Incorporated) 


Question: Do you read any magazines beside BOYS’ LIFE regularly? 


(asked of a random sample of 1971 subscribers) 


29.8% 
19.1% 
11.4% 
9.0% 
8.1% 
6.7 % 
5.3% 
4.9% 
4.7% 
4.4% 
3.6% 
2.7 % 
2.6 % 
3% 


read LIFE 

read THE SATURDAY EVENING POST 

read COLLIER’S 

read LOOK 

read POPULAR MECHANICS 

read OPEN ROAD 

read POPULAR SCIENCE 

read OUTDOOR LIFE ¥ 

read FIELD AND STREAM "i ” 

read TRUE No other magazine can deliver the BOYS’ LIFE market for your 


read SPORTS AFIELD advertising dollar. And the BOYS’ LIFE market (The Boy Scouts 


of America) offers you the best prospect to reach America’s 
read MECHANIX ILLUSTRATED youth. These boys (1,000,000 ABC net paid in April) have 


read ARGOSY rich, varied interests; their living standards are high; their 


schooling is thorough; and they will become the business and 
read SCHOLASTIC MAGAZINES community leaders of tomorrow. 


ele 
Boys Life FOR ALL BOYS 2 PARK AVENUE, NEW YORK 16, N. Y. © 9 WEST WASHINGTON STREET, CHICAGO 2, ILL. 
published by the Boy Scouts of America 80 BOYLSTON STREET, BOSTON 16, MASS, © 2412 W. SEVENTH ST., LOS ANGELES S, CALIF, 
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54 
5%, which is about what it is 
today. 


® The late war years and the im- 
mediate postwar years were diffi- 
cult. Scotch was at a premium, and 
its purchase usually was consum- 
mated by the acquisition of one 
or more bottles of rum as part of 
the dea]. Not until 1949 was Scotch 
wholly free from allocation. In 
that year it moved up to the 7,487,- 
765 gallon mark, and in 1951 hit 
a high of 9,715,552 gallons. 


From a marketing viewpoint, 


“LIBEL or 
SLANDER 


j ‘a 
ADVERTISERS © AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Violation of 
Copyright 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive Experience proves it’s smart 
to be protected 


WRITE FOR 


SEAR 


DETAILS ANO -RATES 


EMPLOYERS REINSURANCE 


CORPORATION 


Insurance .€achange — Kansas City. Mo 


VANISHED—This cartoon-style copy ran for 

Old Drum, a Calvert brand, in 1942. Old 

Drum had as its slogan, “You Can't Beat 

It.” It sold more than 1,000,000 cases in 

prewar days, and disappeared during 

the war. Geyer, Cornell & Newell was the 
agency. 
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WE SERVE LEADING 
MANUFACTURERS OF 
BRAN NAME PROOUCTS 
FROM COAST TO COAST 


Representatives in Principal Cities 
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Americas A gest Producers 


Print of Sale Signs a Displayers 


(INTERIOR TYPE) 


OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI 

OHIO 


Advertising Age, November 30, 1953 


Distilled Spirits Sales from 1941 to 1952 


Compared with Trends in Income, Population, 
Retail Sales and Ali Personal Consumption Expenditures 


Distiller 
Calendar Sales 
Year (Millions of tox gal.) 
oo ee 153.5 
ees 158.8 
ko. peer 129.3 
(1944 2... 151.0 
| 1945 ........ 164.8 
ono 210.0 
ee 168.6 
Ieee 152.4 
1949 155.8 
| 1950 180.1 
1951 175.6 
ee 163.0 
| % Change, 
| 1941-52... +6.2% 
% Change, 
1942-52 +2.6% 


Disposable Personal* Retail 
Adult Personal Retail Consumption Price 
Population Income Sales Expenditures Index 
(millions) (billions) (billions) (billions) (1935-39— 100) 
85.5 $ 92.0 $ 55.5 $ 82.3 105.2 
86.7 116.7 57.6 91.2 116.6 
88.0 132.4 63.7 102.2 123.7 
89.2 147.0 69.5 111.6 125.7 
90.4 151.1 76.6 123.1 128.6 
91.7 158.9 100.3 146.9 139.5 
93.0 169.5 117.7 165.6 159.6 
94.4 188.4 129.8 177.9 171.9 
95.8 187.2 128.2 180.6 170.2 
97.0 205.5 140.2 194.3 171.9 
98.2 225.0 150.3 208.0 185.6 
99.6 235.5 164.0 216.0 189.8 
+16.5% +156.0% +195.5% + 162.5% + 80.4% 
+14.8% +101.8% +184.7% -+136.8% 462.8% 


*Differs from retail sales in that it includes expenditures for both goods and services. 
SOURCE: Prepared by Licensed Beverage Industries Inc. from data of the U. S. Treasury Department, the U. S. Department of 
Commerce, and the U. S. Department of Labor. 


‘Scotch has done best in high in- 
/come areas near the coasts. Scotch 
| has had an unusually large number 
of brands for its percentage of the 
market, and has usually selected 
magazines as a major advertising 
medium. In recent years its sta- 
ture as the leading import has 
been seriously challenged by Ca- 
nadian whisky, now selling a little 
less than 2,000,000 gallons a year 


|volume is probably 85% in two 
|top brands, Seagram’s V.O. and 
Hiram Walker’s Canadian Club. 


$1 a gallon, went to $2, and, on in 
an increasing spiral, to $10.50 a 
gallon. 

As a result, alcoholic beverages 
contributed $3,597,757,178 in pub- 
lic revenue in 1952, up 6.3% from 
1951. The $3.5 billion tab broke 
down like this: $2.7 billion in 
federal taxes, $764,000,000 in state 
taxes, $77,000,000 in local taxes. 

The industry has tried to push 


less than Scotch. And Canadian | 


through tax reduction bills, so far 
'without success. Some observers 
| think that as long as the business’ 
tax load is this heavy, any real 


Give ‘Em the Tax 


No summary of the liquor indus- 
try for the past two decades can 
bypass one of the industry’s most 
serious problems—the growing de- 
pendence of governments on the 
industry for tax revenue. 

Liquor’s federal taxes began at 


expansion is impossible. 


|@ What the states do with their 
| share of the revenue is interesting. 

An analysis by W. W. Wachtel, 
president of Calvert, in the spring 
of 1952, showed that most state 
liquor revenues went into state 
general funds, county general 
funds, .and municipal general 
funds. Not all, of course—Arkansas 
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taps the revenues for Confederate 
pensions, agriculture extension and 
“farmer’s indemnity for diseased 
cattle.” The state alcoholism fund 
is supported by revenues in Con- 
necticut, the District of Columbia, 
Utah and Washington; liquor rev- 
enues pay the police pension fund 
in Louisiana, contribute to the 
school lunch fund in Texas, are 
tapped for roads in Virginia, for 
fire protection in Ohio, for reim- 
bursement of soldier’s tax exemp- 
tions in Iowa, for sewage and 
waterworks in Minnesota, and for 
maintenance of libraries in South 
Carolina. 


® Coupled with the tax burden, 
and directly related to it, is the 
problem of the bootlegger. Fed- 
eral figures show that every year 
since 1950, revenue agents have 
seized more than 10,000 stills (10,- 
697 in fiscal 1953). Further, the 
stills are growing in gallonage, up 
to 6,151,082 gallons in mash. Mean- 
while, the number of revenue 
agents has dropped—in 1952 there 
were 849 agents of ATTD, com- 
pared to 1,036 in 1947, and 1,324 
in 1938. Considering the additional! 
revenue the government is losing 
in a high tax era, the industry 
cannot quite understand why it 
doesn’t put more agents on the 
job. 

Here’s how important it is: One 
observer figures that if bootleg- 
gers were eliminated, the industry 
could sell 215,000,000 gallons (as 
against the 190-plus million gal- 
lons of 1953); if the tax were 
dropped to $6 from $10.50, he 


“DRINK MODERATELY” 
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NOTABLE—One of the most distinguished 
efforts toward good public relations in 
the liquor industry is the Seagram modero- 
tion campaign. Starting with the ad above 
in 1934, it immediately tackled some of 
the industry’s tough and continuing prob- 
lems—like drunken driving and the use 
of bread money for liquor. 
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Ten Leading Beverage Markets Based on 1952 Consumption 


Spirit 
State Blends State 
New York 12,349,187. California 
California 8,305,716 Texas 


Pennsylvania 7,163,560 Illinois 


Ohio 6,134,305 Ohio 
Illinois 5,510,697 Missouri 
New Jersey 5,176,211, Virginia 
Michigan 5,011,975 Louisiana 


Massachusetts 3,707,289 Tennessee 


Virginia 2,933,495 Kansas 
Connecticut 2,409,295 Florida 
Total 10 
States 58,701,730 
% of U. S. | 
Total 62.9% | 
U.S. 
Total 93,269,109 


Source: Compiled by B. W. Corrado & Staff from Wine Institute reports, American Brewer, and True Liquor 


Straights & 
Blends of State Bonds State Scotch 
Straights 
4,472,447 New York 968,757 New York 2,272,471 
3,181,839 California 938,021 California 1,198,514 
2,100,856 , Kentucky 814,002 Mlinois 713,528 
1,826,563 Texas 797,705 New Jersey = 462,188 
1,720,869  Ilinois 720,459 Texas 455,855 
1,642,136 Ohio 677,735 Massachusetts 400,295 
1,513,411 Missouri 613,191 Michigan 335,098 
1,409,012 Louisiana 374,827 Dist. of Col. 330,767 
1,224,210 Pennsylvania 304,492 | Florida 321,779 
1,027,549 Indiana 303,079 | Ohio 314,687 
20,118,892 | 6,512,268 6,805,182 
59.7% 66.2% 12.2% 
33,715,512 | 9,840,789 9,427,277 | 


State 


New York 
Illinois 
California 
Ohio 

Texas 

New Jersey 
Pennsylvania 
Michigan 
Virginia 


Florida 


Gin 


2,081,663 
1,177,252 
1,125,699 
774,543 
665,230. 
653,727 | 
630,066. 
591,020. 
585,787 
574,433 
| 


8,859,420 
! 
57.6% | 


15,379,178 | 


Report. 


(Liquor Figures in Gallons; Beer Figures in 31-Gal. Barrels) 


State Wine State 
“California 20,388,338 California 
New York 20,082,831 | New York 


Pennsylvania 9,533,321 Pennsylvania 


Illinois 7,648,592 Mllinois 

New Jersey 6,204,956 New Jersey 
Ohio 5,728,814 Ohio 
Michigan 4,468,240 Massachusetts 


Massachusetts 4,160,870 | Michigan 


Texas 3,412,984 Louisiana 
Louisiana 3,311,274 | Texas 
84,940,220 
69.9% | 
121,540,716. 


Beer 


23,370,803 
21,624,784 
9,899,246 
8,292,071 
6,851,903 
6,110,013 
4,807,151 
4,749,133 
3,803,818 
3,624,388 


93,133,310 


70.5% 


132,163,609 


figures the industry would hit a 
240,000,000-gallon level. 


Merchandising Galore 


Despite the restrictions in the 
state laws (in New York, liquor 
window displays may not have the 
brand name on them. Result is 
some very flossy backdrops to the 
inevitable pyramid of bottles) the 
alcoholic beverage industry has 
gone about as far into point of 
purchase as any industry around. 
In fact, its proportioriate expend- 
iture for reminder and p-o-p ad- 
vertising in relation to total ex- 
penditures for advertising may be 
the highest in business. 

As a result, the lavish and strik- 
ing display pieces used by dis- 
tillers and brewers come very 
close to setting the standard for 
all point-of-purchase users. 


® Similarly, the use of fancy de- 
canters has increased tremendous- 
ly in the past few years. At the | 
moment, it is largely confined to) 


| 
| 


More on Liquor 


In its Dec. 14 issue, Ap- 
VERTISING AGE will start a 
two-part series by its Wash- 
ington editor, Stanley E. 
Cohen, on the functions and 
activities of the Treasury 
Department’s Alcohol and || 
Tobacco Tax Division. In the || 
same issue AA will present 
an interesting analysis of 
major marketing factors in 
the liquor industry, written 
by Benjamin W. Corrado, 
nationally known liquor ex- 
pert, whose clients include 
major distillers, brewers, ad- 
vertising agencies, various 
publications, and other 
groups. 


the holiday trade. That may not) 
be so for long; some people in| 
the industry think that since 
brands are equally good, equally 
pleasing to customers’ tastes, de- 
canters may become year ‘round 
sights on liquor retail shelves. | 
They add materially to the cost 
of bottling, but they represent a 
premium to the consumer, and they | 
definitely give sales a hypo (al-| 
though whether the effect will be 
so great now that decanters are 
out in force is an argued point). 
Probably only the automotive 
industry brings into play the mer- 
chandising and sales promotion 
effort within its industry which | 
the liquor business employs rou- 
tinely. When a major distiller un- 
corks an advertising campaign, or 
gets set for holiday promotion, the 
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Capture the full beauty of your calendar illustration by 


less printing surface records the minute details that 


give life and depth to illustrations. For superlative 
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State Laws and Regulations Relating to Advertising of Distilled Spirits 


Payment Neon or lllus- 
FAA Prior Outdoor Furnished Sign Restrictions Furnishing Furnishing {for Adver- Electric Coopere- | trations Orink- Special Code 
kegs. State Signs Value Site Window Advertising |tising or Signs on tive of Women ing Sante Christmas Radio Price No. 
Adopted | Approval) Permitted Uisplays Novelties Display Licensed Advertis- or scenes Claus Packaging wucted Given 
txterior | Interior Exterior | Interior Service Premises ing Children 
None per- None per- No dis- 
mitted (1,2-3) |mitted (1,2-3)] play per No ext'r No 
Als. * . Wo (1) No signs permitted (1) mitted or int'r . * * pronibition * Yes (1) * * Ala. 
(1, 2-3) QQ) (6) 
$100 max. $50 max. 
Ariz. | Yes (6) . . each sign each sign 6a," (6) 630" (8) . Yes (8e) No (7) * . . 7 * * Yes (8) . * | aris. 
(6) (6) 
ark. * . . io . . * * - . * * * * * * * . * ark. 
No on~sele may No onsale may On-sale On-sale to 
Cal. * No les be furnished . ve furnished 630" No (10-11) No No (10) * (10, lib, * * Wo (18d) restriction 7 Yes (11) * Cal. 
(ile) (i2-lie) (10) (10) (10,168) (15) léc) (18d) 
No None may le ho None may be Yes No No 
Colo. * * Yes (19) restriction furnished restriction furnished No (19-20) * No (19,20) * (20-208) * * restriction restriction * * * Colo. 
(19-20) (19-20) (19-20) (19-20) (20a) (20a) 
None may be Max. incl. adv. None may be An. max. incl. No 
jonn. * * Tes furnished specialties furnished * interior signs If approved bd No ext'r bad * bad restriction * * ® bad Conn. 
(21-22) (21,22) $50 an. (22) (21,22) $50 (22) (21) (21,22) (22) 
Except in Only restriction, 
Del. * . dry ares Annual aggreyste $100 (23) * * . Yes (23) . * * * * Wo (2h) no gratuity Yes (23) No (23) * Del. 
(23) given (24) 
10 eq. feet With With With Children Not on or 
With approval With approvel for #ach With approval approval approval With ap- |approval | semi-nude visible : 
D.C. . . * of board, of Board, 50 feet * of board of Board, of Board, proval of |of Board, | or nude * Wo (26) * Yes (25) from * |D. Cc. 
$10 max. $10 max. of $10 mex. $10 max. $10 max. Boerd (26c)|$10 max. | women exterior 
(25) (25) frontage (25) (25) (25) (25) No (26) (25) 
Yes (27) None may ve None may be Interior No restric- 
Fle. * * ” furnished (27) * displayed (27) * Yes (27) Yes (27) No (27) Yes (27) * * * tion (27) * * ° * Fla. 
Unless referring 
Ga. ’ Yes No (26) ho brand signs may be used (26,29, 30) Wo (29) No (29) No (29) No exterior | No (26) 4 é No (30) to Santa Claus No (29) No * Ga. 
(29,30) (26) (30) (28,30) 
None tone (Same as 
Idaho| es Yes Wo (31) permitted * permitted * No (32) No (32) bd ad bd ® ° * No (32) Federal) No (31) ° Idaho 
(31) (32) (31) (31) Yes (31) 
Yes Yes 
ll. (354) ° * ’ ¢ ” é Yes # Yes # No (35h) (35c, 35e) * * * Wo (351) * * sd * ni. 
Interior Approval re- Approvel re- 
brand None may quired. No quired. No If approved Children Only restriction 
Ind, . signs, Yes # be furnished value restric- Prohibited size restric- Na (380) ty Commission| No (38b,d) No (37) No No (36, - No (41) 4 qts. Wo (38d) Yes # * Ind. 
yes (36) (36, 36d) tion (36) (36, 38d) tion (36) , (388) (384,40) | 38¢) (ul) 
No adv. or No prohibition, 
lows * * We (42) No advertising signs or displays permitted (42) * ane No (42) * * . No (43) but = Noe * * Towa 
2) 
No None may te None may be None may be None may be 
Kans. . * (43a,43b) used (43a) used (43d) . * used (43d) No (3c) used (43b) | No (3b) * No (43b) * No (3c) * No (3c) | No (3a) * |Kans. 
In cities 
of lst and No No 
ny. * * Yes # No interior or exterior signs may be furnished # No # No # * 2nd classes} Wo @ * * restriction restriction No # Yes # * ky. 
(ub) # (47) (47) 
Le. 7 . 7 - - 7 * *. = * * No (48) . * * * * *. m7 La. 
If app'd by Including 
Highway and In use at "Of reasonable Visible from int'r signs | Annual total Minors Minors If text 
Maine Yes Tes L.C.Com' ns, * one time $10 dimensions." exterior 750" in use $10 (50) No (l9) Yes ('8,50) * drinking |drinking No (51) * approved | Yes (U8) | Yes # | Maine 
(48a) (U8 ,U9) (50) (U9) (50) (U8) # $10) = (ug) ” No (49) | No (49) (U8) é 
$5 max. for $5 max. for $5 max. for Not prohibited 
ud. * ° * each sign each sign * * each display . . * No (53a) * * but undesir- * * * * Mid. 
(53) (53) (53) able (53b) 
Not to 
Mase. * ° . é 7 ’ * taverns * No (59) Yes # * * * No (59) 7 Yes (55) 3° * |Mass, 
(54) 


Prepared by the Distilled Spirits Institute, Washington. Numbers in parentheses in- 
dicate page numbers of compilation. Asterisk indicates no provision on subject. # re- 


fers to explanatory note in a supplemental memorandum by the DSI. Although pre- 
pared three years ago, the table is still generally accurate. 


(Chart Continued on Next Page) 


shows it holds for its salesmen, 
wholesalers and key retailers are 
The costuming, 


fairly awesome. 
the effects, and the physical cost 
of these promotions is 


tremen- 


holic 


dous. Does it pay off? The industry 
thinks so, because selling the trade 
is an industry fetish. 


There are two facets of the alco- 


beverage 


busines 


s which 


Most any modern engraving 


plant could produce our 


kind of engravings... pro- 


vided its craftsmen exercised 


the same painstaking care 


we do, used the same skills, 


applied the same techniques. 
Color and black-and-white. 


stand out. One is the permanence 
of its executives—if one looks at 
newspapers of the early ’30s, it 
is inescapably impressed on one’s | 
mind that the men quoted then! 
are still the top men in the indus- 
‘try today. Top managements of 
companies have changed remark- 
ably little; sales and advertising 
managers tend to stay within the 
company; there’s a good deal of 
swapping, but it’s fairly rare to 
see a liquor executive leave the 
industry, and rarer still to see a 
major executive brought into the 
industry from outside. Perhaps 
only in the motion picture business 
does a similar closed corporation 


exist. ant. It is said of an executive in 
Now, this means that most of | the industry that “he’s a big man 
the executives grew up in the in the trade... they listen to him,” 
liquor business. It means that they and it’s an accolade. This is true 
have shaped—or been shaped by— | to a far lesser extent in the beer 
the 20 years of business through | business, but in the liquor business 
which they have passed. It means | it’s an all-important operation. 
they have roots in the business, | 
connections at wholesale and re-|# Unlike the selling of many com- 
tail levels. And because whole-|modities, liquor is still a highly 
salers went into business at the | personal thing. It has had both 
same time as these men _ did, good and bad effects on the indus- 
they’ve all learned the liquor busi-|try: good because it means top 
ness together. Retailers turn over|men in the industry have had to 
more rapidly, particularly in the | move at all levels tu keep their 
bar end. contacts in working repair, bad 
The result is that standing with | because it has prevented the trans- 
the trade is tremendously import-|fusion of new blood, which in 
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many respects the liquor business 
needs badly. 


# Not that the industry spends 
much time worrying about these 
sociological aspects of the business. 
It’s much more interested in get- 
ting back the volume which it has 
lost. Inventories and price wars 
are of constant concern. But 
rounding the turn into its third 
decade of operation, the legal 
liquor industry would probably 
settle for a reduction in taxes and 
the suppression of bootlegging, and 
figure that the other problems 
would adjust themselves in time. 


Lilly to Poole Broadcasting 


James A Lilly, formerly execu- 
tive producer for KOY-TV, Phoe- 
nix, has joined John Poole Broad- 
casting Co. as production manager 
for the company’s Channel 53 
station in Fresno, Cal. 


American Machine to Wittner 

American Machine & Foundry 
Co., New York, has moved its bak- 
ery machinery division account 
from Edward Hamburger Adver- 
tising Co., New York, to Fred Witt- 
ner Advertising, New York. The 
latter has been handling for some 
time AMF’s stitching machine di- 
vision and continuous mixing di- 
vision. Rumsey-Perkins, Chicago, 
handles AMF’s Union bakery ma- 
chinery account. 


Rippey Gets Telephone Co. 
Arthur G. Rippey & Co., Den- 
ver, has been named to handle 
Mountain States Telephone & Tel- 
egraph Co.’s general newspapers, 
radio and television advertising 
throughout the seven mountain 
states and El Paso County, Tex. 


WIBW-TV, Topeka, Airs 

WIBW-TV, the first tv station 
in Topeka, went on the air Sunday, 
Nov. 15, on Channel 13. 


50 Montreal Grocers to IGA 


Fifty Montreal grocers have 
joined the Independent Grocers 
Alliance, Chicago, according to 
Don R. Grimes, president. The 
event is connected with a program 
launched in August, 1953 by IGA, 
having for its goal 10,000 IGA 
stores in ten years doing $10,000 
business a week. The association 
has announced a $500,000 roadside 
sign campaign. 


Dodson to ‘Herald-Journal’ 


Braxton Dodson, formerly a 
member of the retail advertising 
staff of the Washington Post, has 
been named promotion manager 
of the Herald-Journal, Spartan- 
burg, S. C. 


Buckley to Scribner & Pope 
Buckley Corp., New York man- 


ufacturer of Klear-Glass, has ap- 
pointed Scribner & Pope, New 


York, to handle its advertising. 


In Fast Growing Peoria 
Food Linage is Setting Records! 


1953 Food Linage (9 mos.) . .1,666,082 Lines* 


‘ 


1952 Food Linage (9 mos.) . .1,550,415 Lines* 
eee 


115,667 Lines 


. . Sell it in the Peoriarea 
through the 


Oct. 
1953 * Media Records 
Thurs. 
1952 al 
If it’s Food. 
Thurs. Food 
Food Sections 
Sections 8 0 
Pages Pages 


PEORIA JOURNAL STAR 


Covers All Peoriarea 
Represented Nationally by WARD-GRIFFITH CO., Inc. 


Clark Joins ABC Films 


William L. 
named western manager of ABC 
Film Syndication, 


effective Jan. 


|assistant manager 


| York. 


Burgoyne to Smithson, Wyman 

Burgoyne Grocery & Drug 4ndex 
has named Smithson, 
Wyman & Withenbury, Cincinnati, 
to handle its advertising. An ex- 
panded trade paper and direct mail 


Cincinnati, 


Clark has 


in Los Angeles, 
1. Currently he 
of WPIX, New 


campaign is planned for 1954. 


been 


is 


Goodrich Boosts Van Petten 


Harold E. Van Petten, since 
1948 manager of national adver- 
tising for the industrial products 
of B. F. Goodrich Co., Akron, has 
been promoted to director of ad- 


vertising of the company’s in- 

dustrial products division. 

Wooster Promotes Snyder 
Wooster Rubber Co., Wooster, 


O., has promoted Charles R. Sny- 
der, assistant secretary and comp- 
troller, to the post of assistant 
general sales manager. 


» Day&Night . 
service! 
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tions. 
jtions of an 


|Erickson uses, asserting that 


people. 


|tor of broadcast planning,” whose 
function it is to keep abreast of 
ratings, availabilities and negotia- 
‘another medium. 
| Mr. Dekker traced the opera- 
integrated account- 
| group organization which McCann- 


| yields a higher development of ac- | 


Travel Incentives “; 


“= fil 


point the way 
to increased sales 


For effective, worry-free promotions, let 
C-M plan glamorous holiday prizes. 


Again and again, America’s leading sales 
executives have proved that travel can trig- 
ger sales effort. The lure of living like a 
millionaire stimulates salesmen and increases 
sales as no other incentive can. 

Now, for the first time, Cappel, MacDonald 
makes this powerful sales stimulant available 
as part of a complete, flexible incentive 
package—taking all details of planning, 
promotion and arrangements off your desk. 


GLAMOROUS TRIPS——-We can charter a snip 
or plane, plan a foreign tour, or make 
arrangements with a nearby resort—for 
groups, families or individual winners. Lux- 
ury merchandise is available for runner-up 
or optional prizes. 


FREE PROMOTION SKILL—Colorful mail- 
ings, prepared by the C-M creative depart- 
ment, maintain the interest of your salesmen 
and their families. 


PROFESSIONAL SERVICE—Travel experts 
and C-M incentive specialists—backed by 
31 years’ experience as the leading company 
in this field—will plan your entire campaign 
and handle all details. 


MAXIMUM ECONOMY—You pay only for 
travel at established resort-carrier rates. 
Planning, creative work and service are free. 


FREE INFORMATIVE LITERATURE is available 
to any executive. Write Cappel, MacDonald 
and Company, Travel Incentive Division, 
737 North Michigan Avenue, Chicago 11, 
Illinois. 


Cappel, MacDonald and Company 


DAYTON, OHIO... OFFICES IN PRINCIPAL CITIES 
Travel Incentive Division, 737 North Michigan Ave., Chicago 11, Illinois 
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Advertising Excesses Attacked by 
Earle Ludgin at Eastern Four A's 


In the department, an effort is 
made to move people from one me- 
dium to another, and they are en- 
couraged to ask for transfer to 
It is expected 
that somewhere along the line 
they will become expert and spe- 
cialize in a particular medium. 
McCann’s outdoor and transporta- 
tion department operates separ- 


;count responsibility and direction, ately. 

\leads to a better development of, 

skills by people in the depart- @ Mr. Dobberteen said all agency 
|ment and better training for young managements are having to decide 


what kind of media departments 
| they would have, and said it boiled 
|down to “where is the area of de- 
cision on media planning?” He 
‘noted that plans boards, clients, 
account men and agency presi- 
‘dents are frequently part of the 
act. 

In answer to a question as to the 
relative cost of the different types 
of departments, Mr. Steers said 
there is no significant difference. 
He pointed out that the Four A’s 
_found that, in agencies billing $20,- 
/000,000 or more, media depart- 
ments account for from 4% to 14% 
of total agency payrolls. He feels 
| the spread is accounted for by the 
fact that some people in an agen- 
cy may perform the media func- 
tion but not be on the department 
payroll. 

And Mr. Steers had this advice 
for people who want to advance 
in the media department: “Be a 
| specialist—a man has a_ better 
'chance for advancement if he is 
expert on any one field of media.” 


/@ At the international advertising 
group meeting Monday morning, 
speakers stressed the growing use 
in foreign countries of American 
advertising techniques. 

Panel speakers were Thomas A. 


and creative director of Young & 
Rubicam Ltd., London; John F. 
Maloney, research director, Read- 
er’s Digest International; Shirley 
Woodell, v.p. of J. Walter Thomp- 
son Co., and William S. Honneus, 
advertising director of Time In- 
ternational. George H. Giese, v.p. 
and director, international divi- 
sion, McCann-Erickson, presided. 


ported that the vigor of the Euro- 
pean economy is impressive. There 
is a growing tendency to use 
American style advertising layouts 
in European pubiications, he said, 
and a growing realization on the 
part of European advertisers that 
it is important to sell an idea be- 
fore you can sell a product. 


s He predicted that “if the Ger- 
mans, with their skill and will to 
work, catch on to American adver- 
tising techniques in a big way they 
will become a serious competitor of 
Americans in all foreign markets. 

“Moreover,” Mr. Honneus said, 
“unless American exporters give 
more detailed attention to local 


Reynolds, chairman of plans board | 


Mr. Honneus, who recently re-. 
turned from a trip abroad, re-' 


needs and factors in export mar- 
kets, particularly Latin America, 
it is doubtful whether America 
will be able to keep its place in 
the export picture.” 

Mr. Reynolds criticized the tend- 
ency of American advertisers to 
underestimate local foreign mar- 
ket advertising and to use Amer- 
ican idioms too much abroad. It is 
imperative, he said, to get to know 
the people in the foreign markets 
you want to reach and to absorb 
their points of view. 


@e Mr. Maloney said that market 
research abroad is making rapid 
progress, particularly in area and 
probability-basis sampling, in con- 
sumer purchasing tests and publi- 
cation surveys. But little is being 
done in Europe, he said, to raise 
the creative level of advertising, 
and comparatively little is being 
done on motivation research. 
Within the areas now being cov- 
ered, Mr. Maloney said, market re- 
search in Europe is equal to that 
now being done in the U.S. The 


approach to market research 
abroad is both ingenious and 
sound. 


Mr. Woodell discussed a survey 
recently completed by J. Walter 
Thompson Co. on television view- 
ing habits in Argentina. He said 
that 1% of the homes in Argen- 
tina have tv receivers, but that its 
development there is likely to ex- 
|pand rapidly, and that it will be- 
come an increasingly important 
advertising medium. At present it 
is closely supervised by the gov- 
ernment. 


@ In the discussion session it was 
brought out that there is a grow- 
/ing trend on the part of American 
|export advertisers to get away 
| from handing local distributors in 
|foreign countries blank checks for 
advertising in their market areas 
and to maintain closer centralized 
|control over advertising appropri- 
| ations, copy and media selection. 

It was generally assumed by 
speakers that commercial televi- 
| sion in Great Britain will be close- 
ly supervised by the government, 
and it was pointed out that the re- 
cently issued White Paper calls 
for program schedules and scripts 
to be submitted in advance to the 
proposed new corporation that will 
be set up by the government for 
handling commercial tv by leasing 
its facilities to private companies 
(AA, Nov. 23). 


GE Promotes Tedford 


Samuel R. Tedford, head of the 
advertising section of the com- 
mercial equipment department of 
General Electric Co., Syracuse, 
since 1950, has been promoted to 
advertising and sales promotion 
manager of the new germanium 


| products unit of the department’s 


electronics division. 


TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 


8x 10's Post Cards Tip-ons 
Miniatures—Portfolios—Business Cards 


THE GROGAN PHOTO COMPANY | 
1275 N. Bahis St., Danville, Illinois 
ag. gp Sp ENOO, CFCBE: 

122 S. Michigan Ave., Phone WEbster 9-3219 


| i 


ee eee ee es 


Adds up to — Hy 
STRONGEST RADIO 
COMBINATION IN 

THE QUAD.CITIES 8 


1 WHBF 
1 * CBS 


Represented by Avery Knodel, Inc. 


te 
48 rug 90** 


P 


De Need Si ise ane DE A sag tes © renner "yu Bae Se eka A ga Co oe Nee = a ies oi aalres 4 a ORIN ae rapes’ | Se See ee eae t 209" Mea - “x 
BN TRG INS et sce eras 6S mee a ee ae tego epee, aa By ee eee en ae EN Sg gh eee age ig Bee ao eae et Figs ous eer Res TBBMC AR reo aa 
ie ie ; oe ues ; Piey fi + = ee et ‘ ae 2 eer Pe td oe 2 “OS i mE eer evap) sie. oe c oo pies er Yh sal & es : ch ore oe sae a i % ear et CTE uF oe Bas eee ager ee 
; 58 & 
ee 
. ee aa 
THE rtiser in ow ae 
; is hey ie he 
w adve eo oe q gt age 
ther ne Ge or. 8 a 
| on EK V4 4 os ee 
i, OM ‘ "EA “4 
fe 2 os ia 
; a ae > 
| cs WsWeek ee | 
: _ Z 
as UL / / ay” : a - 
, 
hig <; fi * 
j 
se ‘4 
is —_— SS 
a (2p = CC  & Se 
Seo SAS 
es / , 
pre . arf o WL SO 
- Sa =a Tale? 
Sea Ta) ‘ 
a | 3 = 
F = \ | — = _4= ) 
— ; \ =_=_ — 
= / _. y, \ =_ = 
a re —SS NN as ‘ es Sie 
Hea ry | 4 “ 
: a é 
ie “eh ce, 
be , yp : ] = TI 
2 tea " F s — | al 
a R\ 7 \ \ 4 is A ty! 7 
" = Va A ky | : 
a is . y | =). fe 
ae A lett, \ Ss aa / h. ” 
di . wt (ds = sR 
a a a Yoox ' 
<< —_ ;' Hees | 
ve A 1 pAe (5/7 cn | AR f 
| <i ie® ; Pe) i iy PANGS | 
= FOV. Sale Basa ONY 
sf BN i ~AD = ee Ns | 
Se - CL % 2 | 
re iJ = => re | 
rey — | 
an | 7 
ae ha 
a - } le’ 
Mee in 
ete 
es KI 
aime | 
a | so 
_ til 
2, ee = 
es it ' | pe 
ae | | i du 
i = 
Fic tic 
ceed 
— an 
— | ia , th 
ise. | Tae . 
th 
do 
. sti 
go 
th 
to 
7 cr 
ee > in 
4 ; Oo, we da 
* Quad ao , am # . po 
i. ji . ee FM & — «fire, 3 
i ; OMA a teed 5 ne 
| Cie, oy i Gam 5 Gr 
ee I, Pie oo Pape Senee seme D, ILLINOIS me ~~ 2 a } 
rh EE 
2 . It 


Za ha a a 


— ee re eee ee 


Advertisin 


ss PHE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


Economists Look Ahead 


TV and Gratuities 


Leisure’s Good for Business: Woolf 


Prompt Answers Pay in Mail Order 


Re PEE BEEP! fig ace MD 4 oy, ) De ae eee 


Panel of Economists Looks at Next Year 


Slight Decline in Business Activity, But Probable Rise 
in Advertising Seen for 1954 


On Oct. 28 six well known students of the economic scene met with Advertising Age editors in New York 
to discuss the general business outlook for 1954, and the effect that general business conditions might have 
on advertising and marketing next year. Participants were Dexter Keezer, vice-president and economist, Mc- 
Graw-Hill Publishing Co.; ]. K. Lasser, J]. K. Lasser & Co., certified public accountant who specializes in the 
edvertising and publishing fields; Stanley H. Ruttenberg, director, department of education and research, 
Conaress of Industrial Organizations; Peter Henle, assistant director of research, American Federation of La- 
bor; Q. Forrest Walker, economist, R. H. Macy & Co.; and Richard Glenn Gettell, corporate economist, Time 
Inc. Moderator of the discussion was G. D. Crain Jr., publisher of Advertising Aae. 

Here—in their own words, as recorded at the session—is the essence of the discussion. It is an unusually 
interesting—and encouraqing—analysis of the general economic situation, the outlook for retail sales, the 
advertising outlook, the effect on promotion of elimination of the excess profits tax, the status of employment, 
the inventory situation, and other basic factors which affect American economic health. 


The General Situation—Hopeful 

and Slightly Downward 

CRAIN: We asked you to join us today 
because there is a great deal of interest 
in the business outlook for 1954, and we 
felt that our readers would benefit great- 
ly from having the expert and informed 
opinion of people who 
have made their mark 
in the field of econo- 
mics. To begin, I be- 
lieve it would be help- 
ful if each of you 
would quickly give us 
your opinion on the 
general economic out- 
look for 1954, empha- 
sizing any factors in 
which you are especial- 
ly interested. 

Mr. Keezer, will you start off? And 
since you are particularly well informed 
in the field of capital investment, which 
has an important bearing on the general 
level of business activity, I hope you will 
include something along this line. 


KEEZER: I think we might check first 
whether we agree on where we are now, 
so we can decide where we’re going. Gross 
national product is just. about at its all- 
time high. I think the last figures showed 
it at $371 billion—a billion off from a 
peak of $372 billion. Manufacturing—in- 
dustrial production—is currently about 
232 as opposed to 243 in March. Unem- 
ployment is right at the very minimum. 
To offset the decrease in durable produc- 
tion you had some increase in services 
and non-durables, so we’re just around 
the peak of the greatest boom in history. 


G. D. Crain Jr. 


s If you're right at the peak, the prudent 
thing to do is to assume you’re going 
down some. We never 
stay stable. You can’t 
go up. So my guess is 
that we’re going down, 
to some extent. 

I have in mind a de- 
crease in the index of 
industrial production 
that might bring us 
down from the 243 
point in March to the ge ne 
neighborhood of 220. 

Gross national product will decline much 
less—I would say within the limits of 5%. 
It seems to me that automobile produc- 


tion is going to contract and there will 
be fewer housing starts. Steel people I’ve 
talked to expect to operate next year at 
a substantially lower share of their ca- 
pacity than they’re operating this year. 
Now, some of the best people in this fore- 
casting business—like Louis Paradiso and 
Rob Newcombe—are confident that by 
the second quarter of next year gross na- 
tional product will be just as high as it 
is now if not a little higher. They expect 
the increase in services and non-durables 
will more than offset the decline I men- 
tioned in automobiles and steel. I can’t 
quite see that—I’m looking for a mild 
let-down. 

I put it that we’re moving from a super- 
boom to a high-level prosperity. 

Here’s the capital investment picture. 
We have had a continuous boom since 
the end of the war. Each year we've said: 


“This year must be the last.” This year 
we're going to make an all-time high in 
investment. But it won’t be the last good 
year. We have just completed a study. It 
indicates that again next year we’re going 
to have an extremely high level of capi- 
tal investment, as planned at present. You 
never had a time when you had a low 
level of capital investment, except in 
wartime, that you didn’t have a depres- 
sion. 

The present prospect is that the de- 
cline in capital investment by manufac- 
turing companies next year will be sur- 
prisingly small. And this year it’s at an 
all-time high. There you have a strong 
situation in 1954. 


Combinations Forcing a Drop-Off 
Q.: Thank you for that quick summary. 
Mr. Gettell, does Mr. Keezer’s analysis 


quired. 


perhaps somewhat better. 


plant and equipment. 


the volume of Christmas trade. 


pass it as much as 10%. 


What the Economists See for 1954 


The ADVERTISING AGE panel of economists sees 1954 as a very good year for 
business, although possibly not quite as good as record-breaking 1953. All 
agree that extremely high levels of business activity can be maintained, but 
also that these levels will not be maintained automatically—intelligent and 
diligent effort and cooperation between business and government will be re- 


Highlights of their specific views on 1954 include 


A possible drop of 5% in over-all business activity from 1953 levels 


e A good year for advertising and promotion 
e A slight drop—much smaller than expected 


e A rise in unemployment, but to a very modest level 


e An inventory situation which requires correction 
e Christmas trade which will—weather cooperating 
e@ Relatively little expansion of existing levels of consumer credit. 


e The long-range prospect—say 1960—is for an economy considerably ex- 
panded over present record levels. 


at least as good as 1953 and 


in capital investments for 


with much hinging on 


equal last year or sur- 


agree with yours? 

GETTELL: I’ve never known a period 
when there was more of a_ love-feast 
among economists than there is at pres- 
ent—more basic agreement in their fore- 
casts. 

At the beginning of this year, in a talk 
at the American Marketing Assn., I sug- 
gested that 1953 would be called “the year 
with a hump in it”: a rise followed by 
a decline as the year went on, but that, 
at the end of the year, we would be oper- 
ating at considerably higher levels than 
at the beginning. I am happy to see that, 
for once, it looks as if things are going to 
turn out as predicted. 


® In thinking about 1954 we first have 
to recognize that in preceding years we 
have been favored by a succession of ex- 
ternal and internal prods to the economy 
—inducements and pressures which have 
kept economic activity progressively on 

the rise. It is hard to 


see anything in the 
immediate future in 
the way of further 


pressures toward great- 
er expansion. To the 
contrary there are a 
number of areas that 
look a little soft. I agree 
with Dex Keezer that 
we have passed the 
peak of the current 
boom and with many of the things he 
said about signs of our slipping off. Slip- 
ping off, but not very far off. 

The signs of the slip-off? Well, look 
at the vast increase of instalment credit 
that has been supporting auto sales and 
other consumer durables. This credit ex- 
tension seems to have overreached its po- 
tential for the moment. Look at the back- 
up of inventories in consumer durables— 
the decline of new orders. Or residential 
construction where the best guesses are 
for 900,000 new units in 1954 as compared 
with over a million units this year. 
Heaven only knows what the level of de- 
fense spending is going to be next year 
but nobody is currently betting that it is 
going to be up. Certainly there is real en- 
couragement in the announced plans for 
a high volume of plant and new equip- 
ment expenditures next year, but the level 
is down, and it would have to be up to 
prod the economy to new growth. Or look 


R. G. Gettell 
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at the automobile situation which reaches 
back into the steel, rubber and glass in- 
dustries, and you find further reasons to 
expect a slowdown next year. 

To the extent that heavy industry and 
consumer durables will contract some- 
what, this diminishes employment and 
personal incomes. Add the fact that farm 
income has been on the decline for many 
months, with no reason yet to believe 
we'll have a swing around in the other 
direction. 

Add these together and you can see a 
lot of factors that would tend to bring us 
down next year. 

The only major opposing factors are 
the great unknowns: What will the fed- 
eral government do, and what will happen 
to consumer psychology? 


@ I think we are going to have a very 


real test next year as to what the federal. 


government can do to check recession. 
Also a test of the inclination of the ad- 
ministration to do it, and of Congress to 
do it, and for all to be done with proper 
timing. 

Whether an easier credit policy will 
work (and the government has already 
swung around on that score) is unclear. 
Next year we will test the question as to 
whether it is as easy to get a horse to go 
ahead by loosening the reins as it is to 
slow him down by pulling in the reins. 

One can say a great deal about off- 
setting declines by inducing consumers to 
maintain their spending. I suspect many 
of us involved in the advertising field 
have an interest and a hope that this 
will be dene to the highest degree feasible. 

So, I agree, in sum, with Dex about our 
having recently been at the peak. I agree 
further that as we approach next year— 
apart from the necessary qualifications 
about changes in the military picture, etc., 
we should look for a slowdown. We 
can expect a high level of activity, but 
less high than lately. And we'll have a 
good test of the extent to which a com- 
bination of government actions, bolsters 
to consumer psychology, advertising, pro- 
motion, etc., can hold the national income 
up. This will hold the key as to whether 
the downtrend lasts long or gets worse 
as we come to the end of 1954. 


Economy Must Grow 

Q.: Well, I see Mr. Gettell and Mr. 
Keezer are in general agreement. How do 
things look to you, Mr. Ruttenberg? 


RUTTENBERG: | don’t go along with Mr. 
Keezer’s idea that we had a super-boom, 
or with his statement that he didn’t think 
we could go forward much further. 

I’m inclined to believe we must look 
at the economy as one that must continue 
to be growing year in and year out. Be- 
cause the labor force is increasing, the 
activity of our economy is increasing, and 
workers are displaced through new tech- 
nological developments. If we're going 
to prosper, if we’re going to keep people 
employed, we must provide increased em- 
ployment opportunities. 

Therefore, I do not look at the $372 bil- 
lion gross national product figure for the 
second quarter of '53 as being “super- 
boom.” I look at it as a level of gross na- 
tional product that reflected relatively 
full employment and as a figure which 
would have to be much higher next year 
if we are to reflect the same level of 
relatively full employment. 


® As far as 1954 is concerned, I have 
the feeling—again I have to agree with 
the gentleman from Time—that there is 
a great deal of agreement among econo- 
mists. ..I think there will be a slight de- 
cline—we’re already in the midst of such 
a decline. You have to look not only at 
the unemployment figure, but also at the 
labor force. 

Beginning last March or April, average 
weekly earnings of workers in manufac- 
turing industries leveled off. They reached 
their peak in March in terms of real earn- 


ings adjusted for price increases and have 
been declining since. That is at least one of 
the factors we must keep in mind as we 
look into next year. If we're talking in 
terms of the ability of people to maintain 
their living standards, and thereby main- 
tain continually rising levels of employ- 
ment—production, and, consequently, total 
gross national product must rise. 

If I were to make a guess as to what 
the situation would look like next year, 
I should say that by midyear unemploy- 
ment, aS measured by 
the Census Bureau, will 
probably be double 
what it is today. The 
present level is about 
1,250,000; it will be at 
least 2,500,000 by April 
or May of next year. I 
think, barring any un- 
foreseen military devel- 
opments, it will con- 
tinue to rise. By year’s 
end, it will be higher than the midyear 
level of two and a half to two and three- 
quarters millions. 

If this rise does occur, we cannot say 
we have a high level of prosperity. When 
we get to the point where there are two 
and a half or two and three-quarters of 
a million unemployed people, I think we 
have a situation which we cannot permit 
to continue. I follow the concept of be- 
lieving strongly in full employment, and 
full employment means job opportunities 
for everyone who is able and willing to 
work. 


S. H. Ruttenberg 


# I would consider the normal float of 
unemployment which would have to be 
consistent in the economy as about 244% 
of the labor force. Once the figure rises 
above that percentagé we ought to move 
in and do something about employment 
opportunities. 

I think the most serious problem con- 
fronting us as we move into 1954 is the 
inventory situation. Inventories have ac- 
cumulated at the rate of $6 billion in 
the past year or more. A great deal de- 
pends, it seems to me, on what kind of 
Christmas season occurs at department 
store and retail levels. If, as some depart- 
ment store people say, we have a boom, 
an opportunity for the greatest boom peri- 
od in retail sales for this Christmas sea- 
son, then I don’t think we have too much 
to worry about. If sales continue to de- 
cline, as they have for the last month 
or so, we can get not only a stoppage of 
the accumulation of inventory, but a 
deceleration or a decline in the inventory 
picture. Such a downward trend could be 
fairly serious. 


Weather's the Villain 

Q.: I’m glad you brought up the ques- 
tions of retail trade and the Christmas 
season, Mr. Ruttenberg. How do things 
look to you, Mr. Walker? 


WALKER: The retail trade doesn’t usual- 
ly like to make any guesses about sales 
for the next year until it has some feel 
of the Christmas trade. For that reason, 
we usually postpone a good deal of our 
budgeting until we have a good indica- 
tion of what Christmas trade will be. My 
own feeling is that—let me say first that 
the month of October hasn’t been very 
satisfactory—because of the unseasonable 
weather a great many items that normal- 
ly sell have not been moving very well. 
And if you look at the figures of fur 
coat withdrawals from storage you get 
a prompt answer: Withdrawals have been 
at very low levels. If they were higher, 
people would be buying seasonable mer- 
chandise. 

So the October results are not going 
to be very good; they’ll be considerably 
less than we originally expected. That 
leaves the hope of colder weather and a 
considerable spurt in November and De- 
cember business to improve the picture 
I’m still hopeful that we will have more 


than a break-even Christmas season. I 
don’t look for any large increase, but I 
think we might have a modest increase 
as compared with Christmas business a 
year ago. 


ws You must remember that department 
store sales from Jan. 1 to Oct. 7 were 
running about 2% ahead of a year ago; 
not many months back they were 4% 
ahead. Principally the weather plus some 
job anxiety curtailed summer business. 
I said last May that I thought the summer 
business would be a little less than we 
were expecting on a seasonal basis, and 
that the fall would be a little less satis- 
factory. I think that still is a fairly good 
diagnosis. ..Total retail trade is up about 
6%, as I recall. The big components in 
that are the automobile groups, where 
the increases—as you would expect—have 
been very large. The food group for the 
eight months is about 3% ahead, and the 
apparel group about 2% ahead. 

I don’t like to make guesses, but my 
own feeling at the moment is that retail 
trade in ’54 will be slightly off. I don’t 
anticipate that it’s going to be a very 
large decrease. 

I don’t find complete uniformity among 
economists about the outlook. Many of 
the older school think that the turn is 
here and that now 
you’re going to have 
very serious problems 
that will not be easily 
solved. There’s a mid- 
dle group that thinks 
you’re due for some 
readjustments — you’ve 
already had some of 
them, some of them of 
considerable magni- 
tude, particularly in 
agricultural prices—that these rolling re- 
adjustments in various sectors of our eco- 
nomy have sort of gotten us over a good 
deal of our troubles, and that 1954 will 
be a period of consolidation and readjust- 
ment—probably a moderate down trend. 
That’s about as much of a guess as I can 
make for ’54 at this juncture as to the 
retail trade. 


Forrest Walker 


s I’m impressed by a number of things. 
In going over the business reviews, one 
thing that bothers me a good deal is 
overemphasis of the part government can 
take in preventing any serious readjust- 
ment. If you read many of these reviews 
the essence is—you don’t need to worry 
too much, Uncle Sam is there to help 
you out. He’s got all the answers tucked 
away in a file down there. Just pulls out 
the remedies. 

I don’t think life is that simple. And 
I don’t think government can exert such 
powerful influence. I’m not impressed 
with the argument that defense spending 
is the thing that is going to bolster or 
prop the economy. After all, it comes out 
of the stream of production, the govern- 
ment takes it and uses it, and I’m not 
sure that’s a great regenerating force in 
the economy. 

Of course, construction does a good 
deal. It’s an important factor, and a large 
part of construction rises out of the in- 
creased amount of depreciation that is 
now being taken under the tax laws as a 
result of accelerated amortization, and 
also because of the expansion that has 
taken place in high costs in recent years, 
so the sum total of the amount available 
for replacement in a good many fields is 
larger by reason of those factors. 


s I am quite impressed by the fact that 
we're not going to have particularly good 
business if you quietly assume that all 
you need to do is to go out and sell like 
hell on the models you have been build- 
ing for the last four or five years, which 
by now have acquired a sameness of look 
which isn’t stimulating to the average 
consumer. 

Recently I was talking to a well-known 
industrial designer. He said, “Mr. Walker, 
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the automobiles all look alike to me. Oh, 
sure, there are some changes in the 
chrome, little changes in the lines, but 
they all look alike. I don’t know how 
you're going to stimulate the customer 
when you’re producing cars so much 
alike.” 

At this point, I said, ‘“There’s this mat- 
ter of jigs and dies and heavy investment, 
and there’s the tendency in mass produc- 
tion industries to get everything they can 
out of existing models, and it takes time 
to create new models and designs.” 

He said: “That’s true, but we can do 
an awful lot if we get busy and bring 
out something new, something attractive, 
something lower-priced, something that’s 
better value.” 

We have made and sold a lot of poor 
quality items in the past few years. I 
think industry has got to get busy and 
find new ways to produce better and more 
attractive things for people to buy. That 
process necessarily entails some trouble 
but if you’re going to stimulate the con- 
sumer market, I think that’s what we 
have to do...There are many areas where 
a little better design, a little more intelli- 
gent sales efforts would produce very 
satisfactory results. I think the market is 
there. I think it has to be cultivated. I 
think consumption is the most dynamic 
force in America today, if we can find 
the ways to cultivate the market we have. 

In substance, we have had something 
akin to a revolution in this country, sort 
of an economic and social revolution. 
There was a great change in the distribu- 
tion of income by reason of the tax laws, 
and other factors, so you have a great 
new middle-class market, and from all 
I can learn, it’s a pretty intelligent market. 
I think there is a great big roaring market 
in that middle-class group if we’re smart 
enough to find the keys and open the 
doors. 


Lasser: Next Year's Terrific 

Q.: Thanks a lot, Mr. Walker. Mr. Las- 
ser, you are in intimate contact with all 
kinds of business. What do you see in the 
1954 picture? 

LASSER: I think business is going to be 
much better next year than it is this year. 
Considerably better. 

I’m not an economist. But I do deal 
with business men all day long, and in 
talking to them about how they shall 
spend their money—about the capital in- 
vestment that Dexter is talking about— 
about whether they shall spend to boost 
consumer spending as you discuss, about 
the effect of the coming reductions in 
taxes—I find pretty generally that all 
budgets are up. Certainly the best index 
that I can give you is the advertising 
budgets showing the forward commit- 
ments. Promotion commitments are ’way 
up. 

This means that business today is look- 
ing forward to spending a lot of money 
to get a lot of sales 
next year. And this is 
magazines, the  net- 
works, newspapers, and 
everything else. I talk 
to business as a tax 
man, and this is what 
I say: 

“You must spend 
next year in a 52% 

J. K. Lasser era (this is what our 

tax rate is going to be 
next year) to get stability. Sure, a lot 
of people are going to run away from 
spending. But there isn’t any question 
about the need for spending to get stabil- 
ity for yourself, for your people and the 
jobs they need. The fellow who doesn’t 
spend to build is going to be lost in the 
shuffle. He’ll go out of business.” 


® I’ve watched budgeting in a great num- 
ber of large companies. What they’re go- 
ing to spend on the budgets—the budget- 
ing for 1954 and 1955—will be up above 
53. 

I don’t see any uncertainty in this yet, 
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now leads all other dailies in 
Lolid Cincinnati in City Zone 
Circulation, too. 


The Cineinnat’ Daily Enguirer \ 


é 


>, i 


_.but what about 
the CITY ZONE 7 
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Leads not only in Total and Retail Trading Zone Circu- 
lation, but also in City Zone Circulation. 


Daily Times- 
Enquirer Star Post 
City Zone 133,780 129,263 126,215 
Retail Trading Zone 40,906 20,436 22,468 
Other 19,683 4,880 9,030 
Total 194,369 154,579 157,713 


Source: A.B.C. Publishers’ Statements, September 30, 1953 


Read and preferred by more WOMEN than any other 
daily newspaper in Solid Cincinnati... as shown by the 
new Marion Harper & Associates Survey and the above 
circulation figures. 


Carries more advertising lineage than any other Cin- 
cinnati daily. 


159,690 more lines than the Times-Star 
81,184 more lines than the Post 


(First 9 months of 1953) 


4 Anyway you look at it . . . its now your basic daily paper buy 


Picked up hearty gain in FOOD lineage as compared with 
losses by other Cincinnati dailies in 1953. 


Daily Enquirer Times-Star Post 
Food lineage +118,869 lines —103,592 iines —23,930 lines 


(First 9 months of 1953 compared with same period in 1952) 


Shows big gain in DRUG lineage. Compare the Daily 
Enquirer's gain with the losses by the other two dailies. 


Daily Enquirer Times-Star Post 
Drug lineage +13,824 lines —99,495 lines —28,366 lines 


(First 9 months of 1953 compared with same period in 1952) 


Carries more EXCLUSIVE National lineage than any other 
Cincinnati daily newspaper. 
Daily Times- 
Enquirer Star Post 


Exclusive national lineage 58.7% 308% 10.5% 
(placed by one-paper advertisers 
in Solid Cincinnati in 1952) 


(Source: Media Records) 


Stretches your budget with the LOWEST milline rate of 
any Cincinnati daily newspaper. 


Sobd Oncinnati wads The Cincinnati Enquirer 


Represented by Moloney, Regan and Schmitt, Inc. 
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except in small town tradesmen. But 
there I think our problem is to show them 
how to spend their money for consumer 
acceptance. I don’t see hesitancy in the 
large stores and the large businesses in 
America. They will pour out their money 
next year to get consumption; they are 
loaded with cash. They are now finishing 
the best year (after taxes) they have 
ever known. All records of earnings, em- 
ployment, costs to avoid future down- 
turn—all are at peaks. I think they’ve al- 
ready committed themselves to do it. My 
most sensitive index (and I think this is 
almost as good as a capital disbursement 
index) is the record of advanced sched- 
ules of networks for the next 12 months. 
At the moment, this is considerably ahead 
of last year. That is, dollars committed 
for 1954. It spells great prosperity to me 
for 1954. 

There’s another element I trust you are 
not discounting. We’re going to get a very 
sizable cut in taxes next year to the indi- 
vidual. This goes right into the consumer 
stream. It’s going to come off on Jan. 6 
or 7 in terms of additional money to the 
wage earner, and that’s going into the 
consumer stream. We'll cut our withhold- 
ing tax at the turn of the year. I don’t 
know why you discount that in thinking 
about next year. 


How About Price Tags? 

Q.: Well, that certainly sounds en- 
couraging. Mr. Henle, will you tell us 
what you see in the 1954 picture? 
HENLE: I’m not so sure that there is 
much left that needs to be said. As far as 
I’m concerned, I have to stick more or 
less with the majority viewpoint around 
the table. I don’t quite see the recovery 
as soon and as sharp as 
Mr. Lasser sees through 
his advertising figures 
—and it may very well 
be that those are very 
good indices. 

This doesn’t mean 
that I consider the situ- 
ation alarming. On the 
contrary, I don’t think 
there is any danger of 
any real serious de- 
cline. I think that each year that passes 
since World War II demonstrates again 
the versatility and durability of our Amer- 
ican economy. I do think, however, that 
things are likely to decline some more 
from present levels. 

So far as the labor market is concerned, 
one of the indicators we like to watch, in 
addition to the general figures on employ- 
ment and unemployment, are the figures 
of unemployment claims that are filed 
with the state employment agencies. 
Looking at these figures, one is struck by 
the fact that during the period from June 
to October, an increase in claims has 
occurred when  normally—seasonally— 
this would be a period of decrease. 


Peter Henle 


#® Now, one of the questions we might 
raise when we talk about a decline is 
this: As most people talk about it, they 
see a gradual decline in economic activity 
extending into next spring or summer or 
maybe even the second half of 1954. I 
want to raise the question of whether 
this decline might not be so slow that it 
might proceed more sharply but that the 
subsequent recovery might be corres- 
pondingly sharp. One of the keys in this 
whole situation is the inventory picture. 
If a general contraction of inventories 
should take place, this might lead to a 
fairly sharp decline—at least compared 
to the general decline at the present 
time; at the same time I have confidence 
that the necessary inventory readjust- 
ments would take place promptly and 
still leave us with a generally healthy 
economy. 

Looking at the inventory picture, it 
seems to me, leads to another factor that 
Mr. Walker mentioned: consumer demand 
—purchasing power. This includes not 
only the ability but the desire of con- 
sumers to buy goods now on the market, 
at prices which these goods now bear. I 


would suggest that one of the key factors 
in determining the extent to which we 
have a decline, or whether we have a cor- 
responding upturn in a fairly short while, 
would be the extent to which consumer 
demand remains at its present high level. 

To do that, I think American business 
has to look not only to inventories but I 
think they have to look at price tags. I 
think they have also to look (as Mr. 
Walker has indicated) to the quality of 
goods—and to the possibilities of new 
products or at least an improved quality 
for the products that are now on the mar- 
ket. I think one of the key factors in the 
present situation is the willingness of 
American business men to face a de- 
clining market by cutting price tags and 
improving quality. 


Excess Profits Tax Removal and the 
Future of Advertising 

Q.: Thank you all very much for those 
concise summaries of the current eco- 
nomic outlook. A good many people are 
concerned about the effect that the re- 
moval of excess profits taxes may have 
on advertising and promotion. What are 
your thoughts on that subject? 
LASSER: Excess profits taxes? The elimi- 
nation of the tax (in terms of curtailing 
disbursements in business) is idle to dis- 
cuss in this kind of group. It will have no 
effect. We know our budgets to build 
for consumption next year are greater 
now than they were for ’53. 

If we didn’t know this, all we have to 
do is fook at history: 1946—following a 
tax elimination—was the greatest year 
for disbursements that we’d ever known 
up to that time. And when I trace that 
back to every other prior postwar period, 
and I’ve done this again and again, I 
find money was spent in great gobs to 
get the consumer to spend his money— 
all through advertising and research. 


® To talk about the excess profits tax 
having any influence on American busi- 
ness is poppycock. I don’t think anybody 
wastes any money because of the excess 
profits tax. I don’t think they waste it on 
advertising. 

They’re spending to build a product 
and they’re building stability for them- 
selves and for their people. I remember, 
in 1945, all the talk about the dreadful 
problem we were going to have in 1946, 
about the unemployment ahead of us. 
When we actually totaled up our forward 
commitments at the end of 1945 we found 
that 1946 was going to be one of the 
greatest advertising years we ever had. 
It was one of the best years—this I insist 
will be true in 1954. 

People are getting ready in business 
to spend a lot of money, in 1954. They 
must—to make sure they get sales dollars 
to make sure they get net profits, to make 
sure they maintain their own social re- 
sponsibilities to keep this $370 billion at 
its present or a much higher figure. 

Q.: Why, in the light of your opinion 

about things getting better and better, are 
you going around making speeches about 
the desirability of special tax induce- 
ments to advertise? 
LASSER: I’m scared about the uncer- 
tainty you have been describing. It may 
make some business men pull out of re- 
search and advertising. I’ve watched it 
happen so often. Some, as soon as they 
see this slight 4% or 2% drop Mr. Walker 
was talking about, do pull up on adver- 
tising and consumer efforts. This, I think, 
is the worst thing they can do to our 
economy. If we can force them to spend 
—if we can create this counter-cyclical 
effort which says you’re either going to 
spend or it’s going to cost you 80¢ not 
to spend (and a reserve will do that) I 
think we might get this economy to where 
business is running the show. We would 
not have to introduce public works. 

Q.: Mr. Gettell, your company sells ad- 
vertising. Do you have anything to say 
which corroborates or contradicts what 
Mr. Lasser says about advertising vol- 
ume? 

GETTELL: With regard to elimination of 


the excess profits tax? 

Q.: Yes. 

GETTELL: Naturally I have paid some 
attention to that problem. We do sell 
some advertising. But inasmuch as it re- 
quires telepathy to gauge the motives of 
advertisers we can only make ‘guesses 
about it. It is not something that can be 
quantified—measured and expressed in 
numbers. 

I had expected a different comment 
than Mr. Lasser’s. Somewhere in the 
room we may get it yet. I had thought 
that someone would claim that elimina- 
ting the excess profits tax would cut back 
very sharply the amount of money spent 
on advertising and promotion. The rea- 
soning being, of course, that at the time 
the tax was put in there were a great 
many articulate individuals who were 
saying (Rum| was in the forefront of the 
group) that any corporate manager who 
paid an excess profits tax ought to be 
fired; instead, he should spend his 18¢ 
dollars to build today at a bargain price 
toward a stronger later market position. 

To the extent that this actually moti- 
vated sales and promotion activities it 
might be inferred that taking off the tax 
would bring a proportionate cutback of 
that kind of activity. 

Q.: This is a little personal, but does 
Time Inc. look for more or less adver- 
tising in 1954? 

GETTELL: I don’t mind talking about 
that. But let me say something else first. 
A year or so ago, we thought that a con- 
siderable amount of our advertising might 
come in because it was then possible to 
buy it with an 18¢ dollar. We suspected 
that some advertisers had been sold on 
the basis solely of improving their fu- 
ture market position. There was an extra 
amount of what is generally thought of 
as “institutional” advertising as compared 
with direct sales-motivated advertising. 


# But we all remember what happened 
to industrial advertising and institutional 
advertising the first time EPT was im- 
posed—during World War II. There was 
an upsurge in this form of advertising. 
It grew faster than the economy. The 
important thing is that when the tax was 
removed after the war, that advertising 
continued—at higher levels than before. 
Manufacturers were educated to the 
values—they learned what advertising 
could do for them—and instead of cutting 
back, they continued at much _ higher 
levels. 

Business Week figures show it, and so 
do our comparable figures for Time and 
Fortune—that, when excess profits taxes 
came on again after Korea, there was 
another upsurge—a marked rise in indus- 
trial and institutional advertising to new 
high levels. Initially this may have been 
induced by the fact that business firms 
could make bargain purchases of adver- 
tising space. But I think that once again, 
as EPT is removed, they will continue to 
advertise. They have learned meanwhile 
that it is worth it. 

While the tax is in effect firms can 
only keep 18¢, or alternately they can de- 
cide to spend 18¢. Soon they will be 
matching a 48 to 53¢ keep against a 48 to 
53¢ expenditure. The fact that you can 
keep more can mean that it is worth 
while to spend more in order to increase 
the total take. 

What I am leading up to is this. Time 
Inc.’s current experience, including our 
orders on the books for next year, pre- 
sents a very encouraging picture. It is 
possible (since we can never really know 
what considerations actually bring ad- 
vertisers in) that some of the flurry in 
October and November, where we are 
setting fabulous records, may be abnor- 
mal; some advertisers may be getting 
under the wire, buying extra space while 
the bargain lasts, and there may be 
tighter space-buying a year hence. 


® Fundamentally, however, we know 
definitely that the great bulk of adver- 
tising is related directly to the movement 
of goods through sales channels. That’s 
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the solid core of the advertising business. 
At most there is a marginal, small extra 
amount that may be tax-induced extrava- 
gance—may be bargain hunting—that 
would be cut back with the end of the 
tax. I would imagine that, to the extent 
it is a marginal, extra expenditure, the 
effect of such a cutback would be great- 
est on the marginal choices among ad- 
vertising media. The media on the bottom 
of the advertisers’ list may feel the cut 
fairly sharply—the ones at the top of the 
list hardly at all. 

We’ve made some calculations (and 
these are not forecasts, they are working 
assumptions) as to the combined effect 
of tax cuts and a slight economic slide 
next year, and they run to this general 
magnitude as regards magazine adver- 
tising: 

Magazine advertising of soft goods 
and consumer services might decline in 
the neighborhood of 3% next year. Con- 
sumer durables, where inventory back- 
logs and a probable slowdown of instal- 
ment sales make prospects more adverse, 
might decline by 5%. Industrial adver- 
tising might drop off as much as 10%. 

If you weight the advertising among 
these three categories, and get a weighted 
total for all magazine advertising—two- 
thirds is soft goods and services, another 
fifth is consumer durables, and the small 
remainder is industrial advertising—the 
over-all decline for all categories is in the 
zone of 4% to 5%. 

Let me repeat. This is not a forecast. 
That is an arithmetical exercise applied 
to PIB figures to see what the effect 
would be on magazine advertising of 
these assumed 10-5-3% declines. If I 
were put to it, however, I would have to 
admit that I personally think that it is 
a pretty reasonable forecast, too—if a 
forecast has to be made. 

Q. Mr. Keezer, your company sells 
advertising, too. What’s McGraw-Hill’s 
outlook on advertising next year? 
KEEZER: You should understand that I 
don’t operate on this low materialistic 
plane. ..I haven’t attempted to make any 
estimates although we’ve had some dis- 
cussion over there the last couple of days. 
Angelo Venezian (assistant to McGraw- 
Hill advertising director, Nelson Bond) 
had total advertising volume up 10% 
next year. If it is, it will be because 
there’s a new deal in advertising, with 
advertising leading, rather than following 
sales. 

Logically, of course, that’s what ought 

to happen...when sales go down adver- 
tising ought to go up. But in the past 
what’s happened is that advertising turns 
and goes down. That’s the history of it. 
This time it could be different. 
LASSER: While it’s a fact that consumer 
promotional disbursements turn down 
with the impact of decreased sales and 
decreased job income, this is not true of 
industrial advertising. The one-fifth Mr. 
Gettell is talking about stays with you for 
about a year and a half under my figures. 
Keeps on going in order to hold the mar- 
ket even after a sales collapse. These are 
stabilizing factors that only help us when 
we go from a very high tax figure to a 
cut in taxes. 


But Have Consumers the Money? 
RUTTENBERG: I have a comment that 
throws a little cold water on the problem 
of advertising as a means of stimulating 
additional sales. Advertising is important 
and it plays a major role. However, I 
don’t think we should deceive ourselves 
into believing, as Paul Mazur does in his 
recent book and as I think Mr. Lasser 
implies, that there are large-scale savings 
reserves in the hands of the mass of the 
people that can be drawn out into the 
consumer market if you give the people 
better product, or if you advertise more 
and stimulate their desire to buy it. 

I think we have to keep in mind very 
clearly that the Federal Reserve Board 
“Survey of Consumer Finances” indicates 
that the bottom 50% of the American 
spending units are dissavers. They spend 
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more than they save, and the great bulk 
of savings rests in the upper 10 or 20% 
of American families—that means those 
earning $6,500 to $7,500 or more a year. 

Now the great bulk of the mass of peo- 
ple earn incomes below that level. There- 
fore advertising, stimulation of new prod- 
ucts, and desire to buy are not all that 
the implications here seem to indicate. I 
think as much emphasis, if not more, has 
to be placed upon increasing the ability, 
through earnings, of the great mass of 
people to buy these products. Then ad- 
vertising will bring out those purchases. 
But I think we have a tremendous mass 
of people, 50% or 26,000,000 families, who 
spend more than they save, and they’re 
not going to be attracted into this market 
unless their incomes are raised. 

Q.: Isn’t there a problem of definition 
involved here? Doesn’t the Federal Re- 
serve Board create dissavers by defining 
certain items as expenditures that are 
actually savings? 


RUTTENBERG: When we talk about 
savings in this connection, we ought real- 
ly to be talking about liquid savings— 
the availability of money to buy, not the 
kind of savings that is reflected in life 
insurance or payments on mortgages for 
homes or repayment of consumer debt. 
The latter group is technically saving, 
but it’s not the kind we should consider 
as potential buying power. 

I will, to this extent, say that consum- 

er credit—the repayment of consumer 
credit—is a form of savings that might 
be a semi-liquid form because the periods 
are of short duration—18 months, 21 
months, 24 months. In a sense, as the in- 
dividual pays off, he is tending to have 
that amount of savings available in the 
future. 
KEEZER: I think everyone would have 
to agree with you. It’s pure logic that 
there’s no point in advertising a product 
to a person who has no money. That 
seems to me to be axiomatic. Unless they 
buy on credit. It raises the question if we 
haven’t got something new under the sun 
here. Historically, when sales have gone 
down, advertising has gone down. But if 
you'll look at it I think you’ll find that at 
the time people were pretty well broke. 
Now you’ve got a situation—you’ve got a 
couple of hundred billion dollars of liquid 
assets. Corporations aren’t broke, their 
lines of credit aren’t exhausted—so I 
think the case for advertising—for keep- 
ing going when you feel a chill wind—is a 
quite different case than it’s ever been 
historically. 


Labor Market—Availability and 
Unemployment 

Q.: Let’s turn to the labor scene. What 
is significant in the labor picture? 
RUTTENBERG: On the employment 
side, if you will look at the most recent 
labor force figures you will see a most 
interesting and extremely indicative de- 
velopment. The figures indicate an over- 
all decline of 146,000 in the civilian la- 
bor force from September, 1952, to Sep- 
tember, 1953; and an over-all increase in 
civilian employment of 50 to 60,000. The 
labor force, because of new entries, shows 
a net minimum increase of 500,000. Pro- 
ductivity has been increased at a mini- 
mum rate close to 3 or 342% in the past 
few years, and displacements due to tech- 
nological increases run in the neighbor- 
hood of 750,000 to 1,250,000 individually. 
Thus the labor force should have in- 
creased by 1% to 1% million to maintain 
the same level of employment as last 
year. But instead of increasing by this 
amount, during the past year it declined 
by almost 150,000. 

Now, why? As I look at the figures— 
and I’ve talked to some of the people 
in the Census Bureau about them—the 
total number of women employed in 1952 
as against 1953, as a percentage of the 
labor force, has declined by two or three 
points; the number of youths between 16 
and 20 has declined; the number of older 
people above 65 has declined. 


SHAPE OF THINGS—G. D. Crain Jr., AA’s publisher (at head of table), asks questions of 
the economic experts as they discuss the outlook for business in 1954. 


Now it seems to me this has serious 
portents for the future, because involved 
here are women and children, in the 
main, who are secondary wage earners. 
They no longer show up in the labor 
force, and do not show up as unemployed, 
but they are physically out of jobs. As 
secondary wage earners they are the 
people who contribute to family income 
to help buy many of the durable goods 
products. When the secondary wage 
earner is removed, in the past year, I 
think this places a question mark on po- 
tential levels of consumer purchasing 
power. 

Q: Is your point that we have a vol- 
ume of creeping unemployment that 
doesn’t show in the statistics? 


RUTTENBERG: I would say that we 
have some creeping unemployment that 
does not show up in the official statistics. 
This means that purchasing power or 
consumer income will be declining in the 
future even though the official unem- 
ployment figure may remain at relative- 
ly low levels. 


HENLE: I'd like to follow up that ques- 
tion with a point about these unemploy- 
ment figures. I think it is important to 
remember the unemployment estimates of 
the Census come from a sample of 
households in only about 68 communities. 
With the sample covering such a small 
number of communities it seems to me 
it might easily be possible that the par- 
ticular areas where unemployment has 
hit are not properly weighted in the 
sample. 

It’s my understanding that the Cen- 
sus Bureau is aware of this problem and 
is planning to broaden the sample early 
next year to include a much larger num- 
ber of communities. I certainly wouldn’t 
cast any doubts on the accuracy of the 
figures, so far as they go, but I certain- 
ly think they should not be the only in- 
dicator of what’s happening in the labor 
market field. 


LASSER: I have no uncertainties. May- 
be this is because I also talk to business 
men about their social responsibilities. 
I like to say: “You’ve got three jobs—one 
is as a tax collector; one of them is to 
maintain our labor force at the present or 
an increasing wage level; and the third is 
to get some money for your stockholders. 
Part of the first two, it seems to me, 
forces you to maintain research, adver- 
tising and consumer demand.” I think 
the more we can teach this to business 
generally, the more we can force those 
first two things upon them, the more 
they’re going to spend to maintain our 
GNP at an every-increasing rate. This 
is our problem in America. 

Q.: We've seen a 2% drop, and yet your 
commitments haven’t been dropped? 


LASSER: Some _ business men have 
pulled in. We’ve had some inventory in- 
digestion around the country. As a re- 
sult they pulled in—stupidly, I think. If, 
instead, they tried to sell a product, if 
they attempted to maintain the rate of 
consumption, if they researched, if they 
really moved ahead, we’d have no prob- 
lem with the indigestion. 

Q.: What about consumer credit in this 


situation? There has been some feeling 
that it has already expanded too far. 
WALKER: You reach a point in statistics 
where you have to excercise a lot of 
judgment. I suspect that probably con- 
sumers know better whether they should 
take on additional obligations than a lot 
of the people who are criticizing them. 
By and large they have a pretty good re- 
spect for what their pocket book can 
stand. In a situation where you had a 
number of members of a family em- 
ployed, women and girls all earning mon- 
ey, they have been carrying a good many 
of the instalment accounts. Insofar as 
you may have a contraction of that kind 
of addition to the family income, it prob- 
ably will have some adverse effect on the 
expansion. 

The difficulty here is that you are now 
at a point where your rate of expansion 
has slowed up; you have an enormous 
volume of repayments that have to be 
made from month to month. And you 
don’t maintain volume of this type un- 
less new business is contracted to equal 
the amount of repayments on old busi- 
ness—but more than that, you don’t 
really get a stimulus unless there’s an in- 
crease over and above the repayments. 


s I think that there isn’t any simple an- 
swer to what the limits are; the mer- 
chants will find it out if they extend too 
much credit, and I’m not in favor of reg- 
ulation of that sort of thing, because I 
think it’s better left to the borrowers and 
sellers of credit. 

I personally can’t see any great lift to 
business rising out of expansion of in- 
stalment credit at this stage. I just don’t 
see it—don’t think it’s in the cards. 

Q.: Could aggressive marketing bring 
marginal labor back into the market for 
purchase of specific objects? 
RUTTENBERG: I don’t know how...I 
think you would have to say that with- 
drawals from the labor force of secondary 
wage earners reflect more the lack of job 
opportunities than a desire for additional 
income and therefore a job. Take a look 
at some of the industries. There has been 
little discussion of this up to this point— 
but the automobile industry is, I think, 
going to move from 6-6,500,000 cars a 
year down to 5-5,500,000 next year. In the 
process of that kind of adjustment, 
employment will decline. The same is 
true for the general radio field, textile 
field, clothing field. 

The first to be laid off are those with 
the least seniority. They are usually 
secondary wage earners. They go back 
home, and when the enumerator from the 
Census Bureau comes and asks “Are you 
looking for a job?,” they say, ‘“‘No, we’re 
not,” because they know they cannot 
get one. But if the job opportunities were 
there, then I think they would be drawn 
back into the labor market. At that point 
advertising would play its role in getting 
those people to spend their supplemental] 
income on products. 


Long-Term Outlook and Philosophy 

Q.: This has been most informative. 
Turning away for a moment from 1954, 
what are your views on the long-term 
outlook? 
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GETTELL: If instead of worrying about 
the short-term outlook for 1954, we iook 
at the probable levels of the economy in 
1960, I think we will be in complete 
agreement. The 1960 economy will be at 
substantially higher levels than today. 
Population growth and increasing pro- 
ductivity practically guarantee that. The 
propensity to breed, to innovate and to 
invent is implicit in our whole society. 

The immediate problem is that despite 
our progress toward a higher level, con- 
firmed in the past, and expected for the 
future, it is not continuous. An inter- 
ruption, a breathing spell, a readjust- 
ment, seems in store next year. But our 
concern is only for the short term. I 
think we are all talking the same ian- 
guage on this point. 


WALKER: The trouble is that we all 
want business to go up perpendicularly. 
We don’t want to have anything stop the 
process. Business goes up 10% and there’s 
over-employment in the country—the 
goose hangs high! We let it drop back 
5%, and the world is going to hell. It’s a 
very peculiar psychology. 

Another thing I might say is this: I 
don’t want to be a Pollyanna, but there’s 
been too much bearish talk about business 
outlook. It seems to me that when you 
think about all the things in this great 
big, dyuamic economy of ours we ought 
to be able to take a little readjustment in 
our stride without getting scared that the 
world is going to the bow-wows, and we 
ought to find some more constructive way 
that we now have in meeting that situ- 
ation. I think our approach is very bad. 
You can’t hide the fact. You can hide 
opinions, but surely there’s some more 
constructive approach to the problem of 
readjustment. 

Talk about the American market, how 
big it is, how many people are in it, the 
redistribution of income. The expansion 
of the suburban areas. Stuff that your 
confreres in Fortune have widely publi- 
cized—the great American market, new 
products, that sort of thing. Don’t sit in 
the corner and yell, “It’s going to rain, 
it’s going to storm, run to the cellar and 
pull down the door. God help the rest 
of us!” 

I think we underemphasize construc- 
tive factors and over-emphasize adverse 
factors. My statistical friends seem to be 
engaged in a frantic endeavor to grab 
every little adverse thing they can find 
to indicate, Lo! this is it. And my news- 
paper friends might write a headline for 
an article which says, “For the first time 
in X months, sales turned down...” 


KEEZER: Psychology is involved—look 
at some major fields of capital expendi- 
tures where with sales down and pros- 
pects of sales down they’re going ahead 
with great programs of investment. The 
farm machinery business has taken a 
beating but their capital investment pro- 
grams are still going ahead at a very 
high level. Automobile people have gone 
into rougher weather, and their capital 
investments have gone up. 

This, I think, is a major new element. 
This business of looking ahead, past this 
immediate period. You find everybody 
confident about 1958—even with the 
stock market as it is. That’s something 
new, I think. 


WALKER: I think this psychology has 
improved in the last six weeks consider- 
ably. It seems that way to me. I sort of 
sense from the people I’ve talked to that 
business sentiment is considerably more 
cheerful than it was six or eight weeks 
ago. 

KEEZER: I would subscribe to that. I 
think that here in New York (is it true 
that we have 2,000 psychiatrists on Man- 
hattan Island?) the fact that the stock 
market stopped falling apart has had a 
cheering effect. I also found good cheer 
when we went out to the Midwest a few 
weeks ago and visited a lot of people. 
Many of them said, “We can see some 
difficulty ahead, but we’re prepared to 
take it in our stride.” I have the same 
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feeling you have—when I wet my finger 
and hold it up, it gets a little dry around 
the side from which the pleasant winds 
blow. 

GETTELL: I was overseas during the 
war, and when I came back I secured a 
two-year backfile of the Kiplinger letter. 
I read that two-year backfile—benefit- 
ing from hindsight—within two days. I 
think it was one of the most illuminating 
things I have ever done; it helps me in- 
terpret similar material today as it ap- 
pears. Studying that material after the 
fact is something like rereading last year’s 
newspaper headlines. It proves that the 
hot news or the hot tips of the moment 
always lack perspective,—they always 
seem to blow too hot or too cold. 

If you follow today’s pundits and tip- 
sheets, and then ask yourself the ques- 
tion: what forces are going to be gener- 
ated to keep things from happening the 
predicted way, once the prediction be- 
comes widely known—Galbraith’s coun- 
tervailing power concept is involved in 
this—then you begin to get a solider no- 
tion of where the true pressures are actu- 
ally leading. Otherwise you get caught 
in an excessive pendulum swing, de- 
termined by the latest version of the hot 
dope of the week. 


G. D. Crain Jr. Says... 


LASSER: I think Mr. Gettell’s comment 
is very important, that Kiplinger and 
others of our very influential periodicals 
in this country are very prone to seize 
upon any slight decline and to make 18- 
inch headlines of it but fail to report the 
rest of it. This is bad for consumer psy- 
chology and bad for advertising. 
WALKER: You can’t stop it. 

KEEZER: Shouldn’t this be said? We talk 
almost entirely here in economic terms, 
but when you really come down to it, 
the great and colossal errors in forecast- 
ing have been in the political field. In 
other words, the mistake you talk about 
—what people expected to happen in 
1945—that wasn’t an unreasonable fore- 
cast when they thought the Russians were 
going to be our friends, or at least tolera- 
ble neighbors. Then you have the major 
business shift when people were all wrong 
in their political judgments of Truman vs. 
Dewey. I know only one fellow in the 
whole U.S. who predicted the attack on 
South Korea—it was Alexander Sachs— 
and he did it for what I claim were the 
wrong reasons. 

You cannot leave this subject without 
saying that we could all be made monkeys 
of tomorrow by some political elements 
which none of us could foresee. 


1954 Will Reward Fighters 


The basis of good business for 1954 was 
outlined and documented for the readers 
of ApverTIsING AcE by six well-known 
economists at an editorial luncheon we 
held in New York last month. The reason 
for getting expert opinion on the economic 
factors affecting the continuance of the 
present high level of business activity was 
to assure business and marketing execu- 
tives of the underlying soundness of the 
economy, and the opportunity for the 
maintenance or expansion of sales by 
companies which are geared to the oppor- 
tunity. 

Talk of even a minor recession some- 
times tends to create a defeatist attitude 
on the part of business men, many of 
whom are easily intimidated by ‘“condi- 
tions.” They are like the small town busi- 
ness man in another period who didn’t 
know there was a depression until he was 
so informed by his son, who had been at 
college. After that, he yielded to what he 
considered to be the inevitable. 


# The basic facts stressed by the econo- 
mists quoted in the report in this issue are 
all highly favorable. Yet business has 
been so accustomed to unbroken records 
of sales increases that the prospect of even 
a slight decline from a never-before-at- 
tained peak of volume may be discourag- 
ing to the faint-hearted. But actually all 
it means is a return to a period which 
stout-hearted men have been looking for- 
ward to with real pleasure—a competitive 
market in which the laurels go to those 
who are willing to fight for what they get. 

The total volume of business and in- 
come in 1954 will probably be about 5% 
jess than in 1953, according to the in- 
formed opinion represented by this group. 
Yet all this means, in the words of Dex- 
ter Keezer, the able economist of the Mc- 
Graw-Hill Publishing Co., is a change 
from a super-boom to a period of high- 
level prosperity. Certainly there is noth- 
ing wrong with that. 

A little more freedom of competitive 
action may be just what is needed to keep 
the country in a healthy, dynamic posi- 
tion. Certainly there is general agreement 
that our selling and merchandising mus- 
cles have become soft, and that we have 
been coasting for so long that real sales 
resistance is an unaccustomed experience. 
Some young “salesmen” who have en- 


tered the field in the past few years have 
not known what it is to get business 
against stiff competition from aggressive 
enterprisers who want the order just as 
much as they do. 


® The big gap which has existed in re- 
cent years between actual and potential 
business can be closed if sales and mer- 
chandising executives are really inter- 
ested in doing so. For example, a leading 
drug trade merchandiser made the inter- 
esting experiment of sending out shoppers 
who were to call on drug stores and spend 
$60 each in a few hours. They all came 
back with money in their pockets, because 
salespeople in the stores they visited 
weren’t interested in parting them from 
it. A slight improvement in salesmanship 
at the retail counter would take care of 
that 5% dip our economist friends think is 
in the cards for 1954. 

There may be a slight decline from the 
high levels of recent years in capital in- 
vestment, the factor in the economic pic- 
ture which exerts leverage out of propor- 
tion to its volume. But it is fair to say 
that in the capital goods field, represented 
for the most part by manufacturers sell- 
ing to industry, there has been a lack of 
creative salesmanship represented by the 
ability to capitalize such obvious factors 
as the degree of obsolescence in the pro- 
duction plant, and the necessity of meet- 
ing a more competitive situation with bet- 
ter products produced at lower prices on 
more efficient machines. 


® The capital goods industries have of- 
ten swung from feast to famine, and back 
again. There is no good reason, beyond the 
herd instinct which causes business men 
all to want to do the same thing at the 
same time, why this should be so. It is 
possible to build a favorable business psy- 
chology as well as to accelerate the ac- 
ceptance of pessimism. 

My impression after hearing the views 
of these outstanding economists on pro- 
duction, retail trade, employment and 
savings is that, while there may be some 
decline of business for those who merely 
accept conditions as they develop, there 
will be ample opportunity for those who 
paraphrase the slogan created by the 
Chicago Tribune 30 years ago and say, 
“1954 will reward fighters.” 


Salesense in Advertising... 


Advertising Age, November 30, 1953 


New American Leisure Is Good for Business 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


The other day, en route on the Cen- 
tury from Chicago to New York, I ran 
into an acquaintance, an advertiser of a 
certain rather costly kitchen appliance. 

In the diner at breakfast he pointed to 
the thick forest of tv 
aerial conductors that 
cluttered the rooftops 
of the miles of apart- 
ment houses along the 
railroad’s right of way. 

“Every one of those 
things,” he said gloom- 
ily, “represents either 
a cash expenditure or 
a long-term indebted- 
ness of from $200 to 
$500, which is quite a chunk out of the 
average family paycheck. And, worse 
luck, color television is just around the 
corner. I don’t see how I can increase my 
sales volume, or even maintain it, against 
that kind of competition for the consum- 
er’s dollar.” 

“How are your current sales?” I asked. 

“Well,” he admitted, rather grudgingly, 
I thought, “they seem to be holding up, 
but I can’t understand it.” 


James D. Woolf 


s A couple of days later an old friend in- 
vited me to his home for pot luck dinner. 
“We dine rather early,” he said, “because 
the youngsters—and, to be truthul, Anne 
also—insist on being comfortably parked 
in front of our television set not later than 
7 o'clock, and often earlier when some- 
thing extra special is on.” 

Events went off according to schedule. 
The family and I were seated before the 
tv screen promptly at 7 after a couple of 
cocktails with Anne and a satisfying din- 
ner. And everything was in apple pie 
order—the table cleared, the dishes, pots 
and pans washed and put away, Anne re- 
laxed and unflustered. 

I was not surprised because I had 
noted, earlier, that Anne had a stream- 
lined kitchen. It was equipped with the 
costly appliance made by the man I met 
on the Century, an automatic dishwasher, 
and several other time- and labor-saving 
devices. 

Later, when I complimented Anne on 
her modern equipment, she made this in- 
teresting comment: “Do you know, we’ve 
had most of these time-savers only a re- 
latively short time, and, believe it or not, 
I think it all started with our purchase of 
this television set.” 


® I told her of my conversation on the 
Century. 

“T think that man is worrying needless- 
ly,” she said. “Television has been in a 
way my introduction to an easier way of 
life. Dinner was never over before 8 in 
the pre-television days, and usually it 
was nine or after before, all tired out, I 
dragged myself out of the kitchen, which 
meant that what should have been the 
best part of the evening was all shot.” 

“So—?” I asked. 

“So I started scheming little schemes 
for ending forever my role as a household 
drudge. Stanley agreed to my suggestions 
—and now you see all those wonderfully 
humane contrivances out in the kitchen.” 

I have been giving quite a little thought 
to what Anne said. There is no doubt at 
all in my mind that television is partly 
responsible for a new way of life in the 
average American home. It seems to 
mean, at least according to Anne, that 
housewives and their families must have 
more leisure so they can devote more 
hours to tv entertainment and/or enlight- 
enment. Hence it appears to be a reason- 


ulate rather than retard consumer de- 
mand for a wide variety of time- and la- 
bor-saving articles of merchandise. 


a Now that we have the 5-day, 40-hour 
week, the worryworts seem to feel that 
our new American leisure is not an un- 
mixed blessing. They are concerned with 
the notion, I gather, that most folk have 
more time on their hands than they know 
what to do with. 

There is no need for such worry, as I 
see it. The American people, and partic- 
ularly the American housewife, hanker 
for still more leisure, and still more, and 
still more. And I am not thinking merely 
of more hours for television watching. We 
are witnessing today a massive emancipa- 
tion of the American wife and mother 
from time-consuming, exhausting toil— 
in every income bracket. 

This emancipation is not the work of 
the sociological do-gooders. It has been 
inspired and implemented and promoted 
by the scientist, the technician, the inven- 
tor, the manufacturer—and by advertis- 
ing. 

“A new and better way of life’—more 
hours for pleasure, for relaxation, for 
family fun, for outside interests—is the 
dominant theme of a great deal of to- 
day’s advertising. Take foods, for ex- 
ample: Kraft tells Anne and millions like 
her that its “De Luxe slices separate ‘easy 
as peeling a banana.’” Wesson Oil de- 
scribes a “quicker way to start fluffy 
popcorn.” Del Monte Pineapple advises 
her: “When RUSHED Try Crushed.” 
French’s Mashed Instant Potato heads its 
current ad: “Inspiration at 6—supper at 
6:10.” Minute Rice offers “Spanish Rice 
Pronto,” a main course dish that “takes 
only 18 minutes!” 


s But foods aren’t the only time and 
work savers. Practically all home ap- 
pliance advertising is contributing to 
Anne’s emancipation. The November 
Westinghouse clothes dryer ad asks her: 
“Aren’t You Tired of being a Weight 
Lifter?” The Waste King Pulverator tells 
her this new device “eliminates garbage 
in 30 seconds!” A current Wedgewood 
automatic gas range advertisement as- 
sures Anne that it “SAVES YOU TIME, SAVES 
YOU TROUBLE, SAVES YOU WORK.” In this 
month’s national magazines it is difficult 
to find a single appliance advertisement, 
among scores, that does not relate in 
some way to the new emancipation of 
the American housewife. 

Sani-Flush seeks to capture with this 
headline: “Precious Time...Don’t Waste 
it!” O-Cel-O sponge assures that “Kitchen 
care can be so much EASIER.” Johnson’s 
Jubliee kitchen wax tells her that this 
new and better way “Takes off dirt in 
SECONDS!” All of the advertising of soaps 
and detergents bears down on ease and 
speed. Ease, if not time saving, is the 
new note in automobile advertising that is 
seizing the public’s interest—automatical- 
ly movable seats, automatic gear shifting, 
windows that open and close at the touch 
of a button, and effortless power steering. 

This growing American passion for 
leisure is, I suspect, one of the important 
reasons for our continuing prosperity. We 
want more and more time and labor 
savers to give us more and more leisure 
to enjoy the extra hours that have been 
conferred upon us by the 40-hour week. 
Obviously, the families that love tele- 
vision devotedly must have plenty of 
leisure to enjoy it in all its fullness, and 
also to enjoy the nice new furniture they 
have acquired since they have been 
spending so much more time around the 
fireside. 


ws It appears to be a fact that the money 


able assumption that television will stim- the average family spends for television 
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You walked in to see him—told him your story — 


and his “yes” or “no” decided things in a hurry. 


That was before the days of mass production. 
Now the man at the roll top desk is only a 
memory...and a dusty one at that. fis 
counterpart today is the management chart— 
indicative of the group that participates in 


running a plant. 


communication 
was a cinch 


Decisions are made and influenced at many 
different points in this complicated structure of 
management, production, engineering, sales and 
purchasing men. Limited time reduces the sales- 
man’s direct communication to a few so-called 


key men in each company. 


That brings up a problem that concerns alert 
management in every company. How to increase 
the effectiveness of those important and expen- 
sive personal sales calls—and how to communi- 
cate regularly with the behind-the-scenes 


influences who have a part in each “yes” or “no.” 


Mass-communication intelligently and adequately 
used is the answer. Your advertising agency is 
experienced in the methods of mass-communica- 
tion to industry. Check with them to make sure 
you are reaching all the functions with a voice 
in the selection of your products. Check, too, to 
make sure that your advertising job has kept pace 
with the tremendous growth of the markets you 
are trying to sell. We'll be glad to help, too, with 
market and coverage data on any of our publica- 


tions. based on Penton’s Continuing Census. 
, £ 
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sets, automobiles, and other such ex- 
pensive enjoyments does not seem seri- 
ously to depress the market for automa- 
tic washing machines, electric dishwash- 
ers, modern cooking ranges, vacuum 
cleaners, refrigerators, freezing units— 
anything that contributes to their new 
and better way of life. The appliance 
business is down right now, or so I am 
told by some pessimistic dealers. But it, 
soon or late, will be up again—for smart 
and aggressive dealers. The consumer 
wants—ardent wants—are there, and they 
will be fulfilled as rapidly as paychecks 
permit. Nothing can hold back this vast 
American urge for more leisure and a 
new and better way of life. As for tele- 
vision sets, with wonderful color yet to 
come, I think they will tend to stimulate 


On the Merchandising Front... 


buying, as time goes on, in a number of 
categories of merchandise. The motor car, 
as we all know, either directly or indi- 
rectly inspired the purchase of billions of 
dollars’ worth of non-automotive goods. 

I am for Anne and for her “little 
schemes for ending forever my role as a 
household drudge.” I am for all the lei- 
sure any housewife can arrange for her- 
self and her family, provided the family 
is industrious and self-supporting. I am 
for it because, as I agreed in this column 
last week, “man cannot live by bread 
alone.” I am for it because I think it’s 
good for the American economy. I am for 
it because more leisure means more jobs. 

Advertising deserves enormous credit 
for the part it has played in the emanci- 
pation of American womanhood. 


Department Stores Need National Brands 


By E. B. Weiss 

(Mr. Weiss is director of merchan- 

dising of Grey Advertising Agen- 

cy, New York.) 

Has the National Retail Dry Goods 
Assn. embarked on an anti-national- 
brand program? 

Has the National Retail Dry Goods 
Assn. embarked on a program of intimi- 
dation of vendors whose programs may 
not conform with the concepts of that 
association’s vendor relations committee? 

Has the National Retail Dry Goods 
Assn, embarked on a program designed 
to prevent manufacturers from making 
merchandise available to the public where 
the public wants to buy it? 

Has the National Retail Dry Goods 
Assn. embarked on a program planned 
to encourage a boycott by department 
stores of any manufacturer who sees 
sound reason for broadening his distri- 
bution? 

Has the Natonal Retail Dry Goods 
Assn. embarked on a program aimed at 
fighting the encroachment of the food 
super in particular, and other outlets 
secondarily, on the presumably sacred 
domain of the department store, by in- 
sisting that these other outlets should 
not be sold lines or brands that they 
have not previously handled? 

Has the National Retail Dry Goods 
Assn. embarked on a program designed 
to freeze the distribution pattern of man- 
ufacturers in its present form—that is, 
where its present form .seems to favor 
the department store? 


® These aren’t rhetorical questions. They 
spring out of statements made both in 
print, and orally, over the last year or 
so, by official representatives of the 
association, including a most recent blast 
in which department stores were advised 
to “throw out” national brands because 
of the distribution-broadening policies 
of these resources. 

In that same blast, my agency was 
taken to task for an issue of “Grey Matter” 
in which we gave manufacturers some 30- 
odd arguments to use when retailers ob- 
jected to the addition of new types of out- 
lets. Oddly, that issue wasn’t in any way 
aimed at department stores. It was really 
written for those manufacturers whose 
lines formerly were sold primarily in 
drug outlets and who were now going 
into the food outlets! 


# Now I! stand second to nobody in my 
respect for the National Retail Dry Goods 
Assn. Its achievements over the years 
stamp it as one of the finest trade organ- 
izations in this country. But when its 
official representatives publicly take 
indefensible positions, and when they 
publicly chastise equally honorable or- 
ganizations—then its splendid record can- 
not serve as a shield against critical re- 
buttal. 

Insofar as the national brand is con- 


cerned, it is high time the NRDGA rea- 
lized that the department store, whether 
it likes it or not, no longer has the com- 
plete privilege of choice. In those de- 
partments where the national brand is 
strong, the department store must stock 
and promote the national brand. 

If all national brands, or even all strong 
national brands were removed from de- 
partment stores, they would go out of 
business overnight. And they would stay 
out of business. 

But most manufacturers of strong na- 
tional brands could replace department 
stores’ volume in due time, especially in 
these days of one-stop outlets operated by 
variety chains, drug chains, food chains, 
etc. 

Insofar as the private brand is con- 
cerned, the record of experience of the de- 
partment store with private brands over 
the last 20 years has been almost a contin- 
uous record of fearfully expensive flop. 
Every manufacturer of national brands 
knows this! Consequently, when the 
NRDGA attempts to raise the spectre of 
the private brand and use it as a club to 
cudgel the national brands into “obedi- 
ence,” it knows full well that that ghost 
just won’t get up out of its shroud and, 
even if it did, no manufacturer would be 
scared witless by its appearance. 


® What is more, it is high time that the 
NRDGA understood that its members are 
no longer the only “department stores” 
in this nation. The plain truth is that, 
at this very moment, the various chains— 
variety, mail order, drug, etc.—have more 
store units with enough multiple depart- 
ments to qualify as department stores, 
than do the department stores themselves! 
And these department-store units of the 
chains tend to be newer, more attractive, 
better located, than the established units 
of the department stores. 

The department stores remain supreme 
in women’s apparel. But it should be 
noted that there are few strong national 
brands in the entire women’s apparel 
field. There are hundreds and even thou- 
sands of labels; but there is a world of 
difference beween labels and strongly 
pre-sold brands. A department store can 
hardly afford to give up the few strong 
brands in apparel or the comparatively 
few strong brands in the entire realm 
of soft goods. What's more, if they did give 
up these few strong brands, various chain 
Stores would obviously be delighted to 
get them, and then might be able to dis- 
lodge the department store from its one 
remaining stronghold. Does the NRDGA 
think that the department store functions 
in a competitive vacuum? 


Moreover, it isn’t women’s apparel with 


which the NRDGA is concerned in these 
particular blasts at the national brand. 
It is talking more specifically to manu- 
facturers—for example—of housewares. 

It is undeniably true that the depart- 
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with confidence and worn with pride. 


*Por goad example, Tax Denes Weseson. Hand detailed 


bewhers, Ask vour dealer jor “Guide 


wear a hat; a Disney hat. 


president of a company who got there 
tamily—not by wearing the right hat. 


The unicorn tendency in advertising 


insurance salesman——would have done 


ment store, in recent years, has lost its 
position ot dominance in housewares. Is 
that the fault of the brand manufacturer, 
or the fault of the department store? Was 
the manufacturer in honor bound to per- 
petuate department store supremacy in 
housewares forever and a day? 


a I had the naive notion that this is a 
competitive society, and that the way to 
remain on top is by competitive energy, 
not by threatened boycott! And continu- 
ing with this example of housewares, 
does the NRDGA really think that de- 
partment stores gave of their flesh and 
blood, not to mention their sweat and 
tears, in putting housewares into the 
American home? Do housewares consti- 
tute a department store “first”? 

I seem to recall that the Yankee tin 
peddler sold housewares long before the 
department store appeared on the scene. 
I think that hardware stores, and country 
stores, sold housewares years before the 
department store concept was evolved. 

Indeed, the position taken by the 
NRDGA on outlet-broadening could only 
spring from the conclusion that the de- 
partment store was the first retail outlet. 
I seem to recall one or two other tech- 


President Frank Waterman of he Warerman Pon Com pany. “The success « man attains often depemds 


ite certainty Mon whe think, act and dress with the air of suvcens wre ene likely ty achsove it,” 


A fine hat always makes an ixomediate — and favorable — uupression. ht conveys le everyane 
the self-respect, the poise and the authority of the tan whe wears it, That's why the Disney 
hat is chosen by America’s mest influential men.” Product 
of the most skilled hawlersfimanship applied to the 
world’s choice imported furs. « Disory hat is selected 
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rower brim, tapered crown new Blacketrue gray shade the fleet fresh, 
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The Unicorn Tendency 


One of the rare qualities encountered in advertising is not truthfulness, but 
believability. Like Mr. Thurber’s famous little man who saw the unicorn in 
the garden and told his wife about it, 
importance of not just telling the truth but making it stick. This might well be 
termed the tendency of advertising to speak in terms of unicorns—the unicorn 
tendency. People don’t believe in unicorns and, if you really happen to see 
one, you tell about it only at your peril. It is much easier to lie about the 


whole experience and say that you saw a donkey. This, people will believe. 
Disney Hats, for example, has hit on a very honest theme in its new 


campaign to sell hats: Successful men usually wear hats. The association is 
good; the implication cogent—if you want to be taken for a successful man, 


Unfortunately, the unicorn tendency twists this otherwise solid theme into 
something insubstantial, artificial and wholly incredible. Disney calls its 
product “The Hat of presidents.” This is comparable to saying you saw a 
unicorn in the garden. It is perfectly obvious that not all presidents wear 
Disneys—and that men do not become presidents simply by wearing Disneys. 
And, like a Greek tragedy, Disney seals its own doom by featuring the 


of advertisers and agency men to talk big and to do things in a presumed “big 
way.” It is quite likely tha. smaller ads, featuring smaller people—say, a top 


Certainly, it would have been considerably more credible—and without 
credibility, advertising fails of its major purpose to be convincing. 
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The Hat of Presidents 


too much advertising overlooks the 


chiefly by being born into the right 


probably grows out of the tendency 


more for Disney than this ad does. 


niques of retail distribution that were in 
existence betore we hud a single depart- 
ment store. What is more, we had a few 
famous national brands in those days— 
like Fruit-of-the-Loom, for example. 


@ In other words, years ago manufactur- 
ers whose lines were helped to success by 
other outlets, swung over to the depart- 
ment store when that new form of retail- 
ing brilliantly flashed across the mer- 
chandising horizon. Isn't it still true that 
what is sauce for the goose is sauce for 
the gander? 

What is more, even in more recent 
times, hasn’t the department store taken 
on merchandise classifications that were 
really introduced by other outlets? For 
example, air conditioning units—to men- 
tion just one example—were retailed for 
some years by other outlets before depart- 
ment stores stocked them. 

Does the NRDGA take the position that 
the drug chains, the variety chains, the 
food chains, and specialty stores in all 
fields, have not built up brands which 
were later taken on by department stores? 

Or does the NRDGA insist that it is 
okay for the department stores to “pirate” 
brands that started elsewhere—if this be 


Soe WE Sg i. ge ee aera 


eatin SS aay oe a a Fay Re Ns a Mew A ee Ee Oe =. et SO Se eae ae Ny eo = & a Pe mo? ae ee Se CTE a hg ee RS ate en eee ae wt) ag gee FR ery Pa Ria a ge OR: Pe 
PE eee oak Soomve Cae oegerueece 0S a a ERE Fs Pde Neate wae pati * 2 poe tae ale etter Mey Ce eee xt Petrat Cte teat) aaron esery wie Pe eS adores tee mar rhe es Ree Sa he sg Saath Sk OM ee gee kes 
“OA Dee ae Bes a ian See eae Se be Se at PK th or eae a py se TIE se (50 eee hy BO ce te Piles eee a BUH peas ai er: Shain Pe Nae SE Na ei = piss ee Sipenee can nae: at 6 iN ee rae eek, Pkt Sl, bt ee 5 KER AES aS CR a Se aR eae aaa ea Sg OS TE 
Bes een ge lnc. Satta oe | a SRR RRMER OR Agila cs SEMPRE Gf aN ne Bag 8! ae a | ne ee BRS gs ee i pug 2 Ne By Se RR Sty. ens ios Bh oo ag 
ves eyo key i ns wid a,” yh an ea ag ges ERE pel ST at eR, ‘ R 4 oe Sd Ee SE SS Se anes ek a aga etc: iy MRE REN MS AL ES A a a Rg ee ee ee Seer en eee s 
er acai See BN ek oie pea ie Re oes : ; ae tees Sdeen oe Pee a ee eee NEO 9 eNO als om WE i Sete, RET OR RA ve ties 
EE She eee oe Sa Be us erntrs ase 2h a pS Ne ; "happen lear oat 5 STS SAMI as Sat nme ae rae Meee a i. pace eee ge cam har. a poe Stee 
eee ie et a 7 Bo ai a Wigs mens % : 9 aye o% = x . ou « 3 e . ra _ 
Mee : e PF i —_— iicieieemnenasil { 
ee 
ote 
: ; a de pees: Mig iy 
es 5 ee. ae oF ee tee oS | aaa Bet: Piao - e 
5 i ae A ee y | Se : 
eee & a eae pkg * ng 2 oie 
b A ES Pt ON Agee aerseer coer Bie oe . 
ah \ 279" > - Re or te ¢ "end 
4 vo ots es,» Mmm bel 7. “ih x, 
és oe SMA  oMapmenmiere sae. As 4 ; 
: Big ty. . Re SS Oe - 
2 tye Pr Se Preys pee ee i, ° 
7 _ ie all, fe ee 2 a ‘ : 
ae a 6 ee a. \ ‘ 
ae ——_ -- a aia BK: | ae 
mance lll SS a a 
ee RS Seta, . —— i a : 
ba: ‘ pb TG <\ Sgt ae ; 
Sigs OE eee 
’ BEEP : ‘ “ m y 5 : 7 
ghey rj , eae S 
i“ “a © y bes J ae ae AEX dy 
SS f°: il taeda + a ace f 
s ie : si “oft “4 4 1% £. 
Y gee . _ fe “0. ks 4 £ 
ra a E. A i ae 3 >. na o ff 
he - ae ' a i Ee ger me ‘ > 
va s . a ee pe > sf 
a ce 2 g ied so 
: Sy 4 ie eS 4 Fe“p eS 
ws ach a Ra ‘ o, . 
¢ 2 4 go Fa Me SE te - ae 
: By. ew we 4 ih 4 Sie 5 si a 
‘See ae 4 qt 
Res ae sj’ m Oe p Wg, 4 
ent g ‘4 ’ , Je é 2 
oe ie ey uk ti i, om ieee ; 
eae Mi Fa _ em ie inal ie bag é : s - —— 
My Pe ce a Sy,» far i, ee * 
COLE 5 » bt Cudiiifzg Pet Me Me bse ee 
35! & eet 2 a ee 2 Pea * , 
Gass r. ie ies ci ee Me eles 
em a 6p he a ee int » 0 Be ea a 
fies re ; = J MF Si, 
oa. : oa Si 
co + = i te 
ie 
oe ee ee 
ee ms ee 
<a 
rh 
Poms 
a EE 
igus 
pai * 
iy 
ey 
{ [ 
a 
- Be 
i ‘ 
maa 
Ge 
‘ ee 
rate 
oe aes 
Sees 
Ro ante 
ae 
(aa 
ee 
ae 
e ee 
ees 
Pye 
uae 
anne 
ot m3 
Sai 
eae 
oe 
es 
ia 
way 
Lc velates 
aa 
4 a 
Bee 
2 se 
Bik AN i 
P ee 
lege 
oe 
yee 
Shs 
Ne pers 
ne te Mc 
Rats. 
agi Se 
oD 
ie 
rao 
es 
pete 
fy 
ea 
a 
ets 
sain ee 
aa 
t-te 
Baler is 
bee oe MRA ea ee ey hl Se eR ie hae eRRSGT eka ee ie Ses Cae oe ee eee ee “Eons be ipa ele Rao mg aes f : - “ Ny nae ie tit oo Sea is 
iP i z oe ‘ Si t ys aang 3 vee, Pai teed. See ee Ce CPT ks, ere © "sg i Coa he ay ° Tee aD: i Ree Ss Aa ee F; ras A Sige Bit 0 : wkd ef Seger ero 
Pe s ? ’ : : J 4 i : PF ai tae ee ; page meer 3 Ry Sk F & x ibe Je eth Mn Ee aol 4 z a 
4 ¥ - + ‘ o> * g ‘ » hy aie an et he “f . ses oe ie ‘ sy , F Pay eR oe fie - aN * “3 at 4 J f pan, x y r - - Zz § 4 + 
aa Peck ane Thee oe o Neg er Soe * #5 Pie PP ag ae ght 7S oP Hee ee \ ig bet 3 “ ao phe a ymtep +) Ri nae i je Re are 4, 3 é eh ee PN 0 
yr ge Pe, hs , % ea * ay 2 S Pe ty i é oa os) Meal i =: OF fed . Reo er, 8 i 3 4 3 » nh lg - ot bin Ftaice-she % 


, 


‘ 


THE BEST BANDS IN THE LAND. So 13-year old William T. 
Taylor 3rd, describes the school and American Legion 
groups in which he plays a strong trumpet. He 
evidences qualities of leadership, too, having served as 
president of his elementary school graduating class. 
His ambition is to be a novelist. Seven-year old 3rd 
grader, Earl Stanley, has started group activity early 
by joining the Cub Scouts. 


Do you recognize 
this family? 


THE WILLIAM T. TAYLORS symbolize Negro progress to- of the Taylor family bears eloquent witness to 
day. They are typical of the many Negro families changes which make the Negro population America’s 
who purchase homes, and create comfortable lives for fastest growing and most important new consumer 
themselves on modest incomes. The day-to-day life market. 


HE NAMES and faces may be unfamiliar. the Negro what he gets in his paper—news 
But the 15,000,000 colored Americans about Negroes, written for Negroes. 

they typify are people you ought to know. 
This year they are spending $15 billion, as 
much as the entire Pacific Coast market— 
California, Washington and Oregon—com- 
bined. More than 430 national advertisers 
recognize this fast-growing market with in- 
vitations-to-buy in API newspapers. Many The extra interest, impact and motivation 
have used Negro papers for five, ten, twenty- (case histories available) which result can 
five years and more. help you create preferences for your brand, 
or bolster an existing loyalty. Take the 

By so doing, these advertisers receive more Negro and his newspapers into account 


In return, readers pay 10 and 15 cents a 
copy, and read with amazing thoroughness. 
(A recent survey for one API paper discloses 
70% to 100% readership for all pages, both 
men and women.) 


du tip. ‘i et : 4 


AN EVENING TO REMEMBER, particularly because the 


than mere coverage. They get deep penetra- when you map marketing and media _ event will be reported in the Negro paper along 
ae : : em rene hen oe ati > with all the other news about Negroes. Mr. and 
tion—stemming from the uniqueness of _ strategy. For full facts about any or all API Mrs. are active at church, fraternal, and in 15 


Negro newspapers. No other medium offers markets, write, phone or wire. other neighborhood and school associations, many 
of which they have headed, 


ASSOCIATED PUBLISHERS, Inc. 


31 West 46th St., N. Y. 36, N. Y. 166 W. Washington St., Chicago 2, IIL. 
JUdson 2-1177 ANdover 3-6343 


Western Representative: 


WHALEY-CAHILL COMPANY 
440 Russ Bldy., San Francisco, Calif. SUtter 1-6072 
6513 Hollywood Blvd., Los Angeles, Calif. HOllywood 3-7157 


BASIC MEDIA REPRESENTED BY API 


BALTIMORE, AFRO-AMERICAN LOUISVILLE, DEFENDER RICHMOND. AFRO-AMERICAN 
CHICAGO, DEFENDER MEMPHIS, TR!-STATE DEFENDER SAVANNAH 
CINCINNATI, LEADER 
‘ MIN SPOKESMAN $, 17 RGUS 
CLEVELAND, CALL AND POST a PORTAN ST. LOUIS / x ee 
DALLAS, EXPRESS NEW YORK, AGE DEFENDER SAN FRANCISCO, SUN REPORTER A BUSINESS OF HISOWN. William T. Taylor, Jr., te 
DETROIT, MICHIGAN CHRONICLE NEWARK, NEW JERSEY AFRO-AMERICAN ST. PAUL, RECORDER now owns the poultry firm where he started 
FORT WORTH, MIND NEW ORLEANS, LOUISIANA WEEKLY TAMPA. FLORIDA SENTINE clerking as a schoolboy. In the years between, 
aiainn aie, foam CALs NORFOLK, JOURNAL AND GUIDE WASHINGTON, AFRO AMERICAN Mr. Taylor finished high school and attended 
KANSAS CITY, THE CAL! (AFRO_AMERICAN ALSO. AMERICAN university. As a proprietor, he is active in the 
LOS ANGELES, THE CALIFORNIA EAGLE PHILADELPHIA, ITHE TRIBUNE NATIONAL | 7.7450 DEFENDER neighborhood Businessmen’s Association. That’s 


his older son, William T. Taylor 3rd, helping out. 
More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 
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piracy!—but that it becomes a heinous 
crime when it works the other way 
around? 

Even in the field of cosmetics: It is 
historic fact that cosmetics were sold by 
other outlets thousands of years before 
John Wanamaker opened a retail store. 
And even in more recent years, one of the 
famous brands of cosmetics, which de- 
partment stores probably think of as their 
“exclusive,” was originally introduced by 
thousands upon thousands of small beauty 
shops! 

Incidentally, I might add that depart- 
ment stores have no cause to weep salty 
tears over the “treatment” accorded them 
by cosmetic houses, because the bald 
truth is that whatever was accomplished 
in the department store on cosmetics was 
bought at a mighty dear price by the man- 
ufacturers! Guaranteed inventory, paid 
demonstrators, 100% “co-op,” etc., ete.— 
the story is well known. 


s When the swing of population to the 
suburbs began—and when the depart- 
ment stores showed an extreme reluctance 
to follow the shopping public into these 
new areas (as was certainly the case)— 
does the NRDGA think that manufactur- 
ers should not have made their merchan- 
dise available to the public in the outlets 
that had the courage and the vision to 
locate where growing segments of the 
public wanted to shop? Is that the NRD- 
GA’s concept of public service? 


The Eye and Ear Department... 


And is the NRDGA unaware of the fact 
that, time and again, department stores 
have thrown out brands which worked 
honorably with them—merely because 
another resource came along with a better 
“proposition’’? 


8 Does the NRDGA conclude that depart- 
ment stores wear wings, and that manu- 
facturers sprout horns? 

I might remark here that a number of 
manufacturers have time and again ex- 
pressed the devout wish that they had 
never taken up with department stores 
—and I suspect that that is at least one 
reason for the organization by the 
NRDGA of its vendor relations committee. 
It is becoming something of a question, 
though, whether that function is not 
becoming one of coercive action—and it 
has yet to be proved that relations of any 
kind are improved by strong-arm tactics. 

I hold the following points to be 
truisms: 

1. The department store needs the 
national brand. 

2. In any number of instances, the 
national brand needs the department 
store. 

3. The department store has begun to 
go through a renaissance. It is coming 
out of its long slumber—lashed by the 
spur of competitive necessity. 

4. Its future is bright; perhaps all it 
needs is to be saved from its self- 
appointed saviors! 


Gratuities Are a Growing 
Menace to TV Costs 


A danger flag is flying from the La- 
Brea tarpits to Radio City that threatens 
ultimately to bring an investigating com- 
mittee to the television industry. It is the 
bribe or payment to crews for a job they 
are already getting paid handsomely to 
perform. If you don’t pay, there are 
diabolical slowdowns that add to the costs 
in greater proportion than the kickback. 
Shades of the ILA. 

This thing started, as all rackets do, in 
a fairly innocent manner. The radio engi- 
neers or assistant directors were occa- 
sionally rewarded for an outstanding job. 
Often, in order to be sure that a good 
technician would get himself assigned to 
a show, the producer would personally 
pay the guy anything from $10 to $50 a 
week with a handsome Christmas present 
thrown in. Some agencies had rules 
against this practice which they enforced 
rigidly without commensurate loss in 
quality on their shows, but even these 
agencies, when they bought a package, 
were indirectly supporting the system 
When television came, the practice began 
to spread until it reached its present 
state of near illegality. 

First the technical director hit the pro- 
ducer for the kickback. He claimed that 
he was the head man of the crew and for 
$25 a week he would see that all went 
well. The networks didn’t like this but 
they didn’t do anything to discourage 
it, either. Most people paid off. There 
were stories about what happened to 
those who didn’t—missed shots, bad cues, 
carelessness. If somebody had been tossed 
out right then and there into the cold 
cruel world, it might have stopped but, 


like all unclean acts, it spread. 
a The stagehands, cameramen, lighting 
men, makeup girls and boys, dressers, 


pages, stage managers, etc. ad nauseum 
heard about the handout and greed ran 
rampant. And why not? Weren't they all 
as essential to the production as the t.d.? 
And couldn’t they louse you up as easily 
as he could? The packagers paid willingly 


enough. It wasn’t their money, it was 
yours—you, the advertiser, and you the 
advertising agency. It was tacked on to 
your bill. 

Nobody minds one of these worker bees, 
who commands the respect of all when he 
does a good professional job, getting a 
good salary. Nobody minds an occasional 
coffee bought for the boys during a break. 
But, by golly, if men who are being paid 
a fair salary—enough to put most of 
them in the upper 5% in the U.S.— 
cheapen themselves by putting their 
smudgy hands out for gratuities or fail 
to do the work they are being paid for, 
there’s something wrong with our life 
and times, and if we don’t fix it some- 
body else will. 

Strangely enough, this doesn’t seem to 
go on in Hollywood in the making of 
films or in the commercial film studios. 
Perhaps it is because the dignity of the 
job there and the uniformly high salaries 
have had years to standardize the social 
status of the line workers. Perhaps it is 
because of the past bitter lesson learned by 
the producers that, once you start this 
horrendous practice, there is no stopping 
it; like narcotics, alcohol, or blackmail, 
it ultimately consumes its creator. 


a Many of the good and wise advertis- 
ing men from client or agency will ques- 
tion this report. If you do, call in your 
studio man who directs commercials, 
your show producer, your budget con- 
trol man who can find the payoff buried 
under “miscellaneous.” Cross-examine 
these men along these lines. Call in your 
package producer. Ask him how much his 
payoff amounts to and to whom he is 
paying it. Call your network salesman 
and ask him how much is tacked on to 
your network package for payoffs—in 
that case to their own employes. And 
when they tell you, deduct that sum from 
the package price to get your real costs. 
A large client can be paying as much as 
$500,000 a year for this luxury. One large 
client is and doesn’t know it. A client 


who is conscious of his social respon- 
sibilities would publicly abhor this prac- 
tice. 

If you are content after your research 
that this is an evil which should be 
stamped out, what should be done about 
it? 

1. Pass a rule that all commercials or 
live or film productions handled by the 
advertising agency be done without addi- 
tional gratuities to any member of the 
crew or staff servicing the show, regard- 
less of the circumstances. 

2. Report any demands for payments 
for work already billed at agreed rates 
through network or studio directly to the 
network executives in charge or the union 
officials. 

3. Kick the offender off your show. It 
is a well known axiom in this business 
that a good man can only do his job one 


Tips for the Production Man... 
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way—the best he knows how. The other 
kind, with or without a fee, is not the 
best man for you. 

4. Urge the networks to begin policing 
this practice. 

5. Do your best to prevent your pack- 
age producers from compounding this 
felony with your money. If they refuse, 
do your best to negotiate the package 
price down accordingly. 

This isn’t going to be easy, because a 
handful of people have set a bad prece- 
dent. But the temper of the people is one 
of moral indignation. Nothing corrupts a 
good man so quickly as to have his digni- 
ty bought for a fraction of his worth. 
Nothing corrupts an industry more than 
bribery to do work which the worker has 
already agreed to do at a salary nego- 
tiated by him or his representatives to 
the satisfaction of all. 


Oh for the Days of Yesteryear! 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 


I mentioned several times recently the 
interesting revival of interest in some of 
the old-fashioned types. Collecting cases 
of type face antiques is becoming quite a 
hobby. Not a few readers have done some 
ads or mailing pieces using some of the 
type faces of the 1800s and have kindly 
sent me samples of their handiwork. 

One of the most effective of these was 
a flier, printed on colored newsprint. Bob 
Edwards, of the p.r. department of Corn- 
ing Glass Works, sent me the specimen, 
and it was sent out to publicize a special 
exhibition at the Corning Museum of 
Glass, Corning Glass Center, Corning, 
a 


s Old types were effectively used to es- 
tablish the mood of the old days. This 
was an appropriate touch, since the ex- 
hibition featured American historical 
flasks, bottles, and great events of history 
immortalized in glass. 

The flier trotted out, not only some of 
the fancy old types, but for good measure 
threw in some rare old woodcuts for an 
illustrative touch. 

True to old-time typography, there were 
a lot of display sizes of type in the piece. 
Body type used was Garamond bold 
italics and a sprinkling of Caslon. 

Thomas S. Buechner, director of the 
museum, laid out the sheet and it was 
printed by Case-Hoyt Corp., Rechester, 
N. Y. Mr. Buechner says that one of the 
printers at Case-Hoyt makes a hobby of 
collecting old type faces. He lent them to 
the press for this special run. 


® The growing trend toward mixing type 
families apparently is merely an old idea 
warmed over. I counted no less than 19 
different type designs in the Corning 
glass exhibition flier. 


Employe Communications... 
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Every line was centered, in itself an 
old-fashioned idea. The sheet made pro- 
miscuous use of all-capitals for emphasis 

.15 lines in all were set in all caps. 

Also received were some Centennial 
promotion items, also adding the charm 
of antiquity through the use of type faces 
long dead. Robb Sagendorph, of Yankee 
Magazine, sent a book of curiosities, ef- 
fectively using headings of old types 
which I suspect were painstakingly 
clipped apart, letter by letter, and pasted 
down to form the words desired for 
headings for printing by offset. 


Let's Keep the Audience in Mind 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

The best publishing buy for a buck a 
year, in the opinion of this department, is 

a fat and relaxing magazine called Farm 


Journal. It is well known of course, among 
the farming population, but many fringe 
farmers who maintain small vegetable 
plots in their city back yards also follow 
this periodical’s guidance. 

What first impressed us about Farm 
Journal, somewhere back in the 


30s, 
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Active Readership... 
Earned, Not Born 


YOU can conceive a publication to fill a long- 
felt need in the field... like AR wp 


YOU can print it in attractive, easy-to-read 
form... like AR 


» 


YOU can place it in the hands of 21,000 people 
who dominate buying in the field... like AR 


BUT you still can’t do the job unless you earn intensity of 
readership by hitting home accurately at the primary problems 
of the reader—with timely, interesting and authoritative edi- 
torial service. 


Advertising Requirements keeps its “how-to-do-it” editorial 
sights focussed directly on the needs and interests of one particular 
group—the 21,000 key buyers and planners of advertising’s $3 
Billion production-promotion-merchandising market. These ad- 
vertiser and agency people comprise a specialized audience that 
no other publication reaches. From them, AR invites and gets 
compelling readership—through the work of contributors who 
write with authority on subjects pertinent to the daily needs and 


problems of is readers. 


Here are a few of AR’s typically capable authors and their 
articles which have appeared recently in AR’s thirteen depart- 


ments: 


“Short Cuts in Costs in Creating TV 
Films,” by Arthur Bellaire, in chg. 
comm. radio & TV copy, BBDO, Inc. 


“What Every Adman Should Know 
About Gravure,” by Len S. Pinover, 
Past Pres., Gravure Technical Assn. 


“How Schenley Promotes Its Dis- 
play Program,” by Charles P. 
Englebardt, Nat. Sls. Prom. Mgr., 
Schenley Distributors, Inc. 


“The Key to Production Economy 
—Cost Control,” by John Barberra, 
Prod. Mgr., Street & Smith Pubns. 


“How to Prepare Packages for Rack 
Merchandising,” by Arthur Weiss, 
Chmn., Committee on Packaging, 
American Rack Merchandisers Inst. 


“The Importance of Trade Char- 
acters,” by Hugh McKellar, Adv. 
& Sls. Prom. Mgr., The Squirt Co. 


“Selling Food With Color,” by 
Charles R. Prilik, Art Dir., J. 
Walter Thompson Co. 


“Merchandising « Single Ad Boosts 
Sales,” by Donald L. Porth, Dir. of 
Sales, Culligan, Inc. 


“The ABCs of Couponing,” by A. 
M. Andersen, Exec. V. P., Reuben 
H. Donnelley Corp. 


“Why We Use Advertising Re- 
search,” by Frank T. Tucker, Dir. 
of Adv., B. F. Goodrich Co. 


“One Set of Black & White Photos 
for a Complete Campaign,” by Wes- 
ley I. Nunn, Adv. Mgr., Standard 
Oil Co. (Indiana) 


“All of the People Some of the 
Time,” by Nicholas Samstag, Dir. 
of Prom., Time Magazine. 


“Advertising Typography Can Af- 
ford to Be Different,” by James M. 
Secrest, Pres., New York Type Di- 
rectors Club. 


“Low Cost Combination Plates,” by 
G. Bob Greene, V.P., Robertson, 
Buckley & Gotsch, Inc. 


“The New Look in Advertising Spe- 
cialties,” by William E. Coffman, 
Pres., Elliott Calendar Co. 


“How Norge Uses Premiums,” by 
David H. Kutner, Dir. of Adv. & 
Pub. Rel., Norge Div., Borg-Warn- 
er Corp. 


“What Do Admen Buy?,” by Robert 
M. Gray, Mgr., Adv.-Sls. Prom. 
Dept., Esso Standard Oil Co., New 
York. 


“How to Select Models,” by Susan 
Alice Trowbridge, Creative Admin- 
istrator, John Robert Powers Model 
Agcy. 


“Do’s and Don'ts for TV Commer- 


cials,” by Harry W. McMahan, Pres., 
Five Star Productions. 
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Ardent and active readership of AR is evidenced by the fact that 
more than 10% of its readers monthly request additional infor- 
mation on products or services mentioned editorially—total 
number of items requested averaging more than 15,000 per issue. 


Of PRIMARY IMPORTANCE TO YOU as an ADVERTISER... 


AR has become the advertisers’ workbook—-the industry spokes- 
man on “how-to-do-it’—and on “where-to-buy-it” as well— 
earned through competent and carefully planned editorial special- 
ization. Depth and intensity of readership such as AR enjoys, 
results in pleased-as-punch advertisers: 


“|. more than pleased with results. My small space ads have pulled 
phenomenally . . : have instructed agency to double the space . . . am 
elated, not only by quantity of replies, but by quality . .. A sub- 
stantial number of orders already written and a great many large 
size orders are in process of being closed . . . Our entire campaign 
is now centered in AR.” 

Morris B. Rabin, Minute Man Decalcomania Co. 


“. . an advertising medium produces inquiries or it does not. In- 
quiries either produce sales or they do not. AR has scored an immedi- 
ate success for Fototype on both counts. From your first issue, we 
received more than two and one-half times as many inquiries as from 
any other magazine . . . quality of these inquiries very high .. . 
direct sales results are equal to, or exceed, those of any other medium 
we use on a cost/sales basis.” 


D. F. Buckingham, President Fototype, Inc. 


With AR —the people who get it — READ. 
—the people who read — BUY. 


If you want an increased share of advertising’s $3 Billion market 
for supplies, services, materials and equipment—Put Your 
MONEY Where Your MOUTHPIECE Is—Put It In AR! 


et Advertising 


Requirements 


Published by the publishers of 
Advertising Age and Industrial Marketing 
200 E. ILLINOIS ST. e CHICAGO 11, ILL. 
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was a little squib at the foot of the con- 
tents page. It appeared in a shrunken six- 
point, but what it said was full of another 
form of guidance for those in the field of 
communicating with people. The rough- 
hewn editorial plank of Farm Journal 
said this: 

“Farm Journal gives no chromos, puffs 
no swindles, inserts no humbug adver- 
tisements, and does not devote one-half 
of its space to telling how good the other 
half is. It is practical, always honest, 
clean, faithful; full of sunshine and gump- 
tion. Its motto: No partisan politics, but 
farmers at the first table; no truce to 
monopoly, and fair play to all men. Con- 
tributions invited from all persons pos- 
sessing gumption and knowledge, who 
know what’s what and who can stop 
after saying it.” 


# Over the years this simple philosophy 
has appeared to have had an increasingly 
deep application to the business of em- 
ployer-employe communication. The 
management about to embark upon a 
campaign of employe information might 
well pause and ask itself whether it is 
actually to be a campaign of information, 
or whether it may soon develop into a 
campaign of heavy persuasion, unintimi- 
dated by facts. If employes become 
doubtful of what managements say, it 
might be because management is devot- 


ing one-half of its space to telling how 
good the other half is. If employes grow 
tone-deaf to management’s preachments, 
it could be because management didn’t 
know when to stop preaching. 


s One of the more prominent and more 
costly company publications for employes 
carries prominently in its masthead the 
careworn slogan, “Published by, for and 
about employes.” The casual reviewer, 
however, would be inclined to disagree 
with this ardent claim. After wallowing 
through the first 20% of its content, even 
the most violent advocate of the capitalis- 
tic system would concede that the pub- 
lication is issued by the company, for the 
sole and distinct purpose of telling em- 
ployes how good the company is, and how 
infinite are its charities. It is quite ob- 
viously published for no other reason. A 
rough fling at the cost of the job is $60,- 
000 a year, and if the employes were sud- 
denly eliminated from the circulation and 
the publication’s distribution thereafter 
confined to upper management person- 
nel, it wouldn’t matter much. The com- 
pany management, in stressing the man- 
agement view to the exclusion of the em- 
ploye view, has forgotten the employe 
audience. Soon it will have no employe 
audience; maybe it has already vanished. 
Yet the paper is still “published by, for 
and about employes.” 


Mail Order and Direct Mail Clinic... 


Prompiness Pays Off in Handling 
Mail Inquiries 


By Whitt Northmore Schultz 
(Mr. Schultz operates a mail order 
company in Highland Park, Ill.) 

Ever lost a $6,000 order because you 
failed to handle a mail inquiry promptly? 

Here’s a case at point: 

John C. Boyter, an AA reader in Ra- 
leigh, N.C., sent me a letter the other 
day. (Incidentally, Mr. Boyter’s letter was 
one of many received as a result of the 
Sept. 28 AA column on how national ad- 
vertisers are handling mail inquiries.) 

“Enjoyed your article,” Mr. Boyter be- 
gins. 

“Enclosed is Satevepost ad which I 
also answered about six weeks ago with 


no answer. Again about three weeks ago. 
No answer. And I saw it again in the 
Post last night. 

“Two weeks ago I answered a competi- 
tor’s ad in the Sunday paper, selling the 
same equipment. 

“IT plan to spend about $6,000 on equip- 
ment with this company. Their salesman 
called on me Wednesday after I answered 
the ad Sunday night. 

“Perhaps the Post advertiser has his 
ego raised by seeing his name in a na- 
tional medium. But he’s certainly missing 
a bet on selling some high-priced equip- 
ment with his high-priced space...” 

I repeat: Every inquiry that reaches 
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your office should be handled promptly— 
the same day received, if possible. 

You just never know when even a sim- 
ple post card inquiry may lead to a big 
sale. 

I heard this true story the other day. 

A local Cadillac dealer received a pen- 
ciled, soiled, partly crumpled post card 
from a person asking if he could have a 
demonstration ride in a new Cadillac. 

The secretary, who opens the maii, al- 
most threw out the card. 

Somehow, however, the card reached the 
president’s desk. When he read the card 
he called the writer, was courteous to 
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him, offered to drive over to his home and 
take the “prospect” for a ride. This he did. 

The prospect, a humbie man but with 
considerable means, was so pleased with 
the cordial treatment that he bought not 
one but two Cadillacs—and he paid cash 
for them! 


# Now, then, how are you handling your 
mail inquiries? 

“There’s gold in some of them thar in- 
quiries so we always handle ’em right 
away,” a highly successful Texas mail 
order merchandiser told me recently. 

And how right he is! 


WHICH DO WOMEN WANT?—Testing these two Breast-O’-Chicken ads for the Chicago 
Tribune on a panel of 50 women, Ad Detector Research Corp. found that the ad at left, 
featuring the casserole, had almost twice the sustained interest level of the ad featur- 
ing the $15 server, and returns of 50% more entries for the casserole ad bore out its 
contention. Ad Detector measures ads by instrument for interest, as well as using the 
conventional recall technique and inquiries into the believability of the ad. Recall 
alone would not have demonstrated the difference in pulling power of these two ads, 


the company says. 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedeii is a consultant in re- 
tail advertising and advertising 
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had to be cleared immediately 


Here is a broadloom sale ad that has 
many virtues. It is one of the rare sale 
ads running nowadays that recognizes 
the fact that selling appeals involve 
something other than offering a low 
price. 

It immediately attaches the appeal of 
“money saved” to the emphasized big 
price. And the low price is immediately 
at least partially validated by ‘“‘because 
these manufacturers’ warehouses had to 
be cleared immediately.” 

The body copy at the top of the ad 
must be given much credit for the juicy 
response the ad produced. I have “cut 
off’ much of the ad’s six uniformly 
sized offers so the ad can be reproduced 
large enough for that copy to be legible. 

Few stores appreciate the importance 
of individual treatment of each item or 
type of item in an ad that offers quite 
a few. That intelligent device helped 
this ad roll up great volume. 

+ * * 

What about price as an appeal? Many 
merchants, advertisers, ad people—say 
that price is the greatest of all appeals 
in advertising. Strictly speaking, price 
is not an appeal at all. 

The only advertising appeals are 
benefits. There are no appeals but bene- 
fits. All benefits are appeals. A price is 
not a benefit. Therefore, a price is not 
an appeal. However, a low price may 
provide the appeal or benefit of “money 
saved” or the appeal of “extra value,” 
or “special opportunity.” All those are 
benefits. 

Suppose I tell you I will sell you a car 
you have never seen or heard described, 
for $2,500. That price has no significance 
as an appeal. You do not know you want 
a car at that price, even though you have 
expected to pay somewhat more than 
that for a car. You immediately want to 
know what the price is in relation to the 
amount and quality of car you get. 

If the car is good enough, the price of 
$2,500 gives you a benefit in the way of 
“a bargain,” “extra value,” or “savings,” 
or “less borrowing required.” Price is 
what you pay out. Paying out is not a 
benefit. What you gain is a benefit. You 


|} don’t pay out a benefit (price) to get 


other benefits, which is the only reason 
you buy anything. Price is a “penalty” 
you pay to get benefits which you pre- 
fer to the money they cost. 

Because price is not an appeal—is no 
sign that it is not important, or that the 
benefits a low price can provide are not 
important. Price is important. It is not, 
however, as a good many persons say, 
the one thing of importance, or even the 
matter of first importance. 

It is usually the matter of second im- 
portance. 

Test that statement. If I offer your 
wife a $30,000 punch press, or an expen- 
sive new manure spreader at $25, it is 
unlikely she would buy it. But there 
should be terrific price appeal in such 
an offer—if price is an appeal. If your 
wife is canny she might buy at my $25 
price, but she would buy to get the 
benefit of a profit. Hence the profit was 
the appeal to her, not the price. Price 
alone would not induce her to buy. 

Retail research suggests that neither 
to the woman who is spending $8,000 
for a mink coat, nor to the woman who 
is spending $18 for a coat, is the matter 
of price the first concern. ‘What will the 
coat do for me?,” usually comes first. 
Then price can be vitally important, and 
to many is vitally important. 

If you are in the market for a shotgun 
you have certain advantages or benefits 
in mind you want. At no matter what 
price I offer you a gun—no matter in 
what price level you are thinking—a 
price I name you is, in itself, secondary. 
I say: “$45,” or I say “$450.” In either 
event you want to know what kind of 
gun, and how it will fit into your needs 
and purposes for a gun. 

Only then can the price become signi- 
ficant, important, to you. Only then can 
you know if any benefit—hence any ap- 
peal—attaches to the price named. 

The above ad, using price powerfully 
in type size, immediately tries to get 
across the appeal connected with it, and 
develops it further in the copy. This is 
the proper way to use a low price. Most 
stores let the price do it all, and thereby 
sacrifice volume, space, or gross profit. 


fo ieee 


cS a en ee A Og ORME SLRS pe Dae ERG Ma lo Fae ROMS, , RR aN gh Cha ooo SM RR Ry CAMO 7! Mcgee ie el peatoeh ag ae FS. Sep OM A Soy Sea ee” I~ pn aan oe Rel eg Mamaia’ Sh Pca con GS. Se i il a ee Cee teal eta Weathermen sae Se aah ia 
see F UP ky ED th < BS GR ir Woy es hae oo ere i gee ot ete eens yee ey Soe ae # Tepe IRR bg he ING Vg Rt 2 iar oh epics a aah (eye eae Da ity ag 86 eee ete ei: 4 ces Ge eee) wae lS fac Pad RANE cL epee Ry aS, ety SUE Ie Fee See etl oe ; 
TREE Ae Ao ne ale, =” ne. See Re oy er pr remmmeree | sa MERE Bete Ses, Pea ak fay ennai as at eee enema Ae ae os ye laa) rt 2 8 CRT aie eae caine Pagers Raa EIN a ooo tS ES RSI TS SE bak karate nine Ves By og acral 2 Mae al yi Spa om dee 
i Rey: Sha eC ee Re A ie ce eee 7 ie em | eo vere oR aoa Vr Samay Mn ak Fat 
ena ; . ' es ; . . — » - - zs 
_ 
) 
a a 
nO ga 
nee 
ie F as Y 
ie a 
ee ee 
ies cs ] 
ine 
. ————— c 
- C 
ay : s i 4 
rs Bi , tk 
F j 0 
# a & 
yee a 1 
SP the af everything at oO) 
nis oe : 1 
s ‘a /, ‘7. brothers oat o weveed b - we, wood bl 
‘ “~~ to Poorer your hernias ond repens: ond give you © bewetitd buckgreund to gre ee 
Bee La — square yord Se 
| ee ane ZS SAK =SSRERER TOCRGCONON GO a : 
eee ee “e ‘Spa ey te Fm q 
a Pes cB LL aan we A 
ferrets se g Peale oe ae aig SOE A rete! e et aye ¢ j 4 vot p 
o- A pe ety 5 ie PR GEN ee Eo ey 
a Sige imrmmes \\\\ NN es eg ie A o! 
oe TE WES oo Nes RE A 
‘ All Weel Heavy Duty Witton sf All Weel Double Outy Twist Aminster-Twist oc Leet Design al 
a fide ee ay a he 99 SOE A wus A. Double uty, Bey 99 F AB week beesey uation tat a 9 : h: 
aa weit, 1 cond Nisha whl, eT parcigenysabeagerdiars * 
Bes : oy, eee te pasta pe ge beara ee ee een ree e} 
a cna (48 marty 10.88 — ts sets 108 
on j 
: Ir 
pis in 
as ni 
tem ] 
get ; 
pe ni 
a cl 
ae 
a tc 
inc e 
; SC 
ie - 
Ge = a 
iu di 
ter it 
Re o 
Aa 
ane re 
cat 
Fatt rs 
Li A : i 
hi EE se 
i 5 OR : a 
ieee Pere ee eee RL A IT ER eee eee eee 
eee § ae. 2 ae i Na e a a ia, Tis q 
to be given! Har a 
‘ ; ; f 
ee i Thode grasna A fil 16 ie , tad 
ee WOUMRONL eee ee ee ~ : 
oP! . argaes. ho dome. : . Bs - - : 
he . es : EO Be ie “> x; + - oO 
yi ; i — cr usaner \ : ate * 0 Chachen Tora abe compete . : " ae 2 , 
J 5 7 : ‘ ee J > : eee . " — 
‘“ ‘ een meets Mat stenn es .— A : a 
a fe Sapa dea . Ads af ty © mse a y 7 
ee. ie ¢ _ ae ats OS OO 
a “ . ERE ES A ES 5) 6 2. 4 aa ' Mate in Cavterma by 
‘il Ea \ ~ is 2 “ Q . ee & pach « There eee : & ” Brac “Amer Artmares e 
ei aa °* ° 
a 7 % re 
ee 
— Bete ; 
: ee ke ohatin Ae * 
‘ < Fa 
ane . @ /_ pure american race. « 
aH. _ Maron” NO Artificial Preservatives | 
| Yuu? ¥ at a il Cotarng 
ca NO Arcificl Ay ter ' 
A Chace a art . 
4 wea vee 
| = \ +. 
tet ust) uals .* Lae 
ea — & 
, S 
' a?) * 
! SE Ge Sa . 
es . 
ait. 
a . 
ae ; J 
take 
ae ae 
eS, . 
64 32 ‘ ’ ‘ ro * : : : . ; a ; x ohh Fe Teh. : San Pe ng ; Be =e) 
? 5 Ee aces rie ae gr as a Us & - : Be la ales a at ee : ° ; ane a : ‘ Super F a is, . ai ae 5 Be % F pe oe oak mM bi =: has ie a ; 5 ue = 2 : y ef SON = 
. : rh ; GF gee ‘ i : E +2 iP fe a AEF, ot fs ms i ‘ Eee. Mae 4 ts ag es Lae : r é * Pr 5 A > . - —- 7 rete = ed 


—- ew we 


eT FY er we 


suN oes = @& UN 


Advertising Age, November 30, 1953 
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ADMEN ON A BATTLESHIP—Twenty-nine agency men from New 
York, Chicago, Detroit and St. Lovis got to visit the USS Mis- 
souri during their three-day visit to Norfolk, Va., as guests of 


the Norfolk Newspapers for a “market study tour.’ 
the coat over his arm is Ellis T. Loveless, advertising director of | 
the newspapers. 


The man with 


1954 Will Be Second 
Only to 1953, Says 
Commerce’s Oechsle 


WASHINGTON, Nov. 24—One of 
the Commerce Department’s top 
officials predicted last week that 
1954 will be one of the best years 
on record—“maybe second only to 
1953.” 

Carl F. Oechsle, deputy assistant 
secretary for domestic affairs, told 
the marketing branches of the 
American Chemicai Society, “With 
personal income at an alltime high 
of $286.5 billion a year and savings 
at nearly nine billion, the public 
has the necessary purchasing pow- 
er. It is up to you marketers to 
convert their purchasing power 
into the purchases.” 

He said, “We need creative sell- 
ing, whnicn discovers unsawusfied 
needs ot the peop.e and develops 
products to meet those needs. We 
need more sales research, espe- 
cially into the psychology of how 
to sell better.” 


# Mr. Oeschle acknowledged that 
some lines are undergoing adjust- 
ments of production, prices and 
markets. “In making your plans, 
don’t overlook these areas of ad- 
justment,” he warned. “But don’t 
over-emphasize them either.” 

He said third quarter economic 
reports of the Department of Com- 
merce showed only small changes 
in major markets. While gross na- 
tional product dipped three and 
a half billion below the second 
quarter, this was a decline of less 
than 1%. 

“At the same time, the flow of 
personal income increased in the 
third quarter by about two billion 
over the second quarter. 


“For the first three quarters as ang copywriter, 


a whole, gross national product | 
and personal income are 6% and 


'642% above last year. 


“The big picture is that business 
is flourishing at an unprecedented 
high level this year.” 

Among the long range factors 
likely to assure strong markets, he 
mentioned population growth, with 
an increase of 19,000,000 in the 
1940-50 decade and another 28,- 
000,000 in this decade. “This will 
be the equivalent of adding to our 
market in the space of ten years 
more than the three states of New 
York, Nebraska and California.” 


LaRoche Adds 2 Accounts 


C. J. LaRoche & Co,, New York, 
has been named to handle adver- 
tising for the industrial products 
division, including switch timers, 
for Sessions Clock Co., Forestville, 
Conn. The agency has been hand- 
ling Sessions electric clocks for 
some time. Horton-Noyes, Provi- 
dence, formerly handled the indus- 
trial products division. In addition. 
United States Tobacco Co., New 
York, has switched its Scotch snuff 
brands advertising from Kudner 
Agency to LaRoche, which now 
handles U. S. Tobacto’s Sheffield 
cigarets. Both changes are effect- 
ive Jan. 1. 


Ferguson Promotes Roberts 


Stanley S. Roberts has been 
promoted to advertising and sales 
promotion manager of Harry Fer- 
guson Inc., Detroit farm tractor 
and implement manufacturer. He 
joined the Ferguson organization 
in 1950. 


Campbell to National Gypsum 


F. Robert Campbell, formerly as- 
sistant chief packaging engineer 
of Armstrong Cork Co., Lancaster, 
Pa., has been appointed packaging 
manager of National Gypsum Co., 
Buffalo. 


Lingo Joins Russel Seeds 


Holly Lingo, Chicago publicist 
has joined the 
copy staff of Russel M. Seeds Co., 
Chicago. 
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Chicago + Cincinnati « Cleve- 
* New York + one. Pittsburgh 
ancisco * Seattle and other affiliated branches Coast to Coast. 
INC, 330 W. KILBOURM, MILWAUKEE 3, WIS. 


Brewers Trade Board Elects 
Thomas Liebmann, v.p. of Lieb- 
mann Breweries Inc., Brooklyn, 


has been elected president of the) 
"YONNE SAYS:-— 


WANNA TEST 
Frederick M. Linder, president of METROPOLITAN 


Brewers Board of Trade of New 
York. Other new officers include: 


/ Carl A. Richter, v.p. of Rubsam & 


Horrmann Brewing Co., Ist v.p.; 


Jacob Ruppert Brewery, 2nd v.p 
and treasurer, and Alfred J. Good. 
man, executive secretary. 


McKinsey Appoints Two 


G. Calder Bennett Jr. and Rob- 
ert C. Boston have joined the Los 
Angeles staff of McKinsey & Co., 
management consultant. Mr. Ben- 
nett was formerly sales manager 
for Real Gold Citrus Products, 


* Fullerton, Cal. Mr. Boston was an 


executive in the Memphis plant of 
E. I. du Pont de Nemours & Co. 


_ KLZ Radio Names Ferguson 


Earle C. Ferguson, formerly pro- 
gram manager of KOA, Denver, 
has been named to the sales staff 
of KLZ, Denver radio outlet. 


Mitnick to Daniel & Charles 

Jack Mitnick, formerly with R. 
T. O’Connell Co., has joined 
Daniel & Charles, New York, as 
production manager. 


for PEANUTS 


NEW YORK 


Don't take the chance 
of shooting your wad. 


+ « » Test @ typical section 
ef Metropolitan New York 
before launching a full 
compalgn. 

Study the facts and you will find you con test 

@ typical segment of Metropoliton NEW YORK, 
by testing BAYONNE for only 10¢ @ line. . . 
just peanuts compared with any other media 
oo the complete concentroted coverage ef 

—& BAYONNE TIMES. 


“Bayonne connot be sold from the outside” 


THE BAYONNE TIMES 


BAYONNE, MEW JERSEY 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


don’t 
scatter 
your 


shots 
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... it costs when your advertising 
production job is scattered all over town— 
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up to give you really complete production service... 
from creative make-up on your original copy 
to your final electros and mats. 


That's why ad men call BERTSCH & COOPER 
typography “sales-minded" typography. 
Phone us collect wherever you are—HArrison 7-5920 


Send for Oz Cooper's famous, original type sizer. 
Designed for production men, it cuts 


copy- fitting and copy mark-up time in half! 
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PHOTO REVIEW 
OF THE WEEK 


DOTTED LINERS—Members of the New York Dotted Line Club 
turned out strong to hear Paul G. Hoffman, board chairman of 
Studebaker Corp., address the media representatives’ group. 
Here (left to right) Paul Montgomery and Nelson Bond, McGraw- 
Hill Publishing Co. v.p.s, talk with Mr. Hoffman. The group at 


right consists of C. S. Bailey, publisher of Motor; Edward Krus- 
pak, advertising manager, Automotive News; Donald McAllister, 
v.p., Geyer Publications; Albert Hauptli, publisher, American 
Machinist, and Philip H. Hubbard, president of Reinhold Pub- 
lishing Co. 
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NEW NBP HEAD—Robert E. Harper (left), president of National Business Publica- 
tions, shakes hands with the new board chairman of NBP, Harvey Conover, who 
is president of Conover-Mast Publications. Mr. Conover was elected to succeed Joseph 
S. Hildreth, president of Chilton Co., at NBP’s Chicago meeting (AA, Nov. 23). 


TRAINING TABLE—Looking over plans for their 1954 executive training program 

are steering committee members of McCann-Erickson’s Chicago office staff. Seated 

are Burtice Cross, administrative director, and Bowman G. Kreer, v.p. and creative 

director. Standing are Marilyn Mulvihill, a trainee; Robert Brewster, the agency’s 
radio-tv director, and Jack Meyers, trainee chairman. 


LL TAKE 1T—George Pillsbury (left), v.p. of Pillsbury Mills, Minneapolis, compli- 

ments Pat Nolan (center), art director for Campbell-Mithun, on his water color de- 

picting a Pillsbury mill. Ray O. Mithun, agency president, is at right. The painting, 

entered in Campbell-Mithun’s employe fine arts show, was purchased by Pills- 
bury, one of the agency's clients. 


DAY’S WORK—Photographer Max Wald- 
man submits that this scene is “a typical 
example of dull, tedious, unglamorous ad- 
vertising routine.’ The unfortunate guy 
helping model Dorothy Rice here is Ted 
Russell, v.p. and art director for Kiese- 
wetter, Baker, Hagedorn & Smith, New 
York agency for Crown Corset Co. 


BLACK VELVET—That’s what Iris Maxwell, 
this year’s Miss Miami Beach, has been re- 
christened, inspired by the drink of the 
same name made with equal parts of 
Guinness Stout and champagne. The occo- 
sion was a party given by Guinness for the 
Pan American Hotel & Restaurant Exposi- 
tion. 


EDUCATIONAL—Robert M. Gray (left), director of advertising and sales promotion 

for Esso Standard Oil Co. and chairman of the board of the Advertising Federation 

of America, looks over a film spot with its narrator, John Wingate, Esso newscaster. 

The film has been sent to more than 12 tv stations as part of the AFA’s campaign 
to promote better understanding of advertising. 


LOVING CUP—Waiting for their turn at the loving cup passed to celebrate the 


STARTER—At a celebration marking the first network program 
to be telecast over WIBW-TV, Topeka, Henry Blake (right), pres- 
ident and general manager of Capper Publications, congratu- 
lates Ben Ludy, general manager of WIBW and WIBW-TV. 


Looking on (left to right) are four members of the Capper board 
of directors—Roy Vogel, W. A. Bailey, James Rankin and L. H. 
Schenck—and Art Holbrook, who is manager of the new tv 
operation, Topeko’s first video station. 


20th anniversary of Carr Liggett Advertising, Cleveland, are (left to right) John F. 

Wilson, executive v.p. of the agency; John H. Givson, president, Pioneer Rubber Co., 

Willard, O.; Carr Liggett, agency president, and Eugene C. Sheeler, v.p. and 
treasurer. 
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Mi lis City 3 + 1 ReeNO  csscciicaccee —18 
Department Store Sales... | st. Paul City... - 5 (6 geen —20 
Cities 
S | H | d Wi Fi ll C Duluth-Superior |. 5 1 0|r—Revised. | 
Ka City District . o 2 —6|*—Data not ilable. 
ales Hold as Winter Finally Gomes | s=,ciz, "ec: irgsaesteooy: {FoR HIRE! 
DICTRVOR cncccecsccccoscssecesesse--. 4H 1 —3 Ad Production Heads Elect | 
WASHINGTON, Nov. 24—After a| Washington .................. —li -s 6 Topeka 2 —5 a , 
five-week slow period which 7g Downtown Wash- pg A : “> ar Glenn Adair, production mana- THE TOP SALESMAN 
| —8 5 . Jose a . . 8 
tended through October, U.S. de-|  Baltenore i. + ano ~2 1 a ding rect ig Mod Yor ggpe  e 
partment stores seem to have one aia ; 1 - z oa" Re eee i ries ~" | president of the newly organized IN THE DAKOTAS 
snapped out of it this month, along seaeuiessiiion — Kansas City on... 2 4 —s| Advertising Agency Production 
with the weather. Birmingham  .........-... 4 —2 —9) Dallas District ........9 7 —g Managers Club of St. Louis. Other J} No other salesman can match 
According to figures released by Jacksonville =f 0 4 Metropolitan Areas | officers elected are Don Hermann, our twice-a-month call list of over 
the Federal Reserve Board, the Miami ............ —s 2 © DIAMNAS ons ssssnneeersrcnsnnensssees: 13 9 —8| Arthur R. Mogge Inc., v.p.; Vernon 
big retailers were selling at 2%| Atlanta — 8 8 Be 6 —5 -2 Koby, Westheimer & Block, treas- | 100,000 live farm spenders! 
ro : Augusta ..... —22 —11 —13| Fort Worth ® % —5 urer; Dorothy McCaskill, H. George | 
above ’52 levels in the week ended New Orleans . 16 012 9 OS eee 4 3 Rieck Advertisins Go. eervemneaa| 
Nov. 14, while trade for the first} Nashville .............. ° 6 —1/ San Antonio... 16 867 + g CO., AC . 
half N b h da2 Chicago District ............ 3 10 $ | San Francisco District. —10 ra —z ing secretary, and Robert A. un- | ‘ 
alf of November showed a 242% | “\yctropolitan Areas Metropolitan Areas ningham, Shaffer-Brennan-Mar- 
CU cco ence: 5 16 4) Lo Angeles .......cc.0.- —7 3 8) gulis, recording secretary. im 
Indianapolis . 1 7 3) Downtown Los An- ‘ : 
DEPARTMENT STORE Detroit 1 5 2 | ONOB  cncccorescrnscsseccscnnes —§ 3-6 To Koehl Landis & Landan | 
SALES oe! > Genes Milwaukee 3 6 3 Westside Los An- ’ ' | 
* ees St. Louis District ........ 1 ré —2) ~~ sessussnsennsancennennnennns “a = ; The Third Annual International | 
1947-49 equals 100 Met litan Areas San Diego... _ ~ —9 | h p be held! 7 
Little Rock oo secensean 9 3 > —1!| San Francisco- Fen end on the tee Came yond Dakotas Own WMagarise 
Louisville —4 4 9) <@Galteet wc00 —6 4 ~ New York. has appointed | peor TH DAKOT 
Week to Nov. 14, ’53* p133 St. Louis ... 2 10 —2| San Francisco City. -6 5 —9 Koehi canal 0 Fe PP oe] ABERDEEN, SOUTH A 
Week to Nov. 15, ’52*..130 Memphis 5 2 —8| Oakland City 6 4 —5, froeni, ndls _Landan, New J.P. MALONEY, Advertising Manager 
Week to N 7 °53* 129 Minneapolis District ...... ee ee Pee) eee —1 —5 —13 York, to handle its advertising. 
oe of Metropolitan Areas Salt Lake City ........... —l11 —6 —17, Newspapers, magazines, station 
Week to Nov. 8, ’52*..118 Minneapolis-St. Paul . . ©) Seattle ccc —1l —1 —8)| posters, radio and tv will be used. 


: Week to Oct. 31, ’53*....113 : 
|] Week to Nov. 1, ’52*....115 | 


*Not seasonally adjusted. 
pPreliminary. i 


edge over last year. This compares | 

happily with a 5% sales decline | 
throughout October. | 

Only the Southwest and Far 

West failed to share in the gains of | 

| the Nov. 14 week. Even New York 
’ City stores, which are down 2% | 
for the year as a whole, moved! 

: into the plus column on the heels | 
of severe winter weather in the) 

. East. | 


/ In Philadelphia, sales soared to, 
1 13% above last year. The chief. 
i blame for slack sales in the South- 
‘ west was attached to continued | 
mild weather, reportedly playing | 
hob with the apparel business. 
For 45 weeks of the year to date | 
(through Nov. 14), the big stores 
were still 2% above the 1952 sales 
level. 
% change from '52 
Week Ended 
Federal Reserve Oct. Nov. Nov. 
District, Area, and City 31 7 14 
United States 0... —2 3 2) 
Boston District _............ Hh 2 4 
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New York District ........ — —3 4 
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PIT" ccrks coca seudeuhocsoess 7 7 13) 
Rochester 2 r—12 12 
ID. cidesenstiniscctinecs 0 r8 6 
Cities 
BE FMI: sscsescnssccisrccces . —o r—S 1 
Newark —6 —3 7 
Philadelphia District —10 —13 13 
City 
Philadelphia sone —10 r—13 13 
Cleveland District ...... : 0 6 2, 
Metropolitan Areas | 
p | ee baat —7 2 0 
Cincinnati 2 13 7 
Cleveland _............. 0 5 2 
Columbus ....... al 5 7 5 
Toledo 1 6 —2 
on BI lech act cscationsocs ceotsnimniata 2 13 6 
on City 
PNUD |. wsirvsiosseriowvess —2 1 1 
said Richmond District ....... ee | 5 
gn Metropolitan Areas 


OFFSET USERS eee . 


Save *9 out of 10 


on your Type Bills 
CUT TYPE COSTS BY AS MUCH AS 90%! 
Set your own headlines, body type 
or complete jobs with FOTOTYPE. 
Anyone in your office can save 
you $9 out of $10 on type costs. 
A stenographer set this entire ad! 


@ Brochures, catalogs, direct-mail, 
house organs, ads, letterheads. 
, @ Over 250 type styles and sizes. 
Send for FREE catalog today! 


1415 ROSCOE STREET 
CHICAGO )3 
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Along the Media Path 


e “You can hold your own in Kan- 
sas sales...and more...when you 
hire WIBW,” the Topeka radio 


cludes a plastic paper napkin hold- 
er with a handful of cocktail nap- 
kins promoting the station. 


station says in it latest promotion | 


piece. To illustrate its point, it in- 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimocerey. addressing, oF 
mailing job. ick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, char 

always in line. THE LETTER SH 

Inc., 431 S. Dearborn St., Chicago 5 


(Now in our 23rd 


successful yveur 


@ The Journal, Edmonton, Alta., 
celebrated its city’s golden anni- 
'versary with a six-section, 120- 
|page edition, on Nov. 10. 

The Pittsburgh Sun-Telegraph 
on Nov. 8 published a_ six-part 
104-page section “devoted exclu- 
sively to the story of Pittsburgh’s 
| renaissance.” Added to the normal 
|content of its Sunday edition, the 


TR 
147 West 42nd St., New York 


BERNARD P. GALLAGHER 


for the purchase and sale 
of magazine properties 


36, N. Y., LAckawanna 4-1631 


|newspaper carried 15 sections with | 

238 pages, an all-time record. Ad- 
vertising in this issue also set a) 
record for the paper, with approxi- | 
mately 160,000 lines of special 
copy in the “This Is Pittsburgh— 
| 1953” sections alone. 


(@ Farm Equipment Retailing, 1014 
‘Locust St., St. Louis 1, has pub- 
lished “Farm Equipment Retailer’s 
_Handbook,” which is prepared by 
the state and regional associations 
of Farm Equipment Retailers, an 
\affiliate of the National Retail 
Farm Equipment Assn. The book, 


‘which sells for $7.50, covers all 


j 
| 


|aspects of the farm equipment in- 
dustry. 

| e The Minneapolis Star and Trib- 
/une’s new 25-minute color movie 
on the Upper Midwest market 
(AA, Nov. 9), received its prem- 
iere showings before business 
‘leaders in Philadelphia, Detroit 
‘and Chicago between Nov. 17 and 
20. The film, “New Wealth in the 
Land of Hiawatha,” documents the 
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motes in its pages, with lawns, gardens, 


new developments in oil, taconite, 
lignite and the Missouri Basin dam 
projects in the 240,000 sq. mi. area 
which includes Minnesota, North 


counties in western Wisconsin. 


e@ Joseph Lucas Ltd., Birmingham, 
England, maker of automotive 
electrical equipment, ran a three- 
dimensional ad in the Nov. 21 
issue of Picture Post, London. The 
illustration was unusual in that it 
was a picture taken at night show- 
ing the power and intensity of the 
Lucas headlights. Three nights 
were spent getting a satisfactory 
photograph. 


e McCall’s Christmas cover will be 
featured on a handkerchief made 
by J. M. Kimball, New York. It 
is featured editorially in the No- 
vember issue and is available in 
red or green, retailing at 59¢. 

Television has cut into women’s 
radio-listening and movie-going 
time, but not into their women’s 
magazines reading, according to a 
survey made by McCall’s in Co- 
lumbus, Ind. The magazine reports 
that the women consider television 
and McCall’s in two different 
frames of reference—the first is 
entertainment, the second is fol- 
lowed for information and guid- 
ance. 


e The Dec. 10 issue of Avia-Vlieg- 
wereld, Netherlands bi-weekly, 
will be devoted to the past 50 years 
in the history of aviation. 


e With the publication of a special 
section called “Nosotras y el 
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Hogar” on Oct. 15, Novedades has 
|published for the third straight 
/month a special supplement for a 
large Mexico City department 


' |store. In August, the store was 


Sears, Roebuck & Co.’s local out- 
let; in September, it was Paris- 
Londres, and the latest was done 
for the Palacio de Hierro. 


e The Oil Forum, New York, has 
released an audit analysis of its 
circulation. It also has prepared a 
listing of names, titles and compa- 


nies and locations of 2,250 of its| 


19,107 readers. 


e The Milwaukee Sentinel has re- 
printed in booklet form a series of 
articles by Dorothy Parnell, wom- 
en’s editor, about the 1953 Na- 
tional Conference of Food Editors. 
About 3,500 copies were mailed to 
local and national food advertisers, 
members of women’s clubs and 
local advertisers of all classifica- 
tions. 


e The San Jose Mercury-News 
used a money man stunt recently 
to draw shoppers into the down- 
town shopping center. Shoppers 
were offered $500 for capturing 
the mystery money man the first 
day, $600 the second day and $700 
the third. His picture was repro- 
duced in the newspaper. The 
would-be sleuths had to say 
“Smart buyers use the Mercury- 
News” directly to the man in order 


OPEN HOUSE—These are part of the 6,500 people who paid Sunset Magazine a visit 


ring a five-hour open house on Nov. 8. 


The magazine’s hacienda-type offices exemplify the kind of western living it pro- 


outdoer barbecue, 18-hole putting course 


and a collection of antiques and western paintings. 


to catch him. He could only be 
captured inside one of the 60 stores 
that advertised in the paper’s spe- 
cial section. 


Dakota, and South Dakota and 16) 


'e WCCO, Minneapolis CBS radio 
|outlet, is offering advertisers a 
Paul Bunyan Power Plan. Each 
‘Paul Bunyan package consists of 
‘three shows sold to three partici- 
| pating sponsors. The shows are of- 
| fered three different nights at dif- 
|ferent times. Each sponsor gets a 
/full-minute commercial in each 
‘show, plus credit acknowledgement 
at the beginning and end of each 
show. Sponsors also get display 
space, counter cards and other 
point of sale aids for a one-week 
promotion of their products in 
more than 100 Super Valu markets 
throughout the WCCO listening 
area. 


e “Everybody loves the Fuller 
Brush man,” Charm says in its 
latest promotion piece. Why? Be- 
cause he doesn’t knock his com- 
petitor. So Charm has decided to 
follow the lovable Fuller Brush 
man’s lead and proceeds to sell it- 
self in the promotion piece with- 
out knocking it competitors. 


e Television del Caribe, headed by 
Manuel D. Autran, started tele- 
casting on Channel 11 in Havana, 
Cuba, Nov. 11. 


e Two tv stations have added wire 
service facsimile service. WHBF- 
TV, Rock Island, IIl., has installed 
United Press facsimile reproduc- 
tion and WOOD-TV, Grand Rap- 
ids, Mich., has joined the Interna- 
tional News facsimile service. 


e On Nov. 8, the Grand Rapids 
Herald published a 40-page tabloid 
section for Meijer Super Markets, 
Grand Rapids. It contained 32,704 
lines of paid advertising space. 
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FTC to Relax 
Push Money Rule | 


(Continued from Page 1) 
tion it said it is unfair to make any 
payment to the sales personnel 
“with the capacity and tendency 
or effect of thereby causing the 
purchasing or consuming public, 
when making purchases of such 
products, to be misled or deceived 
into the erroneous belief that such 
clerk or sales person is free from 
any such special interest of influ- 
ence, or is not so subsidized or 
paid by such member.” 

During the two years that the 
cosmetic and toilet goods rules 
were under discussion, industry 
members protested that the effort 
to require this kind of a disclosure 
for the protection of consumers 
was unprecedented, and would in- 
evitably involve troublesome ad- 
ministrative problems for large 
drug stores and other retailers 
whose sales personnel often re- 
ceive “push money” from a num- 
ber of suppliers. 


s At one time, FTC personnel con- 
sidered a proposal from the indus- 
try that stores meet the require- 
ments of the rules by posting a 
sign that some of their personnel 
had been specially trained and had 
a special interest in recommending 
certain brands. 

Meanwhile, the legality of the 
proposal had remained an issue 
within the commission itself, with 
an influential group within the 
staff expressing doubts about the 
legality or wisdom of the plan. 

This group said it has never been 
established in court that FTC has 
authority to require this kind of a 
disclosure. In addition, it said there 
was good reason to doubt the prac- 
tical value of the rule. 

FTC people who felt the rule 
was meaningless pointed out that 
employers often pay push money 
to clerks in the ordinary run of 
business in order to move high 
profit items, or clear their shelves 
of surplus stock. “Certainly FTC 
could not consider requiring dis- 
closures under these circumstan- 
ces,” it was argued, “so why crack 
down on the cosmetic and toilet 
goods industries?” 


a Actually, the dispute within the 
commission was resolved last June, 
when the reorganized FTC agreed 
on a standard push money policy 
which steers clear of the consum- 
er but cracks down hard on any 
push money plan that “unduly or 
intentionally hampers” sales of 
competing products. Payments are 
to be made only with the consent 
of the employer, and the plan must 
be offered on_ proportionately 
equal terms to sales personnel of 
competing retail establishments. 
The industry is to consider the 
revised push money rule at a meet- 
ing with FTC in New York Dec. 11. 
At the same time, it will consider 
several other trade practice code 
revisions designed to replace pol- 
icies of the “old’’ commission with 
policies of the “new” commission. 


# Among these are: 

Free: The old rule that “free” 
must not be used unless the mer- 
chandise is available uncondition- 
ally will be replaced by a new 
standard rule on “free.’’ This says 
“free” may be used if the condi- 
tions are “clearly and conspicu- 
ously set forth” at the outset. FTC 
says the explanation must be in 
close conjunction with the word 
“free.” The use of an asterisk and 
footnotes is not considered ade- 
quate disclosure. 

Selling Below Cost: The ban on 
sales below cost had been modi- 
fied to specify that “cost” shall in- 
clude “all elements recognized by 
good accounting practice.” The re- 
vised rule also specifies the costs 
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ROUND THE PANELS—At work on panel 
annual eastern Four A’s conference were (left to right) George 
C. Dibert, v.p. in charge of media, J. Walter Thompson Co.; 


= 
OMERT DEKKER 


William C. Dekker, v.p., McCann-Erickson; 


executive v.p., Doherty, Clifford, Steers & Shenfield, H. H. Dob- 
berteen, v.p. in charge of media, Foote, Cone & Belding; William 


referred to in the rule are actual | 
costs of the respective seller and. 
not some other figure or average 
costs in the industry determined 
by an industry cost survey or oth-| 
erwise. 


FOR ‘FREE,’ TELL ALL 
CONDITIONS AT OUTSET 


WASHINGTON, Nov. 25—A Fed- 
eral Trade Commission hearing ex- 
aminer held today that a Wash- 
ington photographic studio failed | 
to disclose the conditions of an of- |} 
fer which hinged on the use of the 
word “free.” 

Examiner Everett F. Haycraft 
said in an initial decision that) 
Moye Photographers always col-.| 
lected a $1 service charge from 
individuals who obtained pictures 
for answering “simple” telephone | 
questions, and often required cus- | 
tomers to pay an additional $3 be- 
fore receiving their “free” pictures. | 

He said “free” cannot be used | 
unless all the conditions are “clear- | 
ly and conspicuously disclosed at | 
the outset.” 


SCHOLL STIPULATES 


WasuincTon, Nov. 27—The Fed- | 
eral Trade Commission today re-| 
quired the Scholl Mfg. Co., Chi- | 
cago, to sign a stipulation relin-| 
quishing a number of advertising | 
claims, including the statement | 
that Dr. Scholl’s arch supports and | 
shoes are universally endorsed by | 
the medical profession. The com- | 
mission also required Donahue & | 
Coe, its agency, to join in the stip- 


ulation. 


Samish Sentence 
Coming Dec. 9; 
Verdict Upheld 


SAN FRANCISCO, Nov. 25—Arthur 
H. Samish lost a last-ditch stand 
for freedom today when federal 
Judge Oliver D. Hamlin denied 
three defense motions designed to 
overthrow a verdict of income tax 
evasion. 

Judge Hamlin refused to reverse 
the conviction, refused to arrest 
judgment and denied an appeal for 
a new trial. He told defense attor- 
ney Harold C. Faulkner that he 
was satisfied that the flamboyant 
“public relations consultant’ had 
received a fair hearing. 


es The judge set 9:30 a.m., Wed- 
nesday, Dec. 9, as the time for 
pronouncing sentence on the liquor 
lobbyist. Mr. Samish was con- 
victed last week on eight counts of 
income tax evasion, all arising} 
from sums of money he assertedly 
received from the Biow Co., New 
York advertising agency, between | 
1946 and 1951 (AA, Nov. 23). 

He faces a maximum penalty of 
40 years in prison and a $10,000 
fine. He is now 56 years old. 


Royster to WAYS, Charlotte 

N. L. Royster, formerly commer- 
cial manager of WGBR, Goldsboro, 
N. C., has been named commercial 
manager of WAYS, Charlotte, N.C. 


sessions during the 


William C. Steers, 


story on Page 1.) 


eciece eres 


S. Honneus, advertising director, Time International; Thomas A. 
Reynolds, chairman of the plans board and creative director, 
Young & Rubicam Ltd., London; John F. Maloney, research di- 
rector, Reader's Digest International; George Giese, McCann- 
Erickson, and Shirley Woodell, v.p., J. Walter Thompson. (See 


Cone Names Ten TV Commercials He Likes; 


New York, Nov. 25—Fairfax M. 
Cone, the agency president who 
often concedes that other agencies 
produce good print ads, yesterday 
did a switch and detailed the “Ten 


tv commercials I wish we [FC&B] | 


had made.” 

It was the highlight of the 
American Assn. of Advertising 
Agencies’ eastern conference copy 
and art session. 

Mr. Cone thinks good tv com- 
mercials represent “the fulfilment 
of advertising’s greatest opportuni- 


Eastern Four A’‘s 


ty.” He qualified his selections, 
saying that they were not the only 
ones on tv (he thinks FC&B pro- 
duces good ones, too) and ex- 
plained that he cannot have seen 
more than a fraction of 1953’s tv 
commercial production. 

He pointed out that all ten sell 
hard, that nine of the ten are 
based on demonstration, that each 
was carefully done and eight beau- 
tifully done; of the ten, three were 
live, seven were on film; of the 
ten, six are photographic and real- 
istic, two combined photography 
and animation, two used straight 
animation. 


ws Here are Mr. Cone’s ten: Kent 
cigarets, Ford motor cars, Beauty- 
rest mattresses, Johnson’s wax, 
GMC trucks, Hamm’s beer, Finesse 
shampoo, S.O.S. cleaning pads, 
Kraft caramels and Gillette safety 
razor blades. 

Of these he said: 

“Kent demonstration is believ- 
able and important and it makes 
most cigaret commercials either 
dreary or dreadful by comparison.” 

“Ford demonstration adds a 
little to one’s knowledge of auto- 
mobiles in general and Ford in 
particular; it repays you adequate- 
ly for your time.” 

“Johnson Glo-Coat demonstra- 
tion is honest and convincing. . .”’ 


# “GMC truck is easily my favorite 
... It represented the toughest as- 
signment...It has been copied but 
I don’t think it has been equalled.” 

“Hamm’s beer commercial seems 
to me to be as skillful and useful 
a combination of photography and 
animation and music and song as 
I have yet seen or heard.” 

“Finesse shampoo demonstration 
with the tiny magnets uses tv to 
do something that no other medi- 
um allows...” 

“S.O.S. and Gillette animations 
are wonderful, understandable and 
acceptable exaggerations. They are 


| amusing.” 

“The Kraft caramel commercial | 
... is a complete commercial, done | 
| live, the voice-over fits the action 
,and every foot of that action ad- 


vances the sale.” 


} 
Of the group, Mr. Cone said) 


“these are no tired radio commer- 
cials propped up with pictures and 
gagged and gimmicked. They are 
sound advertising pieces that make 
the most...of advertising’s most 
exciting means.” 


s Successes scored with (1) the 


Instant Maxwell, Life Saver Stories Told 


repeated use of a single ad, and (2) 


campaigns featuring different in- 


dividual ads were reported to the 
same meeting by Henry O. Pattison 
Jr., senior v.p. of Benton & Bowles, 
and Robert Work, associate copy 
director of Young & Rubicam, re- 
spectively. 

Mr. Pattison selected the cur- 
rent Instant Maxwell House cam- 
paign, which has featured a single 
ad for something over three years, 
with only minor alterations. “Our 
media department tells me,” he 
said, “that 3,493,000,000 separate 
printed impressions of this ad have 
been put before the public. To my 
knowledge there has never before 
been such a concentrated exposure 
of one ad in all the history of ad- 
vertising.” “Is this ad now worn 
out?” he asked. “We don’t think 
so. This may be only the begin- 
ning.” 


es The success of the one-ad drive, 
he said, might be indicated by the 
fact that “while the instant coffee 
market was advancing 45%, In- 
stant Maxwell House was advanc- 
ing a nice, round 543%. Today it 
is not only the largest selling in- 
stant coffee, but actually is the 
third largest selling brand of coffee 
in the U. S.” 

Mr. Pattison did not ascribe the 
whole success to the repeated use 
of one ad. “Obviously we have had 
good tv and radio, and we’ve been 
blessed with a fine product, the 
real key to any sales success.” 

He cautioned that repetitive ad- 
vertising is not the answer to every 
problem, but urged consideration 
for the possibilities of re-running 
the best ad in a campaign, “rather 
than seek variety for variety’s 
sake.” 

“It actually takes more skill to 
write the one best ad, more cour- 
age to recommend staying with it, 
and more intelligence on the part 
of the client to buy such a recom- 
mendation than it does to go along 
with the usual group of ads,” he 
said. 


s Mr. Work, who picked the Life 
Saver campaign to show the vir- 
tues of varied single ads, said 
about 75 ads have appeared in ten 
years, with no two of the ads ex- 
actly alike. “But the underlying 
strategy has never changed.” 

“If I were a football coach, I 
would say that we have four plays 
that we continue to call in a cer- 
tain rotation,” he said. “First, the 
appetite play. This has three varia- 
tions: (1) pictures of fruit asso- 
ciated with the fruit flavors; (2) 
showing appetizing pictures of the 
product itself; (3) for mint flavors 
only, the ads are designed to con- 
vey the idea of ‘cooling, refresh- 
ing’ rather than the ‘yum, yummy’ 


| we try to get over in the fruit fla- 


vor appetite ads. 

“Second, the human _ interest 
play. We use this for both fruit 
flavors and mint flavors. 


e “Third, the trick play. This is 
the novel and unique ad, which 
generally receives the most acclaim 
from the men in the business. This 


75 


may reflect well on our sophisti- 
cation. It does not reflect as well 
on our judgment. The plays on 
straight forward appetite appeal 
and on human interest are better 
liked by the public and seem to 
have a greater selling influence. 

“Fourth, the triple reverse play. 
This is the one that stars Life 
Savers after ‘eating, drinking or 
smoking.’ Used in the case of Pep- 
o-mints only, it never gains as 
much yardage as the other plays. 
But we intend to continue right on 
using it for reasons I won't dis- 
cuss here.” 

The ten top Life Saver ads of the 
ten-year period, on the basis of 
their appeal to both men and wom- 
en, he said, are: (1) All Aboard 
for a Nickel; (2) Which one of 
these fruit flavors don’t you get?; 
(3) It’s no sale, Lady; (4) Pleas- 
ure Island; (5) How to Get Rich in 
the Balloon Business; (6) Sweet 
Dreams; (7) Please Do Not Lick 
This Page; (8) Flavors You Can 
Bank On; (9) schoolroom ad; (10) 
We Gave an Old Favorite a New 
Twist. 


Summerfield Cancels 
Hike on Postal Rate 
to Latin America 


WASHINGTON, Nov. 27—Bowing 
to sharp protests from other gov- 
ernment agencies and from pub- 
lishers, Postmaster General Arthur 
Summerfield today scaled down 
the increased postal rate on pe- 
riodicals and books for Latin 
America. 

His compromise, announced in 
today’s postal bulletin and effec- 
tive next Monday, involves a flat 
33144% surtax over the existing 
rate. Originally, he had proposed 
that an entirely new second-class 
rate, which involves increases of 
300% and more for most publish- 
ers, become effective on Nov. 1 
(AA, Oct. 12). 


s The department’s move to hike 
the Latin American rate without 
consulting mail users drew a storm 
of protest from the Magazine Pub- 
lishers Assn., which warned that 
U.S. periodicals, including highly 
valuable technical journals, would 
be priced out of the Latin Amer- 
ican market by the department’s 
rate plan. 

When the Department of Com- 
merce and other agencies concern- 
ed with foreign trade and develop- 
ment expressed concern that the 
hike would damage our trade re- 
lations, Mr. Summerfield post- 
poned the effective date of the 
rate hike and agreed to consider 
a less drastic increase. 

The plan to hike the Latin 
American rate was part of a gen- 
eral revision of international mail 
rates which the Postmaster Gen- 
eral has been carrying out. 


se His object was to boost the ov- 
er-all income from international 
mail from $13,000,000 received in 
1952 to $21,000,000. He said he 
would still be losing about $6,000,- 
000 on international mail. 

The adjustment on second-class 
rates to Latin America was par- 
ticularly painful because these 
rates have been unusually low. 
Under a special agreement with 
Latin American countries, the sec- 
ond-class rate in this area has 
been the same as the domestic rate 
to the eighth (most distant) zone. 

Mr. Summerfield’s original plan 
eliminated the advantageous rate 
to Latin America and proposed 
to charge the same rate to Latin 
America that applies to other for- 


eign countries—2¢ for the first two 


‘ounces and 1%¢ for each addition- 


al two ounces. 

Under the compromise, the do- 
_mestic rate remains as the basis of 
the Latin American rate, subject 
_to the 3344% surtax. 
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THE ADVERTISING 


> Market PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


RCC ROAR ET AMT A SERENE SS. CT LOTTIE LS EET EE NOTRE 


HELP WANTED 


POSITIONS WANTED 


COPY WRITER 
Copywriter with heavy ethical medical 
writing background. Agency or direct 
pharmaceutical experience in creating 


outstanding journal and direct mail ma- | 


terial. Good salary, benefits. 5 day week. 
Top Philadelphia agency. Send complete 
resume. Interview will be arranged. 
Box 6051, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
ATTENTION PHILADELPHIA!! 
INDUS. PUBLICITY - PR man 
co. or agency exp. ............ Start $8-10,000 
pie, 3 es $75-10,000 
COPY CHIEFS: (2) 1 industrial 


1 consumer prods. ............ ...$8-10,000 motive and Agency personnel. Experi- 
ASST. ADV. MGR. Machinery enced largely in Midwest but location 
mir. To 3B Years. .........core0rs0: alary Good unimportant. Income long in five figure 
INDUS. COPYWRITER o......:ccccseseee -6,500 bracket. 
CONSUMER COPYWRITER .... J Box 6050, ADVERTISING AGE 
ADV. PROD. ASST: Food co. $ 801 Second Ave., New York 17, N. Y. 


PHARM. COPYWRITER 
H. O. EDITOR: to 30 $4 
Please send re«'mes in duplicate 
Attn: Jack Lewis 
ACCREDITED PERSONNEL SERVICE 
12 S. 12th a Philadelphia 7, Pa. 
A 


Space sales rep. wanted for Chicago mid- 
west territory to handle two trade papers. 
Draw, commission. Write fully. 
Box 6056, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover %-4424 
BANKERS BLDG. CHICAGO 11, ILL. 
ADVERTISING 
We need a young man about 30 - 35 far 
account contact work. Experience in mar- 
keting foods or drugs helpful. Excellent 
opportunity with leading agency. Location 
Chicago. Reply with fuli particulars - age, 
education, experience, salary range. 
Box 6048, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


PROMOTION WRITER WANTS CREA- 
TIVE factual copywriting position with | 
industry selling woman's market. Experi- | 
enced in dealer promotions, salesmen’s | 
incentives and presentations, direct mail, 
coop promotions, P.O.P. material. Resume 
by return mail. All replies ackgd. | 
Box 6058, ADVERTISING AGE | 

200 E. QWlinois St., Chicago 11, Il. 

SALES REPRESENTATIVE 

Highly experienced as Manager and top- 
flight salesman for large newspaper and 
radio representative organization. Quali- 
fied to train younger salesman. Very close 
acquaintanceship with majority of Auto- 


FARM EXPERT 
Thoroughly experienced in farm advertis- 
ing, sales promotion and market research. 
Box 6054, ADVERTISING AGE 
80i Second Ave., New York 17, N. Y. 


“Our 43rd Year” 


Come out of retirement 


A Southern mfgr needs a top food sales 
promotion mgr exper. in jobber-broker 
sal $10,000 


es Y 

ACCT. EXEC. 28-35. with heavy food 
merch. exp. for 4-A Midwest agency with 
multi-million billing $10,000+ 
CREATIVE COPYWRITER, 28-38, able to 
write sharp copy and develop campaigns 
Chicago $10,000 


GLADER CORPORATION 
Stanley D. Koch, Dir. Adv. Div 
110 S. Dearborn 


CE 6-5353 Chicago _| 


| WANT TO BUY... 
OR BUY INTO A 
RECOGNIZED AGENCY 


pretenete with a volume of three 
six hundred thousand. Prefer 
Eastern U.S. but other locations con- 
sidered. Am now successfully oper- 
ating own agency. Strength: know- 
how in getting new business, mer- 
chandising, promotion and copy. 
Please submit detailed replies: ac- 
counts, billing, personnel. Box 695, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Il. 


SALES MANAGER 


WANTED By Nationally Known 


TELEVISION FILM DIRECTOR 
Thorough experience commercial, indus- 
trial films. Intimate knowledge ALL 
phases TV film production. Fresh ideas. 
New approaches. Family man. Excellent 
references. Prefer Chicago. Box 6046, AD- 
VERTISING AGE, 200 E. Illinois St., Chi- 
cago 11, Il. 


PUBLIC RELATIONS POSITION sought 
by news writer wth 6 vears’ newspaper, 
magazine exnerience. B.S. degree. Age 31, 
married, family. 
Box 6057, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 
SALES PROMOTION 
Merchandising man, soap sales & prom. 
exp., asst. buyer, asst. sales mgr., young 
man, BBA, MBA advtg. (working on) 
Box 6053, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Tl. 


National trade association in the building 
industry located in Chicago wants young 
man to handle non-technical consumer 
publicity. Graduate of school of journal- 
ism preferred. At least two years news- 
paper or magazine experience or equiva- 
lent public relations. Experience essential. 
Salary range between $6.590 and $7,500 
with increases as warranted. 
Box 6949, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 17-1991 Chicago 


READY, WILLING, AND ABLE - with 
six years experience merchandising, mar- 
keting, sales promotion, client contact 
multi-million $ package goods accounts 
for top agency - seeks greater responsi- 
bilities, more future in (1) advertising 
(2) sales (3) merchandising. 
Box 6°45, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


SPACE SALESMAN 
Over 15 years of advertising and sales 
background - Food and drug experience 
with both top agency and manufacturer 
~ 2 years selling leading trade publication. 
Would like opportunity to show how this 
experience can be profitable to consumer 
publications or food and drug trade books. 
Box 6055, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


REPRESENTATIVE AVAILABLE 


CREATIVE COPYWRITER WANTED 
Small, growing mid-South agency offers 
excellent opportunity to outstanding cre- 
ative copy man. Must be able to develop 
fresh, sound campaign ideas and copy for 
all media on all types of accounts. Must 
be of potential management calibre. Some 
production know-how and previous con- 
tact experience or ability desirable. Please 
send complete resume, including salary 
requirements. You letter will be kept 
confidential. 

Box 6012, ADVERTISING AGE 

200 E. TWlinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


CLIPPING SERVICE DIRECTOR 
Man or woman, thoroughly experienced 
in details of managing a newspaper clip- 
ping service, offered opportunity to man- 
age new service in New York. Give 
details of experience and salary. 

Box 5983, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


ADVERTISING PERSONNEL 


Employer-Employee 
Investigate 
our active confidential service. 


. CLE 
DRAKE PERSONNEL 
Suite 1009 
7 W. Madison + Financial 6-2100 + Chicago 2, II. 


Ideas, Horse Sense, 
Hard Work, Results 


Need a man with these assets? If you do, 
contact this 33 year old small company 
adv & sales prom mer. He's ready for a 
change, Married, College grad. Now in 
Midwest, earning $7800. Willing to re- 
locate. Will tell all at your request. 

Box 698 ADVERTISING AGE 
200 E. Mlinols St. Chicago 11, Ill. 


Want to Represent 
Industrial Publication 
Established publishers’ representative de- 
sires additional magazine in Cleveland 
area. Have four years experience and 
well established with present magazine. 
Work on a selective survey program, 
rather than a mass call basis. Am ready 
to sell advertising in a buver’s market. 
Box °997, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
BUSINESS OPPORTUNITIES 
Year old trade paper with proven ability 
to produce business for advertisers. Has 
half-million $ potential. Will show profit 
with first issue in '54. Needs add’l. financ- 
ing to promote more rapidly. Complete 
details available to responsible party. 
Box 6052, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
OUTDOOR ADV. PLANT FOR SALE 
8.W. PENNA. — NETS $15,000 
150 Highway Bulletins leased, (No Paper) 
P.O. Box 38, Washington, Penna. 


MISCELLANEOUS 


FOR RENT 


Overlooking lake, log cabin style 2-bed- 
room new house with two fireplaces in 
wooded area, Ridgefield, Connecticut. 
Ideal for writer or artist. Rent $175 per 
month. 
Box 6047, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
STOCK FILMS. Fcotage on cattle feed- 
ing for TV commercials and sales films. 

KEITH-MILLER FILMS 
1221 Farnam, Omaha 2, Nebr. 


CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Power Tool Manufacturer whose 
products are distributed through 
Hardware Wholesalers, Chains, 


Department Stores! 

He must have good live national 
standing among Hardware Whole- 
salers and make personal contacts 
with them—also supervise sales 
force, initiate sales promotions. We 
prefer a man 35 to 45. A real oppor- 
tunity for a creative, hard-hitting, 
competitive sales executive. Send 
complete résumé, photograph. 

Box 697 ADVERTISING AGE 

200 E. Iliinois St. Chicago 11, Ill. 


SENIOR TIME AND 
PROGRAM BUYER 


Excellent opportunity to grow with 
the fastest tages 4-A agency in 
southern Ohio, serving important 
national and regional accounts. 


Full responsibility for analyzing and 
recommending programs for both 
radio and television as well as for 
time buying in both media. 


Experience required: 2 to 3 years 
of time-buying with a recognized 
agency and a familiarity with syn- 
dicated films either throu buying 
them or selling them. ile this 
man will not produce shows, he 
should have more than a a 
acquaintance with radio and 
production problems. 


Starting salary: about $7500—per- 
haps a little more, depending on 
experience. Write fully, enclosing 
résumé and snapshot to: 


Box 699 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


Wanted 


INSURANCE ADVERTISING MANAGER | 
in Connecticut | 


For a substantial fire and casualty company in Hartford. 
Experience in writing copy, handling the production and 
distribution of advertising materials for salesmen impor- 
tant. Write full details concerning age, marital status, educa- 
tion, business experience and present earnings. Address 
Box 701, Advertising Age, 200 E. Illinois St., Chicago 11, Il. 


DIRECT MAIL 
EXECUTIVE WANTED 


One of the fastest growing com- 
panies in Chicago seeks a thor- 
oughly experienced direct mail 
man who understands, and can 
supervise, the printing, process- 
ing and mailing of millions of 
pieces of consumer mail monthly. 


(1) He must be thoroughly fa- 
miliar with printing costs. 


He must have a good work- 
ing knowledge of printing, 
collating and addressing ma- 
chinery. 


He must be able to set u 
schedules, supervise mail 
flow, to fill needs in scores 
of specific territories. 


He must be able to direct all 
personnel in connection with 
the operation—from printer 
to the consumer. 


(2 


— 


(3 


_— 


(4 


~~ 


(5) He does not have to answer 
for the success of the con- 


tents themselves. 


This job will pay as much as 
$20,000 a year to the right person, 
with definite commitments of 
more as increased earnings (and 
savings) warrant. 


This is an outstanding opportu- 
nity to ome associated with a 
young, two-fisted, very successful 
organization. If you are qualified, 
write, giving full details as to 
experience, age, education, etc. 
Our staff knows of this ad. 


Box 700 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
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Hartog Sport Shirts Go Over Big 
After 6 Months of Cheesecake Ads 


(Continued from Page 3) 


and signature, the ads carry but 
one line of copy. 

To get the high fashion effect 
desired, Hal Adams, New York 
fashion photographer who recently 
moved to Los Angeles, was re- 
tained. The resultant ads, which 
are reminiscent of those in wom- 
en’s fashion magazines and might 
vass without too much notice 
therein, stand out all by them- 
selves among conventional trade 
paper ads. 

Emphasis is placed on making 
the single copy line clever and 
timely. The copy in the opening 
ad read “Keev Your Shirt On Till 
You See Hartog.” The illustration 


PRETTY HOT—This was one of the summer- 
time ads. Carson Roberts Inc. places these 
ads; Hal Adams takes the pictures. 


from buyers and retailers. 


© | At times, the mail sparked by 


A ‘ 


i 


TAKING OFF—This was Hartog’s first ad of 
any kind. It ran in February. 


pictured a girl with her shirt re- 
vealingly two-thirds off. 

Subsequent ads follow the same 
pattern, i.e., for Father’s Day, ““My 
Hartog Belongs to Daddy”; July, 
“When It’s Hot It’s Hartog,” etc. 
All carry “stopper” cheesecake il- 
justrations of bosomy young wom- 
en who apparently like to get 
things off their chest. 


s Trade reaction was immediate 
and has continued. The editor of 
Men’s Wear ran a picture in the 
issue after the first ad in which 
he was shown in a pose burlesqu- 
ing the Hartog girl, and fe!t a cap- 
tion was not needed for explana- 
tion. When Hank Daniels went to 
New York, a trade paper ran one 
line, “the man with the ad is in 
town.” No name, company or ad 
was identified, but his New York 
phone rang for two days with calls 


Available 


Advertising manager for radio sta- 
tion. 15 years experience in radio in 
New York and Philadelphia, as time 
salesman, promotion manager, special 
deals, etc. Highest business, personal 
and bank references. Will locate any- 
where. Box 687, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


NOW READ THIS! 


Unusually versatile young ($2) man with 
9 years experience as an advertising agency 
account executive, television time sales- 
man, newspaper columnist and author de- 
sires challenging position with unlimited 
future. 
Box 702 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


UNUSUAL OPPORTUNITY IN 
OUTDOOR ADVERTISING ... 


Ideal for One or Two Men 
who have some knowledge of out- 
door or related advertising field. 
Located in one of midwest’s most 
prosperous markets. High standard 
operation, with N.O.A.B. recogni- 
tion and carrying national accounts 
. . « unique in its statewide scope. 
Painted units only, posters can be 
added if desired. Due to press of 
other interests, owner wishes to sell 
control to party or parties who will 
assume active operation. Requires 
$60,000 to $70,000 investment. Reply 
to Box 694, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ml. 


the ads has required a fulltime 
girl to handle it. During a recent 
trade showing in Los Angeles, the 
Hartog room was thronged with 
visitors come to see the ads up on 
the walls. 


. Reaction also came from people 
in advertising. Some samples: the 
‘advertising manager of an indus- 
(trial company in Minnesota said 
he has wanted to try this type of 
‘advertising but hasn’t been able 
|to put it over, and asked for in- 
|formation about the success of the 
campaign. A Philadelphia agency 
reported it has conservative clients 


| 


j 


FAST TURNOVER—The illustration was o 
natural for this pointed remark to buyers 
who read Men’s Wear. 


who wouldn't go for anything like 
the Hartog campaign, but it would 
like proofs of the ads and informa- 
tion as to results. 

Requests for extra copies of the 
series have been in such volume 
that the ads will be reproduced 
in a calendar next year. 

On the practical side, the Hartog 
factory is going at capacity, and, 
‘Hank Daniels says, his salesmen 
‘now get a “big” reception where- 
ever they call. 


Mission Names Factor-Breyer 

Mission Appliance Corp., Los 
Angeles manufacturer of water 
heaters and space heaters, has 
named Factor-Breyer, Los Angel- 
es, to handle its advertising. A 
trade and consumer campaign in 
all media except outdoor is plan- 
ned for the company’s new Pyro- 
Glass lined water heater. 


KCOK Promotes Weldon 

Don Weldon, sales executive for 
KCOK, Tulare, Cal., has been ap- 
pointed station manager. 


Virginia Paper Names Moran 

| The Star-Exponent, Culpeper, 
Va., has named Moran, Hedekin & 
Fischer to represent it. 
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“AA helps me stay 
abreast of the 


fast changing 


marketing picture | 


Says ROBERT E. LUSK, President 
BENTON & BOWLES, Inc. 


“Advertising Age helps me to stay abreast of the 

fast changing marketing picture. It has had the enter- 
prise to carry its news coverage out of the narrow 
into the broad aspects of our business, and it does 

it with great timeliness, reliability and readability. 


I get a lot out of Advertising Age every week.” 


to important 
poofpe 


200 E. ILLINOIS ST. 
CHICAGO 11, ILL. 


ROBERT E. LUSK 


While “Bob” Lusk was studying mechanical engineering 
on a scholarship in the Sheffield Scientific School of Yale, 
he decided he was far more interested in writing than 

in mathematics. Consequently after four years of waiting 
table and doing contact for a student suit-pressing 
company to defray expenses, he went directly into the 
advertising field as a copywriter for Ruthrauff & Ryan, 
after graduating in 1923. Three years later he met the 
late Richard Compton, and shortly thereafter went 

to work for the Blackman Company (now Compton 
Advertising, Inc.) as assistant to Mark Wiseman on the 
Ivory Soap account. After two years of “mostly leg work, 
plus a little writing”, he moved to R. H. Macy where 
he became advertising manager, working with Kenneth 
Collins, vice president. In 1931 Macy’s sent him to its 
affiliate, L. Bamberger & Co. in Newark, as director 

of advertising and publicity. 

In 1933 Mr. Lusk re-entered the agency field as assistant 
to Atherton W. Hobler at Benton & Bowles on the 
General Foods account. He spent most of the next eight 
years in this capacity, except for a period working on 
the Colgate-Palmolive-Peet account. When the account 
left the agency, Mr. Lusk went along as vice president 
of advertising and merchandising for C-P-P. There 
he directed a complete reorganization of the company’s 
advertising program and agency relationships. In 1944 
he returned to Benton & Bowles as vice president, 
was named executive vice president in 1950, becoming 
president in 1952. Much of his work has been on the 
Procter & Gamble accounts, particularly on Tide and Prell. 
When not working, he is at home in Bronxville, N. Y. 
with his wife and their two children, a son fifteen 
and a daughter twenty-one. 
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Charmin Pushes New Pack 


Charmin Paper Mills, Green 
Bay, Wis., producer of Charmin 


tissue, is placing three of its four- | 
roll packs in a three-month supply | 


package, which it has been market 
testing. The new package is being 
promoted in full-color rotogravure 
ads in 14 markets. In addition, 
radio spots are scheduled on more 
than 50 stations, and tv and store- 
distributed magazines will be used. 
Campbell-Mithun, Minneapolis, is 
the agency. 


‘he felt “a statement of reassur- 


American Tobacco’s Hahn, Reynolds’ Darr 


Deny Connection Between Cancer, Tobacco 


New York, Nov. 27—The cur-,ance to the public should be 
tain of silence that has swathed | made.” As to whether smoking has 
the tobacco industry on its attitude been proved to contribute to the 
toward the cigaret-lung cancer incidence of lung cancer, he said 
controversy was raised today. “the fact, of course, is that it has 

Paul M. Hahn, president of not been so proved.” : 
American Tobacco Co., issued a) He made three points: (1) lung 
brief statement in which he said cancer is more common than it 


EDITORIAL LEADERSHIP BUILDS READERSHIP! 


LEADS THE THINKING OF THE FIELD... 
1S ALWAYS FIRST IN PRESENTING 


NEW TRENDS, IDEAS AND pesneeints eaten 


¢g Cnorian Reitusant — 5 S, Wabash Ave. - 


| magazine Chicago 3, Illinois 


Maybe we've got as big 
a share of the candy business 
as we can hope for... 


Maybe. But before we settle for 
that, let’s check into the way 
Needham, Louis & Brorby have 
opened up new markets 
for their clients. ® 


* 
Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 

Derby Foods, Inc. 

Detergents, Inc., Subsidiary of 
Monsanto Chemical Company 

The Eagle-Picher Company 

Household Finance Corporation 

S. C. Johnson & Son, Inc. 

Kraft Foods Company 

Macwhyte Company 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Illinois 


Morton Salt Company 

The Peoples Gas Light and 
Coke Company 

Phenix Foods Company 

The Quaker Oats Company 

State Farm Insurance Companies 

Swift & Company 

Wieboldt Stores, Inc. 


Chicago 
New York 
Hollywood 

Toronto 


was, and eigaret smoking has in- 
creased, but there is no proof that 
|cigaret smoking produces or con- 
tributes to lung cancer; (2) no 
research has proved that lung can- 
cer in humans is directly traceable 
to tobacco or to its products in any 
form; (3) authorities vary widely 
and contradict each other on the 
possibility of cigaret smoking’s 
causing cancer. 


s He also noted that within the 
past 350 years practically every 
known human disease has been 
ascribed to the use of tobacco, and 
one by one these charges have 
dropped through lack of evidence. 
i reported that American Tobac- 
co is working at and supporting 
‘scientific research of a fundamen- 
‘tal nature in this field, “in its own 
laboratory and in independent in- 
| stitutions.” 

| Mr. Hahn said he is confident 
that long-range, “impartial in- 
| vestigation. . -will confirm the view 
that neither tobacco nor its prod- 
ucts contribute to the incidence of 
lung cancer.” 


ton-Salem, 
“there has not been any real or 
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BEER PREMIUMS—The Chicago Tribune 
carried this four-color page for Van Merritt 


Brewing Co., Burlington, Wis., offering 
coupons redeemable for Van Merritt beer 
and a variety of premiums. Similar four- 


color insertions will appear in other cities 
as distribution is completed. Bozell & Ja- 
cobs, Chicago, is the Van Merritt agency. 


lung cancer and cigaret smoking.” 

Mr. Darr also pointed out that 
doctors contradict themselves, and 
he commented that “one of the 
best ways of getting publicity is 
for a doctor to make some startling 
claim relative to people’s health, 


Then E. A. Darr, president of | 
R. J. Reynolds Tobacco Co., Wins- | 
told an AA reporter 


substantial evidence that there is’ 
any relationship whatever between sa 


regardless of whether that state- 
ment is based on fact or theory.” 

Backing up his charge that no 
_ substantial evidence linked tobacco 


} 


and cancer, Mr. Darr went on to! 
y, “Apparently the basis for this! 


fit 


demands the utmost skill and 
constant application of a wide vari- 


ety of techniques: here at WASHINGTON 


every job, big and small, gets the bene- 


of our unmatched skill. 


PHOTO ENGRAVING , 


COMPANY 


118 S. Clinton Street | 
Chicago 6, Illinois | 
FRanklin 2-6343 


Ad 
claim is mostly that lung cancer 
has increased at the same time 
cigaret smoking has increased. It re 
might just as well be claimed,” he 
went on wryly, “that cigaret smok- ( 
ing prolongs life because the aver- a 
age life span has increased simul- ees 
anc 
taneously with the increase in the 
use of cigarets.” te 
1Cé 
ms 
s “It’s my contention,” Mr. Darr Prec 
| concluded, “that claims now being era 
advanced in regard to lung cancer bu: 
being caused by smoking will fall agi 
| by their own weight as did the old I 
_| but now exploded theory that cig- rec 
aret smoking caused tuberculosis.” of 
Mr. Darr said Reynolds has fi- of | 
nanced research not only in the ‘ 
company’s own laboratories at typ 
Winston-Salem but with outside Cor 
scientists as well. evi 
P. Lorillard Co. told AA it fev 
planned to issue no statement in nes 
connection with Mr. Hahn’s de- typ 
fense of cigarets. It had no com- ry 
ment on Mr. Hahn’s remarks, and “4 
"would not elaborate on any re- : 
search it may be conducting. or 
Liggett & Myers’ President B. F. G 
Few was out of the city, and the ” 
company had no comment in his tic 
absence. = 
One company spokesman said, yo 
on the score of research, that no u 
major cigaret company is not now Co 
conducting studies in its own wh 
laboratories and elsewhere on the age 
problem of lung cancer. of ; 
Philip Morris & Co. officials in- , 
dicated that they are thoroughly in thi 
accord with the American Tobacco she 
Co. statement. Co 
cor 
Vance Shelhamer Moves tio 
Vance Shelhamer Advertising Sei 
Agency, Yakima, has moved to a per 
new location at 14 S. Second Ave. of 
and has marked the start of its CC 
15th year in business under the Ll 
direction of Vance Shelhamer. The ’ 
agency maintains a branch at 60° 
Seattle. of 
cr 
Hewetson to ‘New Yorker’ | 
Robert Hewetson, formerly on . 
editorial and policy staffs of Gen. of 
Lucius Clay and High Commis- the 
sioner John J. McCloy in Germany, of 
has joined The New Yorker’s tisi 
business staff in an executive pul 
capacity. of 
the 
Names Burlingame-Grossman obj 
Miller Mfg. Co., Schiller Park, tur 
Ill., manufacturer of paint mixing wit 
equipment, has appointed Burlin- or 
game-Grossman, Chicago, to han- I 
dle its advertising. has 
tive 
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You Ought Kh o Know °° ie Conover 


Convinced that unification of the 
business press is both necessary 
and inevitable, Harvey Conover, 
president of Conover-Mast Pub- 
lications and the new board chair- 
man of National Business Publica- 
tions, believes that there are sev- 
eral basic principles on which all 
business paper publishers can 
agree. 

He would like to see an end to 
recent controversies on the merits 
of paid vs. controlled circulation 
of business papers. 

“The advertiser decides what 
type of circulation he wants,” Mr. 
Conover told AA, “and the best 
evidence of this is that there are 
few large advertisers in the busi- | 


ness press who do not use both) jater became a part of Factory. 


types of circulation. 
s “There are other areas in busi-| 
ness magazine publishing that are 
of as much concern to advertisers 
as they are to publishers. In par- 
ticular, I have in mind the maga- 
zines that refuse to submit their 
circulation records to either the 
Audit Bureau of Circulations or 
Controlled Circulation Audit, 
which changed its name a week 
ago to Business Publications Audit 
of Circulation. 

“This is a point that I should 
think all business publishers 
should be concerned about,” Mr. 
Conover said. 

“All anybedy has to do is to 
consult the business magazine sec- 
tion of Standard Rate & Data 
Service to get the facts. Of 1,829 
periodicals listed, 381 are members 
of ABC, and 343 are members of 
CCA. The remainder, a total of 
1,100 publications and more than 
60% of the total, are members 
of neither of the two recognized 
circulation audit bureaus. 


@ “As H. E. Cassidy, executive v.p. 
of McCarty Co. and chairman of 
the committee on business papers | 
of the American Assn. of Adver- 
tising Agencies, has said, ‘These 
publications are thorns in the side 
of the advertiser, the agency and 
the audited publisher.’ Here is an 
objective to which all of us should 
turn our attention and our time 
without regard to who came first 
or who is going to get the credit.” 

Harvey Conover is a rugged, 
hard-hitting, hard-driving execu- 
tive who never spares himself. 
Born in Hinsdale, Ill., Nov. 24, 
1892, he was graduated from the 
University of Wisconsin, where he 
played football, and immediately 
afterward became an advertising 
salesman on Factory, then pub- 
lished by A. W. Shaw Co., Chicago. 

When World War I started he 
went to France in 1916 as an am- 
bulance driver. Shortly afterward 
he transferred to the Franco- 
American Flying Corps. After 
learning to fly he became a fight- 
er pilot. 


\der the sponsorship of the 


| 
| 


s When the U. S. entered the war 


Harvey Conover 


Management & Maintenance. 


= Following this development, Mr. 
Conover and B. P. Mast organized 
Conover-Mast Publications, and in 


79 


Last Minute News Flashes Chicago Art Studios 
American Safety Razor Names Parjhurst and Sidney Point Out That Art 


New York, Nov. 27—American Safety Razor Corp. has appointed | 


Leslie E. Parjhurst as field sales manager and Milton M. Sidney as 
sales administrator for all ASR products. Mr. Parjhurst was formerly 
general sales manager for Emerson Drug Co., and Mr. Sidney was ex- 
ecutive v.p. of the Pal and Personna Blade companies, recently pur- 
chased by ASR. Next week, the company is expected to announce a new 
agency for the Gem blade and razor division, resigned by Grey Ad- 


vertising effective Jan. 1. 


Sherrill Corp. Names Robertson Potter 

Mexico, Inp., Nov. 27—Sherrill Corp., manufacturer of precision 
compasses, has appointed Robertson Potter Co., Chicago, to handle its 
account. The company, which has not advertised for the past two years 
because of production changes, will spend a record amount in 1954 in 
newspapers, magazines, radio and tv and trade publications. 


Wolcott Products Move to Hicks & Greist 


New York, Nov. 27—Wolcott Co., Hartford manufacturer of Easy- 


Off oven cleaner, Glasspray silicone glass cleaner and other products, 
has appointed Hicks & Greist to handle its advertising and sales pro- 


, motion, effective Jan. 1. The company is moving its account from Geyer 
Advertising because of a conflict with American Home Products Corp. 


‘Calkins & Holden Drops Account; Other Late News 


e Calkins & Holden, Carlock, McClinton & Smith, Chicago, has re- 


January, 1928, brought out Mill & signed the account of the Belgian Quality Craftsmen Society. 


Factory. Profits were plowed back 
into the business consistently and 
new papers were added as cir- 
cumstances warranted. 

Today, Conover-Mast publishes 


Construction Equipment, Institu- 
tional Feeding & Housing, Liquor 
Store, Mill & Factory and Purchas- 
ing in addition to industrial direc- 
tories and _ technical industrial 
books. 

During World War II, Mr. Con- 
over went to England at the re- 
quest of the War Production Board 
and British Ministry of Production 
to work with Oliver Lyttelton, 
British minister of production, in 
promoting the exchange of war 
production information and tech- 
niques between U.S. and British 
war industries. 


e Robert H. Braun, formerly with Thomas J. Lipton Inc. as adver- 


| tising manager of Lipton Frostee dessert mixes, has joined Pepsi-Cola 
Co. as market manager of the sales promotion department. 


e Gilbert L. Burton, account supervisor in the San Francisco office 
Aviation Age, Bar & Restaurant, of Irwin Vladimir & Co., has been appointed acting manager. 


_e@ Grand Duchess Steaks, Akron, 


is presenting Tiny Fairbanks in a 


| 15-minute program titled “Remember” Saturday mornings over the 
| Mutual Broadcasting System. Time on 46 selected eastern metropolitan 


Richard Hudnut for the agency. 


stations was bought through Phil Di Nuoscio Advertising Agency. This 
is the company’s first use of network radio. The show will be sold on 
a co-op basis on the rest of the Mutual network. 


e Walter H. Koehn Jr., advertising and public relations consultant 
formerly associated with the Assn. of American Railroads, Fortune 
and Batten, Barton, Durstine & Osborn, has been appointed executive 
director of Lind Bros., New York specialty printer for advertising 
agencies, financial houses and corporate clients. 


@ Two account executives have been named v.p.s by Kenyon & Eck- 
hardt, New York. They are George C. Oswald, executive on the Lin- 
coln-Mercury Dealer Assn. account, and Douglas J. Coyle, who handles 


= In late 1944 and early 1945, he | ® Nelson-Willis, Minneapolis, has been appointed to handle advertising 
covered the Southwest Pacific un- and marketing of Pop ’n’ Serve popcorn, one-package mix made by 


U. S. 


Lion Industries, St. Paul. 


Naval Air Service to obtain infor-| @ F. X. Wilkinson, formerly with Household and West-Holliday, has 
been named manager of the Chicago office of Popular Science. 


mation on the work of the avia- 
tion ground and operating forces. 
He was in the Philippines when 
Gen. MacArthur entered Manila. 
Data obtained on this tour was 
later published by Aviation Age 
and given wide distribution by the 
U. S. Navy. 

In 1948 Mr. Conover was sent to 
Germany by the U. S. Air Force to 
assemble facts covering operations 
of the Berlin airlift. Data collected 
then also was published later in 
Aviation Age. 

Incidentally, when that maga- 
zine was established in 1946, Mr. 
Conover flew his own plane on a 
tour around the country visiting 
factories and aviation fields solicit- 
ing advertising and subscriptions 
and picking up editorial copy en 
route. 


# But Mr. Conover’s major hobby 
and interest outside of business is 
yachting. He has sailed since his 


prize-winning 45’ yawl ‘“Revon- 


(Continued from Page 1) 
make it consistent with am. 
The decision was made unani- 
mous by the full commission with 


senting in part. 


stations in New York, Los Angeles 
and Chicago, and has minority 
‘holdings in Washington and Min- 
neapolis. While this is consistent 
with the new ceiling on tv owner- 
ship, the network also has appli- 
cations pending for tv affiliates for 


its owned and operated radio sta- 
| tions in Boston and St. Louis. 
teens, and today is skipper of the | 


Under the rule, CBS would 


/have to dispose of other tv hold- 


in 1917, he got a transfer to the| oc,” and has won several trophies | ings in the event FCC eventually 
U. S. Army Air Force. In 1918 he| with her in Bermuda and Nassau | grants the Boston and St. Louis 


was hit and wounded while on a 
strafing mission but landed his 
plane behind the allied front-line 
trenches just west of Verdun. 

He received decorations for his 
services—the Croix de Guerre, 
Purple Heart and Distinguished 
Service Cross. 

In 1919 he rejoined the A. W. 
Shaw Co., leaving in 1921 to be- 
come western manager of Engi- 
neering Magazine Co., of which 
he was later v.p. and president. In 
1927 McGraw-Hill Publishing Co. 
bought Factory from A. W. Shaw 
and Industrial Management and 
Industry Illustrated from the En- 
gineering Magazine Co. Factory 
and Industrial Management were 
merged, and Industry Illustrated 
was merged with McGraw-Hill’s 
Industrial Engineering, which also 


races. 

He is a member of the New York 
Yacht Club, Larchmont Yacht 
Club, Cruising Club of America, 
Essex Yacht Club, Royal Ocean 
Racing Club of England, Off 
Sounding Club and the Storm Try- 
sail Club. He is also a member of 
the Press Club in Washington and 
the Holland Society in New York. 

He lives in Larchmont, N. Y., 
has four children and six grand- 
children and says he’ll never have 
enough time to do all he wants to 
do. 


‘Life’ Ads Top $100,000,000 


Life’s gross advertising revenue 
(through the Nov. 30 issue) has 
topped $100,000,000, according to 
Clay Buckhout, ad director. Life 
grossed $96,900,000 for all of 1952. 


applications. The commission has 
indicated that the existence of the 
multiple-ownership rule will not 
preclude the prosecution of appli- 
cations already on file, but it does 
preclude additional applications. 


# CBS is also believed to be in 
violation of the am station limit, 
with wholly owned stations in Bos- 
ton, New York, Chicago, San Fran- 
cisco, Les Angeles and St. Louis 
and minority holdings in Wash- 
ington and Minneapolis. 

The second enforcement pro- 
' ceeding would be aimed at the am 
holdings of the McCaw-Keating 
| group. J. Elroy McCaw and John 
|B. Keating each hold 50% interest 
|in stations in Honolulu and Hilo, 


| Hawaii, and San Francisco. In| 


addition, Mr. McCaw 


Commissioner Frieda Hennock dis- | 


s As it stands now, CBS owns tv | 


FCC Puts New Limits on Number of 
Stations Owned by Single Company 


station in Mineral Wells, Tex., and 

jinterests in stations in Tacoma, 
Richland, and Centralia, Wash., 
‘and Denver. 

The rule also precludes further 
expansion of the Storer tv chain. 
With five owned-and-operated sta- 
tions, it was recently rebuffed by 
the FCC in applying for a sixth. 


NBC Counts 25,690,000 TV Sets 


There were 25,690,000 television 
sets in the U.S. as of Oct. 1, ac- 
cording to an estimate released by 
National Broadcasting Co. This 
represents an increase of 457,000 
sets during September, and indi- 
cates that there have been 4,456,- 
000 installations since Jan. 1, 1953, 
About 56% of all U.S. homes now 
have television, according to the 
network. 


Buckley Leaves Blair & Co. 


Richard D. Buckley has resigned 
as president of John Blair & Co., 
New York national radio station 
representative. John Blair, chair- 
man of the company, will resume 
the office of president. Mr. Buck- 
ley joined Blair in 1938 as an 
account executive and was made 
v.p. and manager of the New York 
office in 1946. He became presi- 
dent in 1951 when Mr. Blair as- 
sumed the office of chairman. 


Crowley Is Criterion Head 


In its Nov. 16 issue, AA erron- 
eously stated that Edward B. 
Daniels was president of Criterion 


Costs Are Too Low 


Cuicaco, Nov. 25—If any ad 
costs are bound to go up, they're 
art costs. Authority for this is no 
less than the art studios them- 
selves. 

The Assn. of Art Studios in Chi- 
cago, representing a score or more 
of the major studios here, this 
week outlined the dilemma the 
studios find themselves in. In 
something of a manifesto, it point- 
ed out: 

“The days are gone when a stu- 
dio was a headquarters for artists 
who worked whenever a job came 
in...Today, most studios give 
steady year-round employment, 
pay for legal holidays, paid vaca- 
tions and sick benefits and also 
absorb idle time in order to retain 
experienced and able talent to 
meet the needs of their clients.” 


a A recent association survey re- 
portedly disclosed that an increas- 
ing number of large industrial 
companies are bidding up pay rates 
for artists, and there has been “no 
increase in or replacements of 
qualified talent because more jobs 
are available than personnel to fill 
them” despite increases in adver- 
tising volume since the war. 

The Assn. of Art Studios in Chi- 
cago was formed originally to de- 
feat a proposed state sales tax on 
all art and photography. The tax 
proposal was abandoned last 
spring. 


Pfeiffer Won't Be 
Cleveland Indians 
Sponsor Next Year 


CLEVELAND, Nov. 25—The Cleve- 
land Indians plan to ban telecasts 
of their home games in 1954, al- 
lowing only road games to be tele- 
vised. 

Telecasts of the out-of-town 
games will depend on whether 
cables are made available to the 
other seven American League 
parks and whether these games 
will have a sponsor. 

Pfeiffer Brewing Co., Detroit, 
sponsored the Indians’ home games 
and a few out-of-town contests last 
season, through Maxon Inc. Pfeif- 
fer did not pick up its option by 
Monday’s deadline. It was reported 
that Pfeiffer estimated the cost of 
televising road games would be 
$200,000 more than last year. 

The Indians’ attendance has de- 
creased each year since an alltime 
record of 2,260,627 in the pennant 
year of 1948. But George Medinger, 
v.p. of the club, does not put all 
the blame on television. Economic 
conditions and “interest in the 
team” are the most important fac- 
tors, he said. 


Dixie Cup Names Two 


Don M. Greek, formerly adver- 
tising manager of the Charleston, 
W.Va., branch of Kroger Co., has 
joined the sales promotion de- 
partment of Dixie Cup Co., Easton, 
Pa. He will be responsible for ad- 
vertising and promotion of con- 
sumer products. Also joining the 
company’s sales promotion de- 
partment is Lewis G. Fageley, 
previously with the Edison storage 
battery division of Thomas A. Edi- 
son Inc. He will be responsible for 
advertising and promoting the 
Dixie Cup line in several major 
markets. 


Minnesota PR Society Elects 


_ Tres Goetting, public relations 
‘director of Campbell-Mithun, 
| Minneapolis, has been elected 
|president of the Minnesota chap- 
| ter of the Public Relations Society 
of America. Other officers elected 


owns an am | manager. 


Service Inc., New York. Miah P. are C. H. Walter, Associated In- 
‘Crowley is president and Mr. dustries of Minneapolis, v.p., and 
Daniels is v.p. and general sales Ray Schneider, Brown & Bigelow, 
St. Paul, secretary-treasurer. 
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Poindexter Joins Allison 


P. W. Poindexter, formerly with 
Northwestern Mutual Life Insur- 
"Ss ance Co., has been appointed sales 
! manager of Allison Sign Co., Mil- 
waukee maker of illuminated point 
of sale advertising materials. 


(Continued from Page 2) 
minals and aboard planes should 
specify the specific advantages of 
air travel. 

“5. Devote more advertising to 
premiums, e.g., husband and wife 
travel for one half fare and one 
full fare on certain days. 


PENNIES FOR ART 
INSTEAD OF DOLLARS 


than 300 subjects, more than 
roduction prints—art back- 
sign omomanes. some gg mer 


utility devices ona other 
” ineluding two-color 


with children, such as_ bottle 
warming, preparation of formulas 
for no charge and no tip, and thai 
air traveling cuts down time chil- 
dren have to be cared for en route 

“7, Emphasize the travel, not the 
plane in which the traveler is go- 
ing. 

“8. Give to cigar smokers on 
leaving the plane a cigar, with air- 
line’s name on wrapper, with rea- 
son for not being able to smoke 
one en route. 


Secheres 


Yonsei, * what you get Ml ay in 
The CLIPPER 


SUPPER 


ART SERVICE 


TOPNOTCH ART 
AT SCISSOR-TIP 


Monthly cost less than 5 cents per 
subject, not much more than 1 cent 
per production print. Besides all thie, 
20 or more ‘‘How to Use"’ samples in 
two or three colors. 


Write FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


s “9. Give information on plane 

and its features by brochure. 
“10. Offer special inducements 

to individuals who have never 


REACHES ALL THE DEALERS 


IN THE RICH, PROGRESSIVE UPPER-MIDWEST 
100%, coverage of all 4,000 aggressive retail lumber 
material and cool dealers in 5 state area. 
Two iciaol Lumbermon’s Association Publicat 
Northwestern—covers Minan., Wis., No. a 
BL nh 
1013 4TH AVE: SO., 


(2) lowa—covers ail of lowa. 
MINNEAPOLIS, MINN. 


“6. Give details of conveniences | 
provided for mothers traveling | 


Consultant Lists Ad Rules for Airlines 
Based on Airline Passengers’ Complaints 


flown before: Advertising aimed 


at getting individuals to fly once. | 


rather than advertising of air trav- | 
stories on) 
‘first travelers’ telling the advan- | 
advertising oi | 


el as an_ institution; 


tages of air travel; 


‘first travelers in 1953’ giving their | 


occupations.” 
In supplemental! suggestions, the 


|emergency procedures for dealing 
'with passengers when weather 
causes cancelation of flights; more 
seating facilities at airports; better 
handling of standbys; 
on plane tickets when and if meals 
will be served aloft, and tables for 
meal service instead of pillows. 


Gem Fisheries to Ben Bliss 


York, to handle advertising and 


brand frozen fish products. Na- 
tional markets are being consid- 
ered for an initial advertising cam- 
paign. Media to be used include 
newspapers, radio, television and 
store-distributed service maga- 
zines. 


Rhodes Joins James Jones 


Peter C. Rhodes, formerly an ac- 
count executive of William Doug- 
las McAdams, New York pharma- 
ceutical agency, has become an 
associate of James Jones & Co., 
Paris. 


AA gives 
Art Director 
needed 


information 


If you’ve entertained the notion that Ad- 
vertising Age is edited solely for Account 
Execs, Advertising Managers, and such 
like, you’ve been wrong. Consider this 
from Harold Jensen: 


“Most artists and art directors are pretty 
good with their chalks but would do bet- 
ter work if they’d read Jim Woolf and 
other columnists in Ad Age. This is the 
kind of information that artists rarely get 
first-hand and they need so badly. Art 
directors also need the news of the ad 
business as much as anyone. I read Ad 
Age every week because I’m afraid I’ll 
miss something and because I enjoy it.” 


ADVERTISING AGE 


My name. 


Company 


! 
Company f Street. 


a So Ae 


0 My cheek for ms is enclosed. 


———— eee 


Dept. N30, 200 E. Illinois St., Chicago 11, UL 


Please enter my 1-year subscription to Advertising Age. I am to receive FREE a copy 
of James D. Woolf's **Salesense in Advertising.” 


—_—S ea 


2 Bin me later. 


Harold C. Jensen 
Art Director 
Tatham-Laird, Inc. 
Chicago 


FREE— Jim Woolf's 


Salesense In Advertising 


Whatever your job in advertising and 
marketing, we’re pretty sure you'll get 
a lot out of HOW TO PUT SALESENSE 
IN ADVERTISING, a handbook of Woolf’s 
most popular articles. Mail the coupon. 
below for a $3 personal subscription to. 
Ad Age, and get with it FREE your copy | 
of the handbook. 


eo a ee a a ee eee —_— oo ——_—e ee Ce or > Sealer aay 


, 


State_ 
CD Bill my ra 


sales promotion for Gem o’ the Sea | 


Merchandising Techniques for Industrial 


| 
| 


J nomic benefits derived from the 


consulting company recommend: | 


indication | 


Gem Fisheries Inc., Boston, has | 
appointed Ben B. Bliss Co., New | 


CAMPAIGN PLANNERS—Don Elliott (left) of Meldrum & Fewsmith, Cleveland agency, 
and Carl Rahn, president of Wymont Tractor and Equipment Co., Billings, Mont., 


discuss plans for advertising the new Fordson major diesel tractor, 


manufactured 


by Ford Motor Co. in Dagenham, England, which is to be introduced in this country. 
Meldrum & Fewsmith has the account and is handling introductory plans. 


Advertisers Aired at Eastern 4 A’s Meet 


(Continued from Page 2) 


v.p. in charge of personnel and 
public relations and coordinator o 
advertising for American Machine 
& Foundry Co., Brooklyn. AMF 
has been one of the sponsors of 
the Ford Foundation’s “Omnibus” 
since last December, and has em- 
ployed its participation in the pro- 
gram, according to Gen. Maxwell, 


tunity to impress upon the public. 


the importance of industry to the | meeting, 


defense program, to _ integrate 


AMF’s diversified product line un- | 


der the company trademark, and 
to make the trademark widely 
known. 


es “If advertising isn’t merchan- 
dised well it loses a lot of its 
value,” Gen. Maxwell said. “We 
used all practicable devices to 
merchandise our sponsorship of 
‘Omnibus,’ including postage meter 
indicia for all correspondence and 
an announcement card for all com- 
pany reception rooms, suppliers 
customers and prospects. 

“A special sticker publicizing 
‘Omnibus’ was developed for ap- 
plication on correspondence and 
invoices. Inserts about the pro- 
gram were added to publication 
advertising. In advance of the pro- 
grams presenting military subjects 


'we sent telegrams to those in the 


armed forces who would be most 


‘interested. Publicity pictures taken 


during the filming of the commer- 
cials were sent to business publica- 
tions together with news stories. . .” 


purchase and installation of new 
and improved equipment. 


ws George A. Frye, v.p., James 
Thomas Chirurg Co., presented a 
case history of the manner in 
which General Electric Co. used 
a correspondence course to train 
its distributors’ salesmen to over- 


/come “the major bottleneck in the 


to give military officials an oppor- | sales chain.. 


the lack of under- 
standing of the product.” 
Following each distributor sales 
Mr. Frye explained, a 
complete correspondence course— 
one lesson a week for ten weeks— 
was sent to the home of each of the 
salesmen who had been present 
for the visual presentation. Each 


| lesson took up in greater detail one 


Other AMF merchandising de-. 


vices, he added, included a space 
campaign in Newsweek, Time and 
U. S. News & World Report, direct 
mail circulars te salesnren, deal- 
ers and customers, and enlistment 


of the cooperation of trade associ-_ 


ations. 


'Tube Turns Inc., 


eee 
—— = seam 


s A $1,000,000 sale made by his 
company six years after the ap- 
pearance of its first advertisement 
for the product involved was de- 
scribed by Gene Wedereit, director 
of advertising, Girdler Corp. and 
Louisville, in 
pointing up the importance of 
| recognizing the inevitable time lag 
in industrial marketing. Mainte- 
“nance of a steady schedule of in- 
|formative advertising copy in the 
business press was cited by Mr 
Wedereit as essential to a success- 


'ful sales program in the industrial 


field. 

“Although consumer goods ad- 
|vertisers understand that adver- 
'tising creates markets, Industria! 


advertisers by and large have not) 


yet come to recognize that fact,” 


he said. Markets can be created for | 


heavy industrial goods sold at high | 
junit prices, he maintained, by 
driving home to prospects the eco- 


of the main points brought out in 
the original meeting, so “each 
salesman got a personalized in- 
struction course that served to re- 
fresh him on the points he had 
seen and heard during the formal 
presentation.” 


Newspapers Seek TV Stock 


Mary E. Gallagher, represent- 
ing the Union, Daily News and 
Sunday Republican, all in Spring- 
field, Mass., is seeking approval of 
the Federal Communications Com- 
mission to buy an interest in 
Hampden Hampshire Corp., Hol- 
yoke, Mass., owner of WHYN-AM- 
FM-TV, in the Springfield-Hol- 
yoke area. 


¢Slide shows 
¢Film strips 


e Overhead 
projections 


Were Specialists 


in every type of 
VISUAL 


PRESENTATION 


You write the copy - we'll produce 
your show - using whatever visual 
means suits your problem best. 

As a team, you and Chartmakers 
can create the best show your 
salesmen and your customers have 
ever seen. 


AND while we use the finest art 
and photographic talent right here 
in our studio, chances ore we can . 
save you money. We've produced 
hundreds of top-rated film 
presentations - and our experience 
is yours when you call Chartmakers. 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N_Y. 
MUrroy Hill 8.2760 
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Auto Makers Raising 
Ad Budgets for 1954 


(Continued from Page 3) 
men have become order takers, 
showing no initiative or sales 
technique. Some still expect the 


prospect to take the initiative and, 


since the prospects are no longer 
beating down the doors, inexperi- 
enced salesmen are becoming pan- 
icky. This is true to a lesser degree 
with the dealers. 


Even in the present slumping) 
new car market the lack of sales) 
initiative is alarming. Recently, a) 


very good prospect with an income 
in the $7,800 bracket took his 1949 
Chevrolet on the rounds of deal- 
ers to sell and purchase a new 
car. 

He ran down the list of dealers, 
and among 25 visited found only 
two—Dodge and Packard dealers— 
who even suggested he get into 


"3 oF = 
1M on ” 


it means these 

names arrest attention! 
Reliable reporting of latest news 
... fast and accurate on-the-spot 


coverage ...makes listeners 
keep tuned to WGAR. 


CHARLES DAY 


/ WGAR’s news director 
\ dominates a dinner- 
hour audience at 6 
with the Day’s News. 

quoting Martin 


< 
(4 
throughout the day. 


JACK DOOLEY 


Summarizes the day’s 
news events daily at 5 
P.M. and 11 P.M. 


JIM MARTIN 

Three early morning 
news casts have driv- 
ers and shift workers 


JACK PERKINS 


Covers weekend news 
events; frequently fea- | 
tures on-the-spot re- © 
ports and interviews. 


< 
‘ 


Able coverage by these top-flight 
newsmen, in Northern Ohio’s 
oldest established radio news 
room, gives listeners what they 
want. No wonder they give 
WGAR the “badge of authority!” 


in Northern Ohio 


‘WGAR 


THE SPOT FOR SPOT RADIO 
Cleveland 
50,000 watts 


CBS 


atttt., 
Eastern Office: at 


Py ®, 
“F 
665 Fifth Ave .N_Y.C. 


Represented by The Henry |. Christal Co. 
in Canada by Radio Time Soles, Ltd., Toronto 


a 


their new cars and try them out. 
A Chevrolet salesman appeared 
piqued when the prospect suggest- 
ed a tryout. “Let me know when 
you want to drive it and I'll ar- 
range it,” the salesman told the. 
prospect as the two stood in the 
showroom. The prospect did not | 
come back; he is now in a new. 
Packard. 
At least one Detroit newspaper 
refused an ad from a dealer who) 
offered to sell a 1953 car and guar- | 
,anteed it could be traded in on a 
| 1954 model within six months with | 
| only a $54 difference. The paper | 
felt there had to be a gimmick in| 
'such a deal, such as overloading 
the 1953 job with accessories. 


| 
| 


® The widespread price slashing 
among dealers has been found to 
be traceable more to the larger op-| 
erators who went into the excess 
profit bracket late in the summer. 

Smaller dealers who didn’t 
break into the excess _ profits 
bracket and salesmen even in the 
larger dealerships are highly cri- 
tical of the practice. 

The smaller dealers say the 
practice can well ruin their busi- 
/ness because they can’t meet this 
|type of competition and remain 
open. 

Salesmen point to the difference 
_between a 20% commission on a 
| $500 profit and a $60 profit. 
| With everyone starting from 


| scratch Jan. 1 and with 1954 mod- 
_ els to sell it will be interesting to 
| | see 


if the same price slashing 
methods are employed. 
| Few think they will be. 


| OAKLAND DEALER SHUNS 


| 
UGLY USED CAR LOT 

OAKLAND, CAL., Nov. 25—Auto- 
mobile sales experts are watching 
with interest an Oakland venture 
that may spell the end for the 
traditional “used car lot” concept 
in merchandising trade-ins. 

H. W. Shepard, onetime Cadillac 
factory branch manager at San 
Francisco and now owner of his 
own Cadillac-Oldsmobile dealer- 
ship here, is the pioneer of the ef- 
|fort to get the used car out_of the 
back lot. 


PR PRIZE—For coming up with the phrase, ‘Delaware Valley, U.S.A.,” and for 

the Philadelphia Inquirer's extensive promotion of it, Walter H. Annenberg (right), 

editor and publisher of the Inquirer and president of Triangle Publications Inc., 

is presented with the first annual award of the Philadelphia Public Relations Assn. 

At left are Mayor Joseph S. Clark of Philadelphia, and Bernard Bergman, Publicker 
Industries Inc., president of the association. 


now operating his used car de- 
partment (with a total inventory 
of $200,000) from a brand new 
$75,000 building specially designed 
and constructed to permit a drama- 
tic and effective display for his 
merchandise. 


VERTISING AGE, “our sales jumped 
to 35 cars, and we fully expect 
that by January we’ll be selling 50 
used cars a month.” 

As developed by architect Paul 
Hammarberg, the building is a 
central office structure enclosed in 
plate glass and fitted with smartly 
furnished small offices for the clos- 
ing sales as well as an attractively 
furnished central reception room 
for customers. 


Bates To Add 3 Partners 


Effective Jan. 1, three staffers 
of Ted Bates & Co., New York, 
will become partners of the agency. 
They are Frank T. Kimball, head 
of the science department; Rudolph 
Montgelas, who joined Bates in 
1950 to serve on the Colgate-Palm- 
olive account, and Alman J. Taran- 
ton, account supervisor. 


Heads Beet Sugar Group 


L. A. Lehmann, executive v.p., 
Union Sugar Co., has been named 
chairman of the advisory commit- 


_ “Most used car lots,” Mr. Shep- 
ard claims, 
term implies... shoddy 
lots, located wherever the rent is 


cheapest and with the merchandise | 


jamined in so tightly that the sales- 

/men have to play leap frog over 
_the hoods to serve their custom- 
ers.” 


# No more of that for him. He is 


“are just what the) 
looking | 


tee of the 1953-54 California beet 
sugar program. Mr. Lehmann suc- |} 
'ceeds William Ottey, v.p. for sales 
of Spreckels Sugar Co. 


Horton Joins Robley Louttit 
John A. Horton, formerly an ac- 
count executive of Horton-Noyes, | 
Providence agency, has joined T. 
/Robley Louttit Inc., Providence 
‘agency, as v.p. and account execu- | 
tive. 


“In just one month of selling out | 
of the new building,” he told Ap- | 


jman and Homecraft 


Window-Display Ad 
Helps Delta Power 
Tool in Yule Drive 


(Picture on Page 1) 


PITTSBURGH, Nov. 24—The Delta 
power tool division of Rockwell 
Mfg. Co. has a number of related 
products to sell, and like most such 
companies has the problem of 
how best to advertise these prod- 
/ucts attractively in one ad. 

Delta’s answer to this problem 
is carried in its Christmas promo- 
tion. Its ad features a window dis- 


workman demonstrating them and 
a family looking in. A schematic 
outline of the ad below numbers 
the items in the display, and num- 
bered copy describes each of the 
eight power tools and gives the 
prices. 
® The two-color ad is running in| 
full pages in the December Better | 
Homes & Gardens and during No- | 
vember in The Saturday Evening | 
Post; in two-third pages in No-| 
vember in This Week Magazine, | 
and in spreads this month in) 
Mechaniz Illustrated, Popular Me- | 
chanics, and Popular Science Mag- 
azine. The ad is also appearing 
during November in Home Crafts- | 
and The 
Home. 

This ad lends itself naturally to 
tie-in window displays by dealers, | 


‘and Delta has used a series of 


mailings to the retailers plus a 
two-color spread in Hardware Age | 
and Hardware Retailer to reach 
the trade with the news of the 


‘promotion and suggestions for tie- 


s 


NBC 
FULL 1OOKw. POWER 
CHOICE CHANNEL 4 


Dewere /rijiee 


CALL PETRY 


play of Delta power tools with a| 


81 


ins. A full scale reproduction of 
the window in the ad was dis- 
played by Delta at the National 
Hardware Show in New York 
early last month to aid the dealers 
to visualize it in their own stores. 

Marsteller, Gebhardt & Reed, 
Chicago, is the Delta power tool 
agency. 


| Acquires Lady Esther Inc. 


| Lady Esther Inc., Chicago maker 
of cosmetics and toilet prepara- 
| tions, has been purchased by Ches- 
|apeake Industries Inc., Cleveland 
|holding company, reportedly for 
| $3,275,000. The transaction was 
'made in accordance with provi- 
_sions of the will of the late Alfred 
-H. Busiel, company founder. Mr. 
Busiel specified that the company 
be sold within a reasonable time 
|after his death. He died in Decem- 


‘ber, 1951. 


Flynn Joins Gray & Rogers 


Thomas E. Flynn, formerly a 
copywriter of N. W. Ayer & Son, 
Philadelphia, has joined the copy 
department of Gray & Rogers, 
Philadelphia. 


When Customers 
Tell Dealers... 


} 


it proves your messages 
have the ring of authority! 


WGAR commands the respect of 
a large listening audience because 
of authoritative news reporting, 
outstanding shows and special 
events, both local and CBS. This 
buying audience is yours—to ring 
up results in cash registers! 


ADVERTISERS GET 


RESULTS ON WGAR 


Sales results obtained through 
use of WGAR are reflected in 
the number of years both local 
and national advertisers have 
been with Cleveland’s Friendly 

Station! 

221 advertisers 3-5 years 
94 advertisers 6-10 years 
17 advertisers. ...11-15 years 
16 advertisers. .over 16 years! 


WGAR'S PLEDGE 


Based on 23 years’ experience, 
“WGAR secures from its staff 
and its clients, careful prepara- 
tion and delivery of advertising 
messages to maintain high 
standards and good taste.” 


eeeee 


Listeners quote WGAR because 
they’ve learned to respect its voice 
of authority. We invite you to share 
the impact of this voice for your 
sales messages. 


In Northern Ohio 


WGAR 


THE SPOT FOR SPOT RADIO 
Cleveland 


50,000 watts vette. 
CH cos ee 
4 . 
Na Eastern Office: at 


665 Fifth Ave, N_Y.C. 
Represented by The Henry |. Christal Co. 
in Conode by Radio Time Soles, Ltd., Torente 
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SALES ARE 


closed 
influenced 
switched 
killed 


How do you stand behind the counter ? 


Each Haire specialized trade magazine is devoted to the primary interests of a specific 
merchandising field. Each exerts top behind-the-counter influence. Add this influence to 


the efforts of your company’s salesmen by advertising in the Haire publication that goes 


where your salesmen go. 


Liners estes 


1928 


since 


BEHIND THE COUNTER 


eS nthe ge Se ae ae 


merchandising TRADE MAGAZINES 


Send for “Here’s How to Sell” factual booklet on those 
Haire publications in which you are interested! 


* x00 * 

/ ~ 4 

«/j ° 
HAIRE PUBLISHING COMPANY QD: 
Specialized Trade Publications — *e 
more effective because they’re more sell-ective! ‘ 
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111 FOURTH AVENUE, NEW YORK 3 3 . 
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